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1. Introduction

This report is an Organisational Expansion Plan of Tesco who is a major UK based multinational retailer that is planning to extend operations to the dynamic Indian market. Tesco has a history of global expansion as a company with a large retail base as well as a broad selection of products. It has had a modest presence in India through a joint venture with the Tata Group but this report considers the opportunity of growth and increased market penetration at the Indian market.


India is among the most appealing environment that Tesco can enjoy the growth as a result of the presence of a rapidly rising middle-class, urbanisation prospects, and consumerism on organised retailers. The retail market in India is projected to reach market size of approximately 82 lakh crore (1.06 trillion USD) by 2024 and the market is projected to continue growing in the coming number of decades (ET Bureau, 2025). The rapidly growing volumes of discretionary income, coupled with the rapid openness to e-commerce offers an abundance of potential into a new market by the large retailing chains, including Tesco.


This report has been structured in a way that it first justifies the expansion of Tesco into India, second part is the PESTLE analysis, strategic development recommendations and finally, evaluation framework. The objective will consist of a comprehensive and practical plan to enable Tesco to engage in a competitive advantage, capitalise on market trends in addition to enjoying a sustained growth in evolving retail environment in India.
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Figure 1: Tesco
Source: (New Food Magazine, 2023)
2. Selection of Organisation and Target Market
Organization Overview 


Tesco is a multinational company that is among the largest stores in the world established in 1919 and operates globally (Kar, Bansal and Mishra, 2021). Tesco is a UK supermarket chain that has expansion to become hypermarkets and convenience stores, with an all-inclusive online shopping site. Tesco has been a pacesetter in the global retail market as it has been reputed to be customer-oriented, innovative and sustainable. By 2022, the company has over 6,800 stores worldwide and its operation has been experienced in 12 countries like Ireland, Poland, and Thailand (World Benchmarking alliance, 2022). Tesco sells a wide range of products comprising of food and groceries besides clothes, electronics and home products. The firm has densely invested in technology over the years by building its e-commerce platform and utilizing data-driven technology in the supply chain management and customer engagement. Tesco boasts of good reputation in its products, competitive prices and sustainable business that have earned it a loyal customer base.


In the international markets, Tesco has also ventured in the Eastern European markets, and the Asian markets in regards to the international expansion. It acquired an Indian entry market, through a joint venture with an Indian-based company, Tata Group Trent Ltd., which owns the Star Bazaar supermarket chain (Muralidhara, 2023). Growth potential might be high in the Indian market but Tesco presence is not significant in comparison with its operations worldwide. This report is a discussion of opportunities of the potential growth and strategic action that Tesco will have to perform to establish itself in the Indian retail market.

 Target Market Selection: India


India with the population of over 1.4 billion is an incredible opportunity to the Tesco growth and is also characterised by the flourishing middle-class, the rising urbanisation and the shifts in tastes of the consumers. Indian market retail market has already been projected to be 82 lakh crore (1.06 trillion USD) and the growth by 13.21 per cent is projected in the next 10 years leading to total of 3,434.1 lakh crore (IBEF, 2024). This can be attributed to the fact that the disposable income of urbanized households has been on the rise and this will boost demand in the new structure of retailing. The growing trend of the middle-class Indians that is projected to be the majority in over half of the population in the year 2030 is promising to Tesco. A huge proportion of this population has been assimilated into the organised retail where the models of population are conveniently geared, the quality of the products and a hassle free shopping experience. 


The rapid retail consumption is already being experienced in several cities like Mumbai, Delhi, Bangalore, and Hyderabad and the popularity of supermarkets and hypermarkets are also increasing (Krishnamurthy and Venkitachalam, 2022). Tesco is also drawn to India since the revolution of Indian digital is improving. Retail platforms have the digital capability of integrating, available to the Indian market with an over 600 million e-internet users and a rapidly growing e-commerce sector (Saxena, 2024). The mobile-first technology has already been used by Indian consumers, especially in urban areas, and hence e-commerce is among the needs that Tesco can capitalize to expand. Tesco has the right place in India as the government has good policies regarding Foreign Direct Investment (FDI) in retail sector and India opens up to foreign retailers. Furthermore, high technological standards of the younger generation of Indians would suit well in Einstein Tesco benefits of digital enhancing and shopping experience which is more technologically oriented. This gives the best opportunity to Tesco to invest in India and expand market share in the country both physically and through online platforms to suit the needs of the new age customers.

3. Comprehensive Strategic Analysis
 PESTLE Analysis 


PESTLE analysis will offer a comprehensive checklist within which to discuss the pressures of the macro-environment that may drive Tesco into entering India. The forces that are discussed in this discussion are Political, Economic, Social, Technological, Legal and Environmental forces in Indian market.

Political Factors: Political situation in India has been rather stable as well as the desire to stimulate foreign direct investment (FDI) in retail market has been increasing (Sadashiv, 2023). The Indian government has even gone further to implement some reforms like multi-brand retail whereby 51 per cent FDI can only be permitted so as to open the door to entry of Tesco. Nonetheless, the policies and regulations can be different at the state level and Tesco will have to manage these regional diversities. To illustrate, there are particular rules that are applied to food safety, packaging and labeling as provided by Food Safety and Standards Authority India (FSSAI) that Tesco must consider. Also, operations can be affected by political sensitivity on job creation and buying locally. The recent policies that have focused on "Make in India" have pushed foreign retailers to source domestically and such a move may assist Tesco to match the national interests and also reduce expenses.
Economic Factors: India has a fast-growing economy that has followed a rate of 6-7 percent growth in the last ten years. Disposable income and urbanization are expected to achieve this size by 2033 with the retail market projected to expand to ₹3,434.1 lakh crore (3.43 trillion USD) (Imarcgroup.com, 2024). The size of the middle-income population is growing at a high rate, and modern retailing centers in such cities as Mumbai, Bangalore and Delhi. The consumer trend of quality and convenience is on the increase and this offers a good business opportunity to Tesco. Nonetheless, the inflation and price sensitivity are among the issues of importance, especially with food products, where shoppers usually place much emphasis on low-cost substitutes. Tesco will be forced to provide value and at the same time a high-end supplier of special categories of products.

Social Factors: The demographic profile of India can be defined as that of being youthful, tech-savvy. India has a very large portion of population before 25 years of age amounting to approximately 50 percent which is a good target group that Tesco can invest in as this group shows disposition to the modern form of retailing. The Indian customers are becoming more health conscious and lean towards organic and fresh food products, which is also in line with the global emphasis of quality and sustainability by Tesco (Bhardwaj, Pandey and Bansal, 2024). The diversity of the country is however, multilingual, multicultural and with varying dietary habits and the need to fit into the multicultural environment gives Tesco no option but to change its product offerings, as well as change its marketing strategies. Also, although the organised retailing is being adopted in urban areas, in rural India, the kirana stores remain a major source of livelihood.

Technological Factors: India is a country that is undergoing a very high rate of digital transformation and there are more than 600 million people who are using the internet and the e-commerce market is increasing. India is a mobile-based internet user with mobile phones being the major access point to most users. The given technological change is an opportunity that Tesco can use to increase its online operations, use mobile payment systems, and incorporate digital marketing as a channel to target customers in urban and semi-urban regions (Aranitou et al., 2024). Moreover, new logistics and supply chain management technologies provide the opportunity to conduct operations more efficiently, and it is essential to Tesco to provide competitive prices and expedited delivery services.

Legal Factors: The legal system of conducting business in India in the retail sector is dynamic. Tesco will be required to follow the regulations of the Foreign Direct Investment (FDI) that regulates the foreign ownership in the retail sector. Also, the adherence to labour laws, taxation policy, and food safety standards (FSSAI) will play a significant role (Shafi et al., 2024). The changing e-commerce laws are also a challenge particularly as there are new laws which in this respect are centered on consumer protection, data privacy and proper competition. There are also legal aspects of property laws, franchising and joint ventures which Tesco should negotiate on carefully to allow its smooth operations.

Environmental Factors: Sustainability and environmental protection are becoming a priority concern of India and this is in line with the Global environmental programs of Tesco. Tesco has the opportunity to ride on the increasing demand of green and organic products, recycling, and sustainable sourcing as more and more individuals are going green with their products. There are however certain obstacles like waste management, especially in big urban areas and the effects of climatic change on the productivity of the agricultural sector which could have an implication on the supply chain of Tesco. Tesco can also appeal to the green-conscious customers by its desire to minimize its carbon footprint and decrease its waste.

Porter’s five forces Analysis


The Five Forces framework created by Porter is an evaluation of the competitive force in an industry. The following is an analysis of these forces as a business of Tesco potentially begins to expand into the Indian retail market.

1. Threat of New Entrants: The Indian retail market has a moderate threat of entry. Although the Indian retailing industry is characterized by low barriers of entry, the capital intensive aspect of retailing, the necessity to have an efficient supply chain and store design, increases barriers to entry. The market is already saturated with a high competition among established international players such as Reliance, Big Bazaar and D-Mart. Moreover, Tesco has a competitive advantage because of its size and the capacity to employ technology. Nevertheless, the local kirana stores remain high in rural and semi urban regions, and new entrants can get their foothold by focusing in these regions. Tesco will respond to this by having to emphasize on its time-tested brand, quality products and consumer faith to stand out.
2. Bargaining Power of Suppliers: The strength of suppliers in India is average. Whereas India is characterized by a fragmented supply chain and a high number of local suppliers, Tesco is expected to use both international and local suppliers (Nachum and Uramoto, 2021). The disintegration of the market provides some power to the suppliers particularly in the important product lines such as fresh produce. Nonetheless, the size of Tesco and the established supplier relationships in different parts of the world may assist in alleviating the supplier power. In addition, the Make in India initiative in India also promotes the sourcing of goods in the country, which may put Tesco in a better bargaining position to receive a constant supply of affordable and quality products.

3. Bargaining Power of Consumers: The bargaining power of Indian customers is characterized with high bargaining power in terms of the price sensitivity in the food and grocery market. There are also numerous other organized retailers, such as kirana stores located in the neighborhood and numerous other stores, and customers can change brands and retailers easily depending on their price, quality, and convenience. Yet, there is a rise in demand of high-quality, organic, and healthy products and, this is where Tesco can position itself as offering natural products with high quality and unique product ranges. This power may be alleviated with the help of value-based pricing, a reward program, and services that are customer-focused.
4. Threat of Substitutes: Substitute’s threat is not low in India with the dominance being at the plate of the traditional kirana stores especially in the rural and semi urban areas. These local shops are convenient, personalized, and have credit facilities and therefore it is difficult to entirely substitute them by the large retailers. Also a new school of thought is entering the market through e-commerce, and this is convenient, competitive and it can be delivered at home. Nevertheless, Tesco can prevent this menace by building on its omnichannel concept, as integrating its offline store presence and strong online shopping and delivery services specific to local demands.

5. Industry Rivalry: The retail industry in India has high industry competition. The main rivals (Reliance Retail, Big Bazaar, and D-Mart) are strong, have well-known brands, extensive distribution chains, and huge operations. These are competitors who have an edge of being well established in the Indian retail environment. Nevertheless, Tesco could stand out by proposing high quality and quality-centered products and focusing on its dedication to sustainability and green programs. Tesco can have a competitive advantage in India because of its experience in supply-chain management and contact-based customer information in a highly competitive retail market.
4. Strategy Development and Formulation

 Market Entry Strategy 


The entry strategy of Tesco in India needs to be well designed, taking into account the intricate nature of the retail apartments in the country and the rivalry that it will encounter with local and foreign players. Having considered other modes of entry, the best strategy that Tesco can adopt is wholly owned subsidiary with strategic partnerships which can capitalize on its already established joint venture with Tata Group to further expand its infrastructural presence in India. Wholly-owned subsidiary enables Tesco to exercise complete control over its operations to the extent that it can put in practice its global strategies as well as adjusting to the local market (Morschett et al., 2025). Although the initial outlay might be expensive, dominance in supply chains, marketing approach and customer support will be beneficial in the long term. The wide and competitive retail sector in India has its opportunities and threats, thus complete control of the market will enable Tesco to customize its products and remain within the standard of quality, sustainability, and technological integration.

Alliance with Local Players: Tesco ought to form a wholly owned subsidiary at the extents that local alliances are vital. The current joint venture with Tata Group that runs Star Bazaar can be leveraged into a stronger chain of retail outlets through the element of local expertise. A combination of local suppliers and logistics providers, as well as the collaboration with local technological startups, will allow Tesco to comply with the local regulatory environment in India, local differences in consumer tastes, and enhance supply chain efficiency.

Omnichannel Approach: Since the role of digital technology cannot be discussed in the context of the Indian retail industry, Tesco ought to pay attention to developing an omnichannel presence as well (Mason and Jarvis, 2023). Tesco can use online stores to supplement offline stores as e-commerce and mobile first technologies continue to expand. The company ought to seek to invest in digital marketing, mobile payment systems and home delivery services, in order to serve the rising rave to online shopping, especially to young, high-tech shoppers in urban regions.

Location Strategy: First, Tesco must target Tier 1 cities that include Mumbai, Delhi, Bangalore, and Hyderabad where modern format retailing has more demand, and the purchasing power of the middle class is high. In the long-term, Tesco will be able to conquer the Tier 2 and Tier 3 cities but pay attention to more cost-effective formats that will resonate with the regional preferences of consumers.

Product Strategy 


The product strategy Tesco must adopt in India should concentrate on providing a wide and a varied product portfolio to the country which has a heterogeneous population of consumers. The retail market in India is large and diverse with the preference of the population in different regions being diverse therefore Tesco must localize its products offering it with global quality standard.

Differentiation of products: Tesco must center on its strengths in fresh food, organic products and premium grocery products since there is growing demand of health conscious and sustainable products in urban India (Caputo and Reardon, 2025). The goods such as organic fruits, vegetables and dairy items, and prepared foods could be positioned as high-end products to the growing middle-class that is becoming more concerned with convenience, health and quality.

Private Label: Tesco has an opportunity of introducing its own label products in India which can be strategically located, to gain market share in the medium and premium Indian markets. The Tesco own-brand products have also been successful in the international market being priced reasonably but of high quality. This can be extended to not only groceries in India but also health and wellness products, organic foods, and sustainable products.

Localization: Tesco should customize its products to align with Indian local tastes because of the country cultural diversity. These will involve the delivery of regional products like spices, regional snacks, and culturally meaningful products. As an illustration, Tesco ought to carry merchandise such as idli batter and dosa mix in the southern areas whereas in northern India, one should have items such as chapati flour and paneer.

Sustainability Focus: Tesco will adopt the value of sustainability, which will appeal to Indian consumers who have been more environmentally sensitive. Provision of environmentally friendly packaging, organic products that the company sources locally and also being environmentally responsible will be an added advantage to Tesco over its rivals.

Pricing Strategy 


The pricing strategy used by Tesco in India will be very important part of the market entry strategy. The retail market in India is considered to be price sensitive particularly in the grocery and the food segment. Thus, a penetration pricing strategy will be adopted to popularize Tesco brand in the competitive market.

Penetration Pricing: Tesco will first have to use penetration pricing model to gain market share within Indian price-sensitive market fast. This is done by providing competitive prices on stock grocery goods, produce and even their own brand products. Its purpose will be to create brand awareness and win over customers through the offer of quality products at reasonable prices. The pricing strategy will also assist Tesco to position its value proposition in the Indian market especially among the price-sensitive consumers.

Value of Money: Pricing will be competitive, though Tesco will have to underline the concept of value of money by paying attention to the quality of products. Indian consumers are ready to slightly increase their prices when they receive a quality product, particularly in such categories as fresh food, organic products, and premium brands (Capriotti, 2024). Tesco can use its international supply chain to get high quality products at a competitive price that gives a strong value proposition to the consumers.

Promotions and Discounts: Tesco may as well use promotions, discounts, and rewards to lure consumers particularly during a time of the year like the festivals and holidays when consumption levels are elevated. Partnership with local influencers and online marketing campaigns can serve to give Tesco strength to value-based offering especially in cities.

Long-term Pricing Strategy: As the company increases its market share in India, a potential use of the strategy is to launch higher prices, especially for organic and environmentally friendly products, whereas at the same time, the company needs to serve the mass-markets mostly by its value-based brand products.

5. Performance Evaluation Framework Balanced Scorecard (BSC) 

Tesco expansion into India will be measured using the Balanced Scorecard (BSC) which is a performance management strategy instrument. The framework assists in aligning the strategic goals of Tesco with the key performance indicators (KPIs) around four lenses including Financial, Customer, Internal Processes, and Learning & Growth (Woods, 2022). Through the BSC, Tesco will be able to monitor both the leading and lagging indicators thus enabling it to remain in its long term objective and be dynamic to the market demands.

1. Financial Perspective

The success of the Tesco expansion strategy in India will depend on the financial performance of the organization in India. Key KPIs will include:

Sales Growth: Achieve an annual sales growth of at least 15 will be an expansion in the first three years of operation in India (Jaiswall and Raman, 2021).

Profitability: Within the first 2-3 years, profitability will be attained through effective operation and cost control.

Market Share: Achieve a market share of 5 percent in the first five years with competitive advantages that Tesco has.

Return on Investment (ROI): Measure ROI to make sure that Tesco is achieving returns on the investments it has made in stores, technology and infrastructure.

2. Customer Perspective

Satisfaction and retention of customers are major drivers in the long-term success. Some of the KPIs used to measure customer performance are:

Achieving a customer satisfaction score of at least 85% (by survey and feedback systems) (Han and Anderson, 2021).

Brand Awareness: Raise brand awareness in the urban markets by 30 per cent within the first two years.

Customer Loyalty: Generally, the programs implemented on loyalty should be the increase of the repeat customers, which should constitute at least 50 percent of all customers at the end of the third year.

3. Internal Processes Perspective

Productivity is essential in making sure that the operational costs are high and the services are of high quality. Key KPIs include:

Supply Chain Efficiency: Calculate inventory turnover and stock out rates, the target is at least 6 times per year.

Operational Efficiency: Decrease operational costs by 5 per cent annually, through optimization of logistic and store management systems (Boussalham and Ejjami, 2024).

Product Assortment: Have at least 70 percent of the products on the shelves which be locally sourced; which goes with the preferences of Indians and sustainability objectives.

4. Learning & Growth Perspective

The use of the learning and growth perspective has also allowed Joy ability to equip me with knowledge that can help me become a better manager.

Development of the employees and the technological adoption is essential to the success of Tesco in the long run. In this area, KPIs will take into consideration:

Employee Engagement: Reach a score of 80 percent or more on employee satisfaction through investment in training and career development (Sypniewska, Baran and Kłos, 2023).

Technology Adoption: Within two years, boost the level of Tesco digital penetrates its business by 40 percent, using incidences of e-commerce and mobile apps.

Innovation: You should have at least 3 new innovative retail solutions (ex: self-checkout, mobile apps) by the end of year two.

Triple Bottom Line (TBL) 


The Triple Bottom Line (TBL) model considers the financial, social, and environmental results of a company as a more comprehensive concept of success, which is measured contrary to usual financial factors (Nogueira, Gomes and Lopes, 2025). In the case of Tesco expansion to India, incorporation of TBL in their strategy will help the firm conduct operations in India in a sustainable fashion that will add value to all stakeholders.

Economic Sustainability

The economic contribution that will be experienced by Tesco will be evaluated through its capability to produce sustainable streams of revenue, profitability and market growth in the Indian market. The major economic indicators will be the financial performance of the company, its contribution to employment in the locality, and a return on investment. Tesco will center on acquiring goods within the domestic environment, creating an impetus in the Indian economy and investing in Indian retail, hence, spurring economic growth.

Social Sustainability

Tesco is committed to promote community good in societies where it operates. These involve good remuneration, safety at workplace, training and development programs among the workers. Moreover, Tesco will be involved in corporate social responsibility (CSR) i.e. sponsoring local charities and development initiatives in communities. Tesco will contribute to the improvement of the social life of India by providing employment and helping the local corporations.

Environmental Sustainability

Tesco aims to make carbon footprint less and make the environment more environmentally sustainable. It consists of campaigns such as minimizing the energy use in retail locations, providing products with packaging that is sustainable, and buying organic or locally-grown foods (Roy, 2022). Tesco will also strive to minimise wastage, have responsible sourcing process, and addressing the increasing market needs in India to acquire sustainable and environmentally friendliness commodities.


Implementing the TBL model will help Tesco to make sure that its activities in India are sustainable, as they are more likely to achieve global sustainability objectives and integrate into the long-term success of the market.

6. Conclusion and Recommendations

In conclusion, Tesco India expansion is a mega opportunity where Tesco has the opportunity of profitably exploiting the exploding consumer retail market linked with robust urbanization, increasing incomes and consumer preferences to seize the opportunity. The retail industry in India is also a fertile ground that Tesco can utilise its international experience to manage the supply chain, customer services and the quality of the products since it has a size which is estimated to reach 3, 434.1 lakh crore (3.43 trillion USD) by the year 2033.

Balanced Scorecard (BSC) will help Tesco to compare and assess the performance of such crucial domains as financial development, customer satisfaction, inside efficiency, and employee development. This penetration pricing and providing economy of products such as high quality organic products and low cost products will also enable Tesco to fit in a competitive Indian market. Besides, the concept of omnichannel of integrating bricks and mortar stores with online shopping software will help Tesco target young and technologically active urban consumers, thereby ensuring the continued growth in the digital environment.

The Triple Bottom Line (TBL) strategy that entails economic sustainability, social sustainability, and environmental sustainability will also define the success of Tesco in the long run. Tesco will be capable of generating a decent brand name by creating jobs, creating and maintaining local relationships, and environmental sustainability and contributing to the India building its economy and the society.

Recommendations:

Empower Local Relations: Tesco should improve the communication with the local suppliers and businesses of logistics and ensure the efficient sourcing of goods and the fulfillment of consumer demands regarding the diversity of the region.

Invest in Technology: Tesco can continue to invest on mobile payments, e-commerce, and data-informed customer insights to enhance the customer experience since that is a mobile-first consumer society in India.

Move into Tier 2 and Tier 3 Cities: When the organization has established a strong base in its Tier 1 cities, Tesco has to transfer to smaller cities that are experiencing an increase in the purchasing power and offer more affordable forms and product lines to the markets.

Emphasize on Sustainability: Tesco should align its sustainability goals with the environmental concerns in India, which are grouped around the policies of environmentally friendly packaging and sustainable sourcing to seize the emerging demand of environmental friendly products.

These actions will not only enable Tesco to capture market share but also become one of the market leaders in the vibrant Indian retail market.
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