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[bookmark: _Toc230110582]Element 1: Business Idea and Overview of Products or Services
TESCO is a worldwide grocery and general merchandise retailer from England. It is a multinational corporation (MNC) with a primary business strategy of providing affordable fresh food and everyday essentials to customers through many store formats. Currently, Tesco operates 4,506 worldwide stores, 3,786 of them located in the United Kingdom (Tesco PLC, 2024). TESCO operates using multi-format formats: Big extra stores, small express convenience stores. TESCO's main product offerings include fresh food, packaged grocery items, bakery, dairy, meat, and plant-based alternatives. Additional products are also offered to customers through TESCO, including clothing (F&F), electronics, home essentials, financial products/taking out loans (TESCO Bank), and mobile services (TESCO Mobile). TESCO also has an online shopping site with home delivery options, in addition to Click and Collect services. As large and successful as TESCO is, with group sales in excess of £63.6 billion, there is plenty of scope for future growth (Tesco PLC, 2024). Leading retailers in Europe, such as TESCO, have diversified into alternative market categories (e.g., sustainable and ethically sourced products) to promote growth (Jones and Comfort, 2020). Furthermore, Rini et al. (2022) highlight that plant-based food brands are an important success factor in the European retail sector, prompting Tesco to expand its plant-based product range (Rini et al., 2022).
[bookmark: _Toc230110583]Short-term and Long-term Objectives
In the short term, TESCO believes that improving operational efficiency, lowering costs, and improving customer experience through digital transformation will result in the growth of its business. The adjusted operating profit of TESCO was £3,128 million with a UK market share of 28.3% (Mollah et al., 2024). Retailers must have effective digital leadership and a well-developed digital transformation strategy to achieve sustainable financial performance (Mollah et al., 2024). TESCO plans to continue enhancing its online platform and further develop its Clubcard loyalty programme to not only retain existing customers but also attract new customers. The Group net promoter score for TESCO has improved by 28 points.
In the long term, TESCO plans to achieve net zero carbon emissions for its supply chain. According to Olarewaju et al. (2024), climate action has a significant impact on the financial performance of grocery retailers in the UK (Olarewaju et al., 2024). TESCO has demonstrated strong financial performance with statutory revenues of £69.9 billion and a statutory profit before tax of £2,215 million (Tesco PLC, 2024). In addition, TESCO plans to reduce food waste and to expand the number of sustainable products it sells. Additionally, TESCO intends to maintain and enhance its leadership position as a supermarket chain by continuing to innovate. The analysis performed by Liberadzki et al. (2021) on sustainability-linked bonds tied to reducing greenhouse gas emissions indicates that investors are increasingly valuing companies with explicit environmental targets (Liberadzki et al., 2021). This is in line with TESCO's long-term sustainability objectives.
[bookmark: _Toc230110584]Unique Selling Point (USP)
One of TESCO's main points of distinction is its unique value for money, combining a successful loyalty scheme which provides personal discounts and incentives based on shopper behaviours (Clubcard). In addition, £1,750 million free cash flow allows the company to have the financial capacity to invest in consumer-oriented initiatives (Tesco PLC, 2024). According to Terzis and Gotzamani (2025), energy efficiency and other sustainability measures are becoming major key differentiating factors within supermarket retail (Terzis and Gotzamani, 2025). TESCO also sets itself apart by engaging in price-matching campaigns for essential items (e.g., 'Aldi Price Match'), thus helping to improve its balance sheet by reducing net debt to £9,454 million (Tesco PLC, 2024). Wynn and Jones (2023) argue that corporate responsibilities in the digital world (e.g., transparent pricing, ethical sourcing) provide retailers with a competitive edge (Wynn and Jones, 2023). TESCO's adjusted diluted earnings per share during the year 2024 were 27.38 pence, with dividends being paid at 13.70 pence per share; this indicates that Tesco maintains a healthy financial position, which reinforces its value proposition (Tesco PLC, 2024). Thus, a combination of low pricing, data-driven personalization, and convenience provides the foundation of Tesco's overall unique selling proposition.
In addition to this, the use of data analytics by Tesco's Clubcard to provide people with specific discounts based on where they've shopped gives each customer an advantage over the competition. Jones and Comfort (2020) note that leading retailers across Europe have begun using their customer data to enhance consumer loyalty and repeat purchases (Jones and Comfort, 2020). The researchers also note that brand reliability and offering consistent quality are two key criteria that are used to evaluate whether food retailers are successful or not (Rini et al., 2022). Tesco's developing a line of plant-based foods matches up with these factors by appealing to both health-conscious consumers and consumers who care about environmental issues. Additionally, according to Santoso et al. (2022), businesses will improve their overall brand image by implementing environmentally-friendly supply chain strategies (Santoso et al., 2022). With their efforts in the areas of competitive prices, using analytics to create personalised services for consumers, being sustainable, and operating as responsible members of the business community, Tesco manufactures an integrated value proposition (also known as a Unique Selling Proposition) that will be very difficult for their competitors to duplicate (Wynn and Jones, 2023).
[bookmark: _Toc230110585]Element 2: Business Environment and Competitor Analysis
[bookmark: _Toc230110586]SWOT Analysis of TESCO
The table below compares the numbers from TESCO's internal strengths and weaknesses and external opportunities and threats as it relates to the financials provided in their 2024 report.
Table 1: SWOT Analysis of TESCO
	Strengths (Internal)
	Weaknesses (Internal)

	UK market share of 28.3% (market leader) (Tesco PLC, 2024).

	Net debt of £9,454 million (Tesco PLC, 2024).


	Group sales of £63.6 billion (Tesco PLC, 2024).

	Statutory profit before tax decreased to £2,215 million from £2,289 million (Tesco PLC, 2024).


	Adjusted operating profit of £3,128 million (Tesco PLC, 2024).
	The past accounting scandal damaged the reputation.

	Free cash flow of £1,750 million
	Dependence on the UK market for the majority of revenue (Ausloos, 2020).

	Group net promoter score of 28 points (Tesco PLC, 2024).
	Thin profit margins in the grocery segment (Ausloos, 2020).

	Opportunities (External)
	Threats (External)

	Growing demand for plant-based products (Rini et al., 2022)
	Intense competition from discount retailers

	Digital transformation potential (Mollah et al., 2024)
	Rising energy and supply chain costs (Terzis and Gotzamani, 2025)

	Green supply chain practices (Santoso et al., 2022)
	Economic uncertainty is reducing consumer spending (Sharmelly and Klarin, 2021)

	Sustainability-linked financing (Liberadzki et al., 2021)
	Regulatory changes in food labelling and packaging



From those financials, TESCO had a good 28.3% share of the UK grocery store business. Also, when factoring out some debt, TESCO generated a £3,128 million adjusted operating profit for the year ending 2025. Therefore, since it carries a lot of debt, Ausloos (2020) has demonstrated that other UK companies with significant amounts of leverage will experience a lack of financing options should they find themselves in financial trouble (i.e., banks won't lend more to heavily leveraged companies) (Ausloos, 2020). Additionally, Tesco has had its share of past reputational issues, which would diminish its strength or value. While Tesco's value is positioned for growth because of its sustainability and digital innovations, Sharmelly & Klarin (2021) state that creating consumer value will create future growth for all organisations (Sharmelly and Klarin, 2021). However, as a result, TESCO will continue to face threats due to the highly competitive grocery store market and increasing economic pressures.
[bookmark: _Toc230110587]Competitor Analysis
Tesco competes in an extremely competitive retail market with both direct and indirect rivals.
Table 2: Competitor Analysis of TESCO
		Competitor
	Type
	Brief Explanation
	Source

	Sainsbury's
	Direct
	Second-largest UK supermarket chain; competes directly with Tesco on product range, price, store locations, and online delivery.
	(Jones and Comfort, 2020)


	Asda
	Direct
	Focuses on low pricing and large store formats; competes with Tesco on everyday value for groceries and household goods
	(Jones and Comfort, 2020)

	Aldi
	Indirect (Discount)
	Discount supermarket with a limited product range but very low prices; competes indirectly by attracting price-sensitive customers.
	(Čirjevskis, 2022)

	Amazon Fresh
	Indirect (Online)
	Online grocery delivery with cashierless stores; competes indirectly by targeting tech-savvy customers who prefer seamless digital shopping
	(Attar et al., 2022)



	
	
	

	
	
	
	


As per the article of Čirjevskis (2022), collaboration and synergies play a major role in valuation in a competitive market (Čirjevskis, 2022). TESCO’s price-matching strategies have allowed it to respond successfully to its discount competitors. TESCO has been able to maintain its leadership position, as evidenced by its group net promoter score of 28, indicating strong customer loyalty. Čirjevskis (2022) describes how the use of real options and dynamic capabilities enables firms to adapt to changes in political and market conditions, which is applicable in the case of TESCO’s response to new competition from Amazon Fresh (Čirjevskis, 2022). Tešovičová and Krchová's (2022) study analysed the CSR activities of small, medium, and large businesses, finding that large businesses like TESCO face a greater degree of scrutiny to address environmental impacts than smaller competitors (Tešovičová and Krchová, 2022). TESCO’s adjusted diluted earnings per share of 27.38 pence represent the company’s financial ability to use sustainability investments to create a competitive edge (Tesco PLC, 2024). Moreover, as noted by Attar et al. (2022), the growth of e-commerce and the impact of social commerce and sharing commerce trends on e-commerce growth mean that traditional retailers must adapt to digital-first competitors (Attar et al., 2022). Jones and Comfort (2020) describe how leading European retailers must combine the integration of Sustainable Development Goals to remain competitive against both direct and indirect competitors (Jones and Comfort, 2020).
[bookmark: _Toc230101550][bookmark: _Toc230110588]Element 3: 4Ps, Market Segmentation, and Marketing Strategies
It has been toughening its business model and has become one of the UK's biggest stores and one of the most famous supermarket chains worldwide. It is not only about selling their food products, but it's also about becoming a value, convenience, technology, and sustainability-oriented grocery store. The reason why TESCO is such a successful Retailer is their capability of adapting to their client's behavior pattern changes just to meet the needs. For many brands, price is a key consideration, but for TESCO, the areas of focus are customer experience, personalised services, and digital innovation (Fu, 2024).
[bookmark: _Toc230110589]Customer Segments and Target Customers
TESCO uses various market segmentation strategies such as demographic segmentation, geographic segmentation, psychographic segmentation, and behavioural segmentation, which aim to market to a wide range of customers. Rationally, TESCO caters to customers of different ages and income levels. The company offers high-quality and low-quality products according to the needs of customers. They may offer a range of products at high quality, designed for customers who think of high-quality products, for example, at TESCO Finest, or there may be a range of products geared towards price, like at value brands, and/or a price match initiative like for Aldi (Li and Zeng, 2024). TESO can use this tactic to attract a larger target audience than just one customer group to its business. TESCO is, primarily, a United Kingdom-based company with an international presence in selected European markets. The company adjusts products/services to customer demographics and buying habits. TESCO’s market share in the UK retail market is one of the highest in the retailing industry due to its strong market positioning. TESCO has a very strong spot on the market in the United Kingdom as it has seen a market share of close to 28% over the past few reporting periods (Director Talk, 2025).
Additionally, the psychographic segmentation is important in TESCO's strategy. The company focuses on a customer base that appreciates its convenience, affordability, healthy, and sustainable products. Businesses and their products are preferred by customers who want to deal with green businesses and green products. Consumers want to take part in this for companies and products. As a result, since the customers' preferences have changed in relation to their choice of products, TESCO has since expanded the selection of sustainable and plant-based products. Behavioural segmentation is about shopping behaviour and customer loyalty. Purchase behaviour of consumers can be understood in great detail due to TESCO's Clubcard programme (Yawson and Yamoah, 2022). TESCO receives data from its customers via their purchase history and customer preferences to help create personalised offers and promotions. Data Analysis presents an opportunity for TESCO to gain insight into Consumer Behaviour to enrich customer experience. Now the company addresses over 80% UK households via Clubcard (Shelper, 2024).
TESCO's target market is changing over time. The company primarily marketed to traditional grocery customers before, but now extends to meeting a wider range of customers, from families to young professionals, health-conscious to online, and environmentally conscious. The wider drive to gain market share comes on the back of low-cost operators and shifting customer expectations; however, that pressure remains with TESCO.
[bookmark: _Toc230110590]Application of the 4Ps of Marketing
[bookmark: _Toc230110591]Product
TESCO's product mix and services are not confined solely to food sales. Offers fresh foods, packaged groceries, household products, clothing under trade F&F, financial services, and mobile services (Domański and Michalina Łabenda, 2020). TESCO is also continuing its efforts to grow on offer of sustainable, healthy, and hygiene products on plant based as the demand increases from customers. One of its key assets is its capability to constantly change product lines based on the activities of the market and the preferences of consumers. The company constantly rolls out new products and continues to create healthier and more eco-friendly substitutes.
[bookmark: _Toc230110592]Price
Price is a key element of TESCO's strategy, as a lot of customers take the price into consideration when deciding to make purchases. TESCO is found to be applying competitive pricing methods which aim to offer value for money to their customers without compromising share profits. TESCO's value proposition is enhanced by initiatives like Aldi Price Match, Clubcard Prices, and Low Everyday Prices (Koerniawan, 2022). Genuine consumer savings are confirmed by the competition regulator in the UK, too. While loyalty pricing works to some extent, there are mixed feelings about promotional pricing and loyalty discounts among many customers, as revealed in some of the customer conversations. Pricing transparency is always a challenge for retailers when it comes to consumer perceptions.
[bookmark: _Toc230110593]Place
TESCO is aiming for several distribution strategies to ensure the convenience of customers. According to Meng (2024), the company is engaged in the businesses of TESCO Extra, the large retail stores, TESCO Express convenience stores, online retail operations, and the Click and Collect business (Meng, 2024). The digital transformation has also massively enhanced TESCO’s accessibility. Customers can buy products via websites and mobile apps for a less complex and more convenient customer buying process.
[bookmark: _Toc230110594]Promotion
TESCO employs a mix of traditional and digital promotions. The advert is used to create awareness about customers. According to Siregar et al. (2023), social media interaction, personalised advertising, loyalty schemes, and campaigns play a significant role in nurturing successful customer relationships (Siregar et al., 2023). Clubcard remains one of TESCO's best promotional offers. Through personalised offers and coupons, TESCO can reach out to customers on a more personal level and promote brand loyalty. In recent years, TESCO released hundreds of millions of digital coupons for its customers.
[bookmark: _Toc230110595]Customer Retention & Online Marketing Strategies
TESCO is able to leverage digital marketing and integrate it with its business effectively. Social Media, online applications, websites, and online loyalty programmes have become important customer engagement tools. Around 23 million people in the UK are enrolled in TESCO Clubcard (Shelper, 2024).  The TESCO website is the hub for customers to shop, use Clubcards, access discounts for themselves and their family, and to look for products. With digital personalisation reinforcing the concepts of customer experience, it has now been called up to standards to keep customers happy. TESCO's Clubcard system has been proven to be very effective in retaining customers. The company has developed more interactive shopping experiences by leveraging the AI-based personalised challenges and promotions (Yawson and Yamoah, 2022). Millions of users were targeted in the recent campaigns, which achieved substantial customer engagement and participation.
[bookmark: _Toc230110596]Element 4: Financial Planning
TESCO's financial life began with its humble beginnings as a ‘man's man' supermarket, then slowly conquered the UK and, to a lesser degree, overseas markets into one of Britain's most powerful retail giants of all time. It's not a coincidence that this growth process has taken place; it is likely the result of constantly investing in the future, eliminating costs, providing real value to the customers, and adopting technology at the right times. TESCO stuck to its approach when the economic hard times bite and when it gets tough with other strong players. The bottom line is that over the past few years, she has performed her work well. TESCO had takings of around £61.5 billion in its group sales in 2023/24 (TESCO, 2024). The statutory revenue stood at £68.2 billion and operating profit (adjusted) at around £2.83 billion (Hunter, 2024). In 2024/25, things got even better, as the total value of group sales continued to increase, approaching £63.6 billion, and operational profit increased to £3.13 billion (Dabo, 2025). But on top of all this, TESCO had its highest market share in as many years, which, in today's retail world, is no mean feat. It took different strategies for its development at various phases. Initially, TESCO expanded through the use of inward investment in its own business and profits. Growth of ambitions (especially overseas expansion and diversification) led to recourse to the debt market and capital markets to support larger projects, too. 
[image: ]
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The revenue generated by the brands is shown in the image. The TESCO revenue GDP is also shown in it.
The investment always comes down to what so, what the customer experience and the strength of the day-in, day-out operation of the business. Investment has been made in modernizing supply chains, in scaling up the online retail aspect, in investment in electronics, and in the loyalty programme Clubcard. These are no one-off shootouts, where greater customer retention and better finances have come the following day: these are things that have actually paid off (Roy, 2024).
In conclusion, TESCO’s history is a great case study of good financial management; not what they were looking for, but what continues to be best practice in terms of investing with purpose and consistency, to ensure long-term relevance and competitiveness.
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