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[bookmark: _Toc153540676]1.0 Introduction
According to Bedford (2023), Tesco PLC is among the most significant and influential supermarket networks globally. It has an extensive global presence and is among the most significant players in the market within the United Kingdom (Zhao, 2023). Bedford (2023) states that since its establishment in 1919, Tesco has had a merely small market but has expanded into various retail aspects, such as food supplies and clothing, electronic gadgets, and financial services, among many others. In addition, Tesco remains listed on the London Stock Exchange and continues to manifest robustness and supremacy in the market (LSE, 2023).
In this report, Tesco PLC's current corporate and business strategy is scrutinised to establish its efficiency and congruence with resources and competencies. In addition, it goes deeper into the company's success in implementing such strategies and its sustainability attempts. It also provides advice about future directions and strategies towards sustainability.
[bookmark: _Toc153540677]2.0 Key Business and Corporate Strategies of Tesco PLC
Alam and Raut-Roy (2019) justify that as the company engages in its core business strategies of staying competitive, expanding overseas, and focusing on CSR, Tesco PLC strategically navigates the intricate terrain of the grocery and retail industry. This report discusses these strategies, making connections with well-established strategic frameworks.
Maintaining Market Leadership in UK Grocery
Porter's Generic Strategies
 Tesco has a core business strategy of sustaining its position as a leader in the UK grocery market (Alam and Raut-Roy, 2019). These are done by constantly pursuing low-cost leadership, outstanding operations, and brand creation. Tesco adopts Porter's Generic Strategies whereby the company acts like a low-cost leader in a price-driven market (Mohanty, 2022). Streamlined processes, efficiency, cost-reduction, and competitive edge are ensured through operational excellence (Bedford, 2023).
The Porter's Generic Strategies approach establishes three essential methodologies for attaining a competitive advantage: cost leadership, differentiation, and focus. Tesco PLC utilises a blend of these methods following its primary business and corporate strategies:
	Cost Leadership

	Key Business Strategy: Tesco's primary business plan is focused on sustaining cost leadership as a means of market leadership in the UK supermarket industry (Alexandrino, 2020). The organisation prioritises supply chain optimisation, economies of scale, and operational efficiency in providing low prices.
Porter's Generic Strategy: Tesco supports the cost leadership plan by facilitating the provision of reasonably priced goods and services by utilising its vast retail network and effective supply chain.

	Differentiation
	Key Business Strategy: Tesco uses its brand creation and product diversity to achieve distinctiveness (Allan, 2023). A unique dimension is added to its offers with the launch of exclusive product lines, including the "Tesco Finest" collection (Tesco PLC, 2023).
Porter's Generic Strategy: Tesco embraces diversification by offering unique and distinctive products that satisfy customer tastes, even though cost leadership is still a key focus (Alexandrino, 2020).

	Focus (Differentiation)
	Key Business Strategy: Tesco broadens its approach to distinctiveness by concentrating on retail categories other than food, such as apparel, electronics, and financial services (Corina, 2018). Tesco's diversification enables it to serve a more significant number of customers.
Porter's Generic Strategy: Tesco's focus strategy is apparent as it targets particular non-food segments with its differentiation efforts to capture specialist markets within the more significant retail sector (Loncar, 2017).



Expand Internationally and Diversify Non-Food Retail
Ansoff Matrix 
Tesco's growth strategy, which prioritises product creation and market penetration, aligns with the Ansoff Matrix (Allan, 2023). Tesco's global strategy centres on growing its presence, especially in Central and Eastern Europe, entering new markets, and varying its sources of income. According to Meldrum et al. (2018), expanding geographically is just one aspect of diversification; another is entering non-food retail markets and expanding its product line to accommodate changing customer tastes.



Market Penetration
Market penetration seeks to increase the market share in the established markets using already established brands (Loredana, 2021). For example, Tesco can translate into pulling in additional customers to its existing grosser and retail offers (Corina, 2018). Historically, Tesco has practised the market penetration strategy as it continues to dominate the UK grocery industry (Allan, 2023). Its primary approach of cost leadership and operational excellence to conquer the local market shows this. In addition, according to Statista (2023), Tesco's market penetration has led to an increased market share of over 28%. 
Product Development
Loredana (2021) argued that new products and the improvement of already-existing products for current markets constitute product development. For example, in Tesco's case, this may involve creating a new and upgraded product range for the grocery and non-food departments (Allan, 2023). Tesco has become a product development prodigy and expanded into other non-food retail segments (Hashim et al., 2021). The establishment of Tesco's finest range demonstrates their efforts to diversify their product portfolio beyond grocery.
Market Development
Market development is introducing current items into new markets or market niches (Loredana, 2021). This could mean contacting new demographic groups or geographical areas for Tesco. Tesco has worked to develop its markets by going global, especially in Central and Eastern Europe (Alam and Raut-Roy, 2019). The business has effectively expanded into new markets by customising its tactics to fit various consumer tastes and market conditions.
Diversification
Diversification is a process of offering newer products in uncharted territories. It is usually perceived as a high-risk move (Loredana, 2021). Diversification for Tesco could mean engaging in industries entirely different from its existing range or unrelated sectors (Allan, 2023). Although Tesco has broadened its business area into the clothing and financial services sector, it only sticks to a broader field of retailing business (Loncar, 2017). For example, its related diversification in the food industry by acquiring Booker Group, a wholesale food retailer, with the support of synergy between respective supply chain networks (Allan, 2023).



Corporate Social Responsibility (CSR) Strategy: Integration of Sustainability
Strategic Framework
Triple Bottom Line 
Tesco is focusing on CSR as it already incorporates sustainability in its business activities (Alam and Raut-Roy, 2019). Such a practice closely matches the triple-bottom-line approach that considers economic, social, and environmental performance equally important. Tesco's CSR measures go beyond the environment, engaging in responsible sourcing, waste minimisation, and community work that address broader environmental and societal issues (Corina, 2018). For instance, Tesco's press releases and CSR report reveal its sustainability efforts, including reducing its carbon footprint, avoiding single-use plastics, and practicing responsible procurement (Allan, 2023). In addition, the company goes a step further towards social responsibility by engaging local communities through charity programs. These include Tesco's sustainably-focused supply chain strategies and new product development processes.
Resource and Capability Alignment at Tesco PLC: A Strategic Analysis
Spanou (2023) states that Tesco PLC realigns its many resources and competencies with its strategic business objectives. In addition, Tesco utilises its money, numerous branches, popular brand name, and tactical investments in technology, logistics, and environmental sustainability to support its fundamental plans.
Financial Resources, Store Network, and Brand Recognition
Tesco has substantial wealth, many stores, and an internationally renowned company name (Spanou, 2023). This is the basis on which Tesco implements a cost leadership strategy and its expansion plans. According to the annual report of Tesco PLC (2023), Tesco has many stores nationwide, making market penetration easier and increasing its bargaining power vis-à-vis other players such as suppliers (Allan, 2023). This makes customers loyal and trustworthy of the superior brand strength recognition.
Alignment with Strategies
With the support of financial resources, Tesco can put cost-effective methods into practice and maintain competitive pricing in the highly price-sensitive grocery sector (Spanou, 2023). In addition, Tesco's expansion objectives are aided by its vast retail network, which allows it to enter new areas and diversify its sources of income.
International Operations Challenges
Although Tesco's global activities have aided in its expansion, they have also presented difficulties that call for a more sophisticated approach to strategy (Spanou, 2023). Differentiating tactics for every overseas market is necessary due to cultural variances, market variations, and regulatory complications (Meldrum et al., 2018). For example, Tesco's resource alignment should consider these subtleties to optimise efficacy. In addition, Tesco needs to modify its tactics for various market conditions. International business endeavors can be more successful when localised strategies are used, ones that adjust to cultural preferences and legal environments (Chen, 2022).
[bookmark: _Toc153540678]3.0 Strategy Implementation and Competitive Advantage
Cost Leadership Strategy
The company's determination to employ a cost leadership strategy is still viable in the United Kingdom, where the market is very competitive and price-sensitive (Alexandrino, 2020). For example, by having a leaner operation, optimising its supply chains, and realising economies of scale, the company can deliver value for money to consumers.
Tesco's leadership position in the UK grocery market has been continually emphasised in the financial statements throughout the years (Spanou, 2023). However, despite stiff competition, the company enjoys huge profits, demonstrating that cost leadership works. Further, consumer loyalty indicators reveal that a considerable fraction of the UK population remains loyal to Tesco on account of being the best supplier of affordable solutions (Alexandrino, 2020).
International Expansion into Central and Eastern Europe
Although expansion into Central and Eastern Europe for market penetration has resulted in growth, this has not always led to profits. The adoption of different market contexts determines the success of international expansion. In that respect, Tesco has recorded both successes and failures.
Financial reports highlight the development in revenue from foreign operations, especially those in Central and Eastern Europe (Spanou, 2023). However, uneven profitability in certain regions suggests that strategic changes are required to conform to regional dynamics. Furthermore, market-specific obstacles like complex regulations and disparate customer taste highlight how crucial it is to customise plans for profitable international business endeavours.

Online Grocery Platform Success
Tesco's entry into the online grocery sector, namely through its online platform, has garnered substantial momentum (Tesco PLC, 2023). In addition, Tesco's strategic move has established it as a powerful contender in the digital retail sector, posing a challenge to industry behemoths such as Amazon.
The successful operation of Tesco's online grocery platform is evidenced by the burgeoning user base and escalating online revenues. (Spanou, 2023) The ease of online purchasing and Tesco's effective delivery services have significantly influenced the platform's widespread appeal. Furthermore, the market share data demonstrates Tesco's triumph in acquiring a substantial segment of the online grocery business, presenting a formidable challenge to traditional competitors and prominent online companies.
[bookmark: _Toc153540679]4.0 Sustainability as a Cornerstone of Tesco's Competitive Advantage
Tesco PLC's dedication to sustainability has established the corporation as a conscientious corporate entity and has become a fundamental aspect of its competitive edge. Adopting diverse sustainability measures, encompassing energy efficiency initiatives and responsible sourcing strategies has fostered environmental stewardship and resulted in concrete advantages such as improved operational efficiency, enhanced brand reputation, and increased attractiveness to a growing segment of environmentally aware consumers.
Operational Efficiency Through Sustainability
The company's sustainability initiatives, such as energy conservation initiatives and waste reduction programs, have significantly made operations efficient at Tesco (Tesco PLC, 2023). Tesco has saved costs by investing in technologies and practices that reduce energy use and waste in the organisation's daily operations (Samy et al., 2019). Using energy-efficient technologies is part of environmental sustainability and a way for the company to become financially sustainable by reducing the cost of utilities and increasing efficiency in overall operations (Spanou, 2023). For example, sustainability efforts positively affect operating costs, as shown in Tesco's annual reports (Samy et al., 2019). These activities have led to lower energy expenses and waste management costs.
Enhanced Brand Image and Consumer Appeal
Tesco's commitment to sustainability has been crucial in defining its corporate identity (Mohanty, 2022). Consumers, especially those who are environmentally sensitive, are increasingly examining the ethical and environmental standards of the companies they endorse (Samy et al., 2019). Tesco has bolstered its brand's environmentally conscious reputation by actively participating in sustainable sourcing procedures, minimising plastic consumption, and advocating for circular economy ideas. This favourable correlation enhances customer loyalty and appeals to an expanding group of consumers considering sustainability when purchasing.
Market research suggests that consumers, particularly millennials and Gen Z, are more inclined to endorse and maintain loyalty toward firms dedicated to sustainable and ethical practices (Tesco PLC, 2023). Furthermore, the active participation of users on social media platforms and the presence of constructive online conversations around Tesco's sustainability endeavours demonstrate the alignment of these activities with customer preferences.
Competitive Advantage through Ethical Business Practices
According to Allan (2023), Tesco is committed not only to environmental sustainability but also to the larger concept of corporate social responsibility. Fair trade practices, community involvement, and support of the good cause characterise the firm's initiatives (Spanou, 2023). This holistic strategy for ethical business is indeed socially accepted, and it helps create a friendly working environment that attracts and retains the best employees and business partners. Samy et al. (2019), adherence to ethics in conducting business helps put Tesco ahead of its competitors and position it as a social institution.
In addition, Tesco's inclusion into "Best Places to Work" and other classifications confirm that the company's ethics lead to employee satisfaction (Tesco PLC, 2023). The second advantage is the ability to attract top talents. This makes corporate responsibility and ethics a competitive advantage as workers look for these qualities in an employer.

[bookmark: _Toc153540680]5.0 Future Strategic Choices and Sustainability Recommendations for Tesco PLC
Embracing innovation alongside sustainability is imperative as Tesco PLC maps out a path into the future whereby it shall strive to remain competitive based on evolving consumers' expectations (Allan, 2023). Some of the strategic choices and sustainability recommendations for Tesco to consider in the coming years include:
 Focus on Digitalization and Omnichannel Retail
With a growing digital environment, Tesco should increase its digitalisation as it expands virtual grocery shopping features and provides effortless omnichannel engagement (Samy et al., 2019). It deepened customer engagement via personalised offerings enabled by strong data analytics. Adopting this strategy enhances online access to Tesco stores and propels it to lead among other companies as a leading player in online transactions. Sustainability integration includes using digital solutions to optimise Supply Chain Efficiency and lower carbon footprints related to transportation and Logistics (Loncar, 2017). Furthermore, Tesco may persuade digital platforms to train consumers about eco-friendly alternatives and green sides of various goods.
Invest in Sustainable Innovation
Tesco's commitment to sustainable innovation is aligned with global environmental goals (Imrie and Dolton, 2019). It entails manufacturing environmentally friendly goods, examining green energy measures, and emphasizing ecologically responsible packaging (Samy et al., 2019). Besides that, investing in research into sustainability enhances brand integrity within an environmentally friendly customer base.
Expand into New Markets with Caution
Extensive market research is essential as Tesco considers entering new areas (Loncar, 2017). A thorough understanding of customer behaviour, cultural quirks, and local settings will be essential for a successful market launch. According to Imrie and Dolton (2019), changing tactics to fit different market environments can assist in reducing risks and guarantee a long-term strategy for global expansion. Tesco's sustainability integration also enables it to customise sustainability programs to meet each new market's unique social and environmental needs (Iqbal and Keay, 2019). In addition, Tesco can also work with regional sustainability groups to ensure that projects align with the standards and beliefs of the new clientele.
[bookmark: _Toc153540681]6.0 Conclusion
In conclusion, Tesco PLC has demonstrated remarkable ability regarding operational and corporate planning within the UK grocery market and the international scene. In addition, the company's strategic commitment towards sustainability is now playing an essential part in its competitive advantage, demonstrating that such practice is not outdated and is not in conflict with current global trends. For Tesco to remain relevant amidst ever-changing digital trends, it should take three steps, including digitalising all its functions and operations to enhance internal efficiency, sustainable innovation, and careful expansion. Thus, Tesco will not only strengthen its position as one of the market's grocery leaders but will emphasise its responsible business policy. As such, the firm will be perceived as a conscious and progressive actor within the industry and pursue specified routes.
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[bookmark: _Toc153540684]8.1 SWOT Analysis 
	STRENGTHS
· Established market leader in the UK grocery sector.
· Extensive store network and strong brand recognition.
· Commitment to sustainability enhances corporate image
	WEAKNESSES
· Challenges in some international markets. 
· Potential for operational inefficiencies.
· Dependency on the UK grocery segment for a significant portion of revenue.


	OPPORTUNITIES 
· Growing demand for online grocery services.
· Expansion into new markets with diverse consumer needs.
· Increasing consumer focus on sustainability.
	THREATS
· Intense competition in the retail sector.
· Economic uncertainties affecting consumer spending.
· Regulatory changes impacting operations.



[bookmark: _Toc153540685]8.2 PESTLE Analysis 
	Political
	· Adapting to regulatory changes in different international markets.
· Navigating political influences on trade and sourcing practices.

	Economics
	· Economic fluctuations affecting consumer spending patterns.
· Opportunities for growth in emerging markets.

	Socio-cultural
	· Meeting evolving consumer preferences for sustainable and ethical products.
· Addressing societal concerns related to health and well-being.

	Technology
	Technological:
· Embracing digitalisation for online services and data analytics.
· Investing in technology for operational efficiency and customer experience.

	Legal
	· Commitment to sustainability practices, reducing environmental impact.
· Opportunities in the market for eco-friendly products and practices.

	Environment
	· Compliance with diverse international regulations.
· Addressing legal implications of sourcing and supply chain practices.



[bookmark: _Toc153540686]8.3 Industry Five Forces Model 
	Threat of New Entrants

	Moderate due to the industry's capital-intensive nature and established players like Tesco.

	Bargaining Power of Buyers
	High due to the availability of alternative retail options and increasing consumer awareness.

	Bargaining Power of Suppliers
	Moderate, given the scale and global reach of Tesco.

	Threat of Substitute Products
	Moderate, with diverse retail options, but Tesco's strong brand loyalty mitigates this threat.

	Intensity of Competitive Rivalry

	High, with numerous competitors in the retail sector, emphasizing the need for strategic differentiation



