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Introduction


     Tesco PLC is one of the largest supermarket chains in the United Kingdom. Founded in 1919, the company has grown into one of the most well-known retailers in the country. Tesco offers a wide range of products and services, including groceries, clothing, electronics, household products and financial services. The company has built a strong reputation by offering good value for money, a large network of stores and reliable online shopping. Because of this, Tesco continues to be one of the leading companies in the UK retail market.
    This report analyses Tesco PLC using the SWOT analysis model. It examines the company’s strengths, weaknesses, opportunities and threats, and discusses how these factors influence Tesco’s marketing decisions. The report also provides recommendations that could help Tesco improve its future performance and remain competitive in the retail industry.
   Tesco operates in a dynamic retail environment where customer expectations, technology and competition continue to evolve. Therefore, carrying out a SWOT analysis is valuable because it helps identify the company’s current position and supports the development of effective marketing strategies that improve long-term business performance.





   SWOT Analysis of Tesco PLC



	Strengths 
	Weaknesses 

	Strong brand reputation and customer loyalty.

	High dependence on the UK market.


	Wide range of products and services.

	Low profit margins due to price competition.


	Strong online shopping platform and Clubcard programme.

	High operating costs in some stores.


	
	




	Opportunities 

	Threats


	Growth of online shopping and home delivery.

	Strong competition from Aldi, Lidl and Sainsbury’s.


	Increasing demand for healthy and sustainable products.

	Rising inflation and changing consumer spending.


	Investment in digital technology and AI.

	Supply chain disruptions and economic uncertainty.


	
	






    Critical Analysis and Evaluation
    Strengths
     Tesco’s strong brand reputation and loyal customer base are major advantages in the highly competitive UK retail market. The Clubcard loyalty programme encourages customers to return regularly by offering personalised discounts and rewards, helping Tesco build long-term relationships with shoppers. In addition, the company provides a wide range of products and services, allowing customers to find everything they need in one place. Tesco’s well-developed online shopping platform has also become an important strength, especially as more people prefer home delivery and digital shopping. These strengths support Tesco’s marketing strategy by increasing customer satisfaction, improving brand loyalty and helping the company compete effectively with rivals such as Aldi, Lidl and Sainsbury’s. As a result, Tesco is able to maintain a strong market position while adapting to changing consumer needs.
     Furthermore, Tesco continues to invest in innovation by improving its digital services and customer experience. The company uses customer data collected through the Clubcard programme to provide personalised offers and better understand consumer behaviour. This allows Tesco to build stronger relationships with customers while increasing sales and customer satisfaction. Continuous investment in technology also helps improve operational efficiency and supports the company’s long-term competitive advantage.

    Weaknesses
    Although Tesco is one of the leading retailers in the UK, it also faces several weaknesses. The company depends heavily on the UK market, which means that changes in the British economy can have a significant impact on its sales and profits. Tesco also operates with relatively low profit margins because competition between supermarkets is very strong, making it difficult to increase prices. In addition, running a large number of stores creates high operating costs, including wages, energy bills and maintenance expenses. These weaknesses can limit Tesco’s flexibility when making marketing decisions, especially during periods of economic uncertainty. To remain competitive, the company must continue improving efficiency, reducing unnecessary costs and investing in areas that create value for customers while protecting its long-term profitability.
    Opportunities
    Tesco has several opportunities that could support its future growth and strengthen its position in the retail market. One of the biggest opportunities is the continued growth of online shopping, as more customers prefer the convenience of ordering products from home.               Tesco can also expand its range of healthy, organic and sustainable products because consumer demand for these items continues to increase. Another important opportunity is the use of digital technology and artificial intelligence to improve customer experience through personalised offers, better stock management and faster delivery services. By taking advantage of these opportunities, Tesco can attract new customers, increase customer loyalty and improve its marketing performance. These developments would also help the company remain competitive and respond more effectively to changing consumer preferences.
    Threats
     Tesco faces several external threats that could affect its future performance. Competition in the UK supermarket industry is very intense, especially from retailers such as Aldi, Lidl and Sainsbury’s, which continue to attract customers with low prices and special offers. Rising inflation and increasing living costs may also reduce consumer spending, forcing shoppers to choose cheaper products or discount stores. In addition, supply chain disruptions, higher transport costs and economic uncertainty can increase operating expenses and reduce product availability. These challenges require Tesco to adapt its marketing strategy by offering competitive prices, improving operational efficiency and maintaining high customer satisfaction. Responding quickly to market changes will help Tesco protect its market position and remain competitive in the long term.




    Conclusion and Recommendations
     The SWOT analysis shows that Tesco has many strengths, including a strong brand, a loyal customer base and a successful online shopping platform. However, the company also faces challenges such as strong competition, high operating costs and changing economic conditions. At the same time, opportunities such as digital innovation and the growing demand for sustainable products can support Tesco’s future growth.
     Based on this analysis, Tesco should continue investing in technology, improve its online services and expand its range of healthy and environmentally friendly products. The company should also focus on reducing operating costs while maintaining good product quality and competitive prices.  Furthermore, Tesco should continue monitoring changes in customer behaviour and market trends to remain competitive. Regular evaluation of internal strengths and external challenges will enable the company to respond more effectively to future opportunities, reduce potential risks and maintain sustainable growth in the long term.
    Overall, situational analysis is an important tool because it helps businesses understand their internal and external environment, make better marketing decisions and develop effective long-term strategies.
    In addition, Tesco should continue developing partnerships with suppliers and invest in environmentally friendly initiatives to strengthen its reputation. Focusing on innovation, sustainability and customer satisfaction will help the company respond more effectively to future market challenges. By regularly reviewing its marketing strategies and adapting to changes in consumer behaviour, Tesco can maintain its leadership position and achieve sustainable growth over the long term.
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