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[bookmark: _Toc164506326]1.0 Introduction
Strategic management consists of the development and implementation of long-term strategies and programs that aim at the attainment of organizational goals. It is about the assessment of internal and external factors, setting goals, making strategies and allocating resources effectively (Amason and Ward, 2020). Sustainability, in the context of strategic management, incorporates environmental, social, and economic considerations into decision-making processes, so as to guarantee longevity and success. It entails the implementation of processes that are aimed at minimizing the adverse environmental consequences, promoting social responsibility as well as creating long-term economic value. Through the application of sustainability factors, businesses seek the balance between immediate profitability as well as long-term resilience and stakeholder value, which is achieved through a holistic approach to management that considers both present and future needs (Henry, 2021). Using  TESCO as the chosen company , this report aims to  identify the  organization  Key Business and Corporate Strategies (Strategic Choice), using the  porters generic strategies and ansofff matrix , Resources and Capabilities using the Value Chain and Value System analysis and the VRIO, Evaluation of Strategy in Action using the SAF  and examples  and  provide Evaluation of Sustainability Efforts by the company.  Further the report provides a conclusion covering the key discussions.
[bookmark: _Toc164506327]2.0 Company Background
Established in 1919, Tesco PLC is one of the leading British multinational retailers based in Welwyn Garden City, Hertfordshire, United Kingdom(Amason and Ward, 2020).. Tesco manages multiple retail formats, including supermarkets, hypermarkets, convenience stores, and online shopping sites. The company provides a wide range of products and services such as groceries, apparel, electronics, home goods, financial services, and telecommunications among others (Bryson and George, 2020). Tesco is the largest retailer in the UK and also present in a number of markets in Europe and Asia with millions of customers served daily. As the world's largest retailer, Tesco boasts of almost 400,000 employees worldwide, and it strives to deliver quality products, excellent customer service, and sustainable business practices to address the changing needs of consumers globally.
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Figure 2: porter’s generic strategies
Source: https://www.mindtools.com/azb8kpl/porters-generic-strategies
Diversification: Tesco has pursued a number of key business and corporate strategies in order to stay as a leading retailer. The most notable strategy is diversification, which is seen through its efforts to enter into different kinds of retail formats and services (Morden, 2016). Tesco owns supermarkets, hypermarkets (Tesco Extra), convenience stores (Tesco Express), and online platforms (Tesco.com). Furthermore, Tesco offers financial services such as banking and insurance which acts as a revenue generator and customer engagement tool (Bryson and George, 2020).
Cost leadership: The other strategy is cost leadership, and it is one of the Porter's Generic Strategies. Tesco benefits from scale economies and operational efficiency to deliver competitive prices across its entire range of products (Henry, 2021). By means of smart procurement, effective supply chain management, and well-organized processes, Tesco strives to meet the needs of customers while staying profitable. As one example, Tesco's Clubcard loyalty program collects data to customize promotions and stimulate customer loyalty, reinforcing its cost leadership approach.
Differentiation strategy: In addition, Tesco uses a differentiation strategy to separate itself from the competitors. The company is dedicated to product quality, innovation, and customer service in order to develop special value propositions (Henry, 2021). Tesco's private labels, including "Tesco Finest" and "Tesco Value" brands, offer options for different consumer groups and budgets. Furthermore, Tesco invests in technology and digital platforms to improve the shopping experience and gain a competitive advantage. Regarding Porter's Generic Strategies, Tesco stands out through the mixture of cost leadership and differentiation. In addition to keeping a competitive pricing, Tesco stands out by offering high quality, wide range and excellent customer service (Rumelt et al., 2021). This dual strategy enables Tesco to meet the needs of a wide customer base while maintaining a competitive edge in an ever-changing retail environment.
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Market Penetration
Tesco has demonstrated market penetration in the past by growing its presence in the existing markets by capturing more market share (Johnson et al., 2020). This strategy comprises drawing more consumers to its current retail formats and services. Tesco is able to penetrate the markets through refurbishment of the stores, promotional campaigns, and loyalty programs like the Clubcard scheme. Through increasing the customer loyalty and satisfaction, Tesco reinforces its position in the retail industry and ensures the maximum sales from its existing markets.
Market Development
Tesco further develops the market through the expansion of new geographical markets or the segmentation of the existing markets (David, 2019). For instance, Tesco has gone global and entered countries like Ireland, Central Europe, and Asia, and brought its retail formats to other parts of the world. Furthermore, Tesco has expanded its assortment to cover a range of customer segments, including launching Tesco Finest for premium quality products. These strategies allow Tesco to capitalize on new demographics and geographical areas, resulting in an increase in revenues.
Product Development
Tesco is constantly making product development investments to innovate and to fit the changing consumer demands. Under this strategy, Tesco introduces new products or improves the existing ones to meet customer's needs and also, to differentiate the company's offerings from the competitors (Henry, 2021). Tesco has broadened its range of own-brand products, included healthier food options, and made use of technology to improve the online shopping experience. Through innovation of its products Tesco lures new customers and maintains the old ones, which result in an increase in sales and market share.
Diversification:
Tesco is mainly concentrated on its core retail business but at the same time, it has also tried diversification strategies to enter into new markets or industries (Kar et al., 2021). As an instance, Tesco has expanded into financial services by providing banking and insurance services via Tesco Bank. This diversification strategy will help Tesco to use its brand image and the existing clientele to explore new income streams beyond the regular retail business.
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Figure 3: Ansoff Matrix
Source: https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/
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Figure: 4 Value chain analysis
Source: https://medium.com/dataseries/value-chain-7d02cbf22c4f
The value chain analysis in Tesco includes inbound logistics, operations, outbound logistics, marketing and sales, and customer service as primary activities and infrastructure, human resources, technology development, and procurement as support activities (Ocran, 2023).
Inbound logistics: Tesco makes it possible to have the best time possible for the sourcing and transportation of products from suppliers to distribution centers ensuring that goods are delivered on time (Wenzel et al., 2020).
Operations: Tesco is dedicated to cutting down the number of steps in stores, stock administration and product displaying, which will yield higher efficiency and lower costs in the end (Wenzel et al., 2020).
Outbound logistics: The well-organized distribution network of Tesco gives a chance to the company to send goods to the stores and customers at the right time, which leads to availability of products and customer satisfaction.
Marketing and sales: Tesco leverages a range of marketing tactics – i.e. advertising, promotions, and loyalty programs – to pull in customers and increase sales (Parnell, 2013).
Customer service: Tesco promotes the provision of quality customer service through staff training, customer complaints and loyalty programs like Clubcard, which will help to raise customer satisfaction and loyalty (Ocran, 2023).
Tesco's support functions are also important in ensuring smooth running of the primary activities. Investment in infrastructures ensures the hassle-free operations and logistics of the operations (Fuertes et al., 2020). Human Resources Management with its focus on hiring, training and retaining talented employees is the cornerstone in the effort to offer the best possible customer service. Due to the fact that technology development allows Tesco to innovate in such fields as online shopping platforms and data analytics, it can meet growing customer demands and build customer loyalty. Finally, sourcing the best-quality products at the best prices is a crucial part of Tesco's activities, creating efficiency in its value chain and customer value proposition (Johnson et al., 2020). By efficient control over the whole value chain activities, Tesco will achieve a positive effect on value creation, competition level and overall its position in the industry.
3.2.3 VRIO analysis 
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Figure: VRIO analysis
Source 4: https://solutionshub.epam.com/blog/post/vrio-analysis
V (Valuable): Tesco's extensive network of physical stores, distribution centers and technology infrastructure that is used for both online and offline operations represents a significant asset because it allows the company to reach as many customers as possible and manage the orders in a timely manner (Warren, 2018). Aside from this, the brand reputation and the customer loyalty programs like Clubcard of Tesco give value to the customers by improving their satisfaction and loyalty.
R (Rare): Tesco has a highly developed physical infrastructure and technology which is a rarity among other players in this consumer market, thus, giving it a competitive advantage. Other retailers may have similar resources like Tesco, but the scale and efficiency of Tesco's resources make them more comparatively scarce.
I (Inimitable): Tesco's competencies in supply chain management, data analysis, and customer service which are hard to be copied by the company's experience, knowledge, and the investment, which it has made in these areas (Henry, 2021). Tesco's unique features such as its proprietary technology and operational processes along with the way they execute them also make it unique.
(Organized to exploit): Through the effective management of the resources and competencies, Tesco is able to identify opportunities and challenges in the retail market. As an example, Tesco uses its widespread distribution network and customer data to customize marketing efforts and improve the customer experience both online and in various physical locations (Henry, 2021).
The VRIO analysis indicates that the company's physical infrastructure, technology, supply chain management, and customer loyalty programs are the resources and capabilities that are likely to help the company to get sustainable competitive advantage (Kar et al., 2021). These resources are precious, scarce, hard to imitate, and perfectly organized, and thus Tesco will be able to continue its dominance in the retail sector.
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	Resources
	Value
	Rare
	Imitation
	Organization
	Competitive Advantage

	Brand Positioning of Tesco in Comparison to the Competitors
	Yes
	No
	Can be imitated by competitors but it will require big marketing budget
	Yes, the firm has positioned its brands based on consumer behavior
	Temporary Competitive Advantage

	Financial Resources of Tesco
	Yes
	No
	Financial instruments and market liquidity are available to all the nearest competitors
	Tesco has reasonably sound financial position
	Tesco has relatively sustainable Competitive Advantage

	Talent to Manage Regulatory and Legal Obligations
	Yes
	No
	Can be imitated by competitors
	Yes
	Not critical factor

	Sales Force and Channel Management of Tesco
	Yes
	No
	Can be imitated by competitors
	Still there is lot of potential to utilize the excellent sales force
	Can provide Tesco sustainable competitive advantage. Potential is certainly there.

	Customer Community of Tesco
	Yes, as customers are co-creating products
	Yes, the Tesco has able to build a special relationship with its customers
	It is very difficult for Tesco competitors to imitate the culture and community dedication
	Going by the data, there is still a lot of upside in building on Tesco customers community ecosystem
	Providing Strong Competitive Advantage

	Brand awareness of Tesco products and services
	Yes, the brand awareness of Tesco products are high
	Yes, Tesco has one of the leading brand in the industry
	No
	Tesco has utilized its leading brand position in various segments
	Sustainable Competitive Advantage

	Vision of the Leadership for Next Set of Challenges
	Yes
	No
	Can't be imitated by competitors of Tesco
	Not based on information provided in the case
	Can Lead to Strong Competitive Advantage

	Opportunities in the Adjacent Industries that Tesco can exploit & New Resources Required to Enter those Industries
	Can be valuable as they will create new revenue streams
	No
	Can be imitated by competitors
	All the capabilities of the organization are not fully utilized yet
	Has potential

	Access to Critical Raw Material for Successful Execution
	Yes
	Yes, as other competitors have to come to terms with Tesco dominant market position
	Can be imitated by competitors
	Yes
	Providing Sustainable Competitive Advantage

	Track Record of Leadership Team at Tesco
	Yes
	Yes
	Can't be imitated by competitors
	Yes
	Providing Strong Competitive Advantage

	Access to Cheap Capital for Tesco
	Yes, as a leading player in the industry and current macro economic conditions, Tesco has access to cheap capital
	No
	Can be imitated by the competitors of Tesco
	Not been totally exploited
	Not significant in creating competitive advantage

	Pricing Strategies of Tesco
	Yes, Tesco has sound pricing strategies
	No
	Pricing strategies are regularly imitated in the industry
	Yes, firm has a pricing analytics engine
	It can only provide Tesco with a Temporary Competitive Advantage

	Marketing Expertise within Tesco
	Yes, firms are competing based on differentiation in the industry
	No, as most of the competitors also have good marketing departments and expertise
	Pricing strategies of Tesco are often matched by competitors
	Yes, Tesco is leveraging both its inhouse marketing department and external expertise
	Temporary Competitive Advantage

	Global and Local Presence of Tesco
	Yes, as it diversify the revenue streams and isolate company's balance sheet from economic cycles
	Yes
	Can be imitated by competitors of Tesco but at a relatively high cost
	Yes, it is one of the most diversified companies in its industry
	Providing Strong Competitive Advantage




3.3 Evaluating Strategy in Action  
[bookmark: _Toc164506335]3.3.1 SAF analysis 
Suitability: Tesco's strategies are in line with the dynamic retail environment that it operates in. Tesco uses diversification, cost leadership and differentiation with the aim of satisfying all customer needs (Fuertes et al., 2020). The attention it pays to the market penetration, development, and product innovation is a proof that it is highly capable of adjusting to evolving market demands.
Acceptability: Tesco's strategies are approved by stakeholders, which is demonstrated by the fact that customers have been loyal to the company for a long time, the brand has a positive image, and financial performance has been stable. The company's concern for ethical business, sustainability, and community engagement makes its image more appealing to consumers and investors (Wenzel et al., 2020).
Feasibility: Tesco demonstrate the possibility of their strategies by using the successful ways of resources allocation, operational efficiency, and technology development. Its huge material infrastructure, intricate supply chain, and investment in electronic systems allows planning and implementation of various strategies across different markets and segments (Rumelt et al., 2021).
[bookmark: _Toc164506336]3.3.2 Evidence and examples of how the company has executed its strategies successfully or faced challenges 
Tesco has managed to implement its strategies in a number of ways through various initiatives and accomplishments (Mintzberg et al., 2020). For instance, its online retailing extension has been a major achievement as Tesco.com is now one of the biggest online grocery stores in the UK. In addition, Tesco's cost leadership strategy is clearly manifested through its effective supply chain management and economies of scale which enable the company to keep its prices competitive and sustain profitability (Henry, 2021). Nevertheless, Tesco has encountered some issues in the implementation of its strategy. For example, the company has experienced difficulties with its international expansion in certain markets and has closed stores in the United States and Japan. In addition, Tesco has encountered problems while expanding its own Fresh & Easy brand in the US market. The above-mentioned obstacles emphasize the complexity of implementing strategic initiatives in a highly competitive and dynamic industry, which necessitates Tesco to adjust its strategies to the prevailing situation.
[bookmark: _Toc164506337]3.4 Evaluating Sustainability Efforts 
Tesco has demonstrated a strong commitment to sustainability through the results of its annual reports, policies, and actions which are all proof of that (Lasserre, 2017). The company is focused on strategic goals which are to be achieved by cutting carbon emissions, reducing waste, improving sustainable sourcing and making community programs.
Sustainable Agriculture Support:
Tesco works with farmers who practice sustainable farming methods in order to improve soil health, biodiversity, and climate-smart agriculture. The other program, "Farming for the Future" is designed to equip farmers with the needed training and resources to help them reduce environmental impacts, improve their soil health and conserve their ecosystems. This is in addition to the support the farmers are offered (Kar et al., 2021). By means of their sustainable agriculture strategy, Tesco embrace a resilient and ethical supply chain and ethical environmental management.
Zero Carbon 
Tesco has set a target of zero carbon neutrality by 2035 for all its operations and the supply chain (Henry, 2021). The firm has implemented energy efficient measures in stores and distribution centers, invested in renewable sources of energy, and joined forces with suppliers to cut off carbon footprints in the supply chain.
Tree Planting Initiatives
Tesco has taken up the task of planting trees in order to fight against deforestation and promote biodiversity in the process (Fuertes et al., 2020.). By working together with conservation organizations, Tesco trees plant in areas where deforestation happens, sequestration of carbon and restoration of habitats at the same time. These activities are close to Tesco's heart as it is part of their environmental sustainability and climate action plan.
Waste reduction 
Also, Tesco is working to reduce food wastage by diverting surplus food to charities and food banks while implementing measures to reduce waste in its operations (David, 2019). The other aspect the company considers is sustainable sourcing where it works with suppliers who practice responsible agriculture, ethical sourcing of products and support local farmers.
Plastic Reduction Campaigns
Tesco campaigns for plastic reduction as a means of dealing with plastic pollution and the promotion of responsible consumption. The company has committed to removing single-use plastics from its own brands as well as the packaging, choosing eco-friendly options like compostable and recyclable materials instead (Kar et al., 2021). Tesco aims to sensitize consumers on plastic usage by running awareness campaigns and rewarding recycling activities. This is a clear proof of how Tesco is making the efforts to look after the environment and the principles that make the circle economy.
In addition, Tesco has done this by linking its sustainability goals with its corporate strategy and incorporating the sustainability principles into all its business activities and decision-making processes. As an illustration, Tesco's "Little Helps Plan" is a document that outlines Tesco's sustainability commitments and how they contribute to the overall business strategy (Johnson et al., 2020). The organization is aware that sustainability is one of the prerequisites for the achievement of long-term business goals as it ensures the reputation of the brand, customer loyalty, and compliance with regulations.
Tesco's sustainability plans are visible in its involvement of NGOs, industry initiatives and the reporting practices which are transparent (Amason and Ward, 2020). The company has a tradition of publishing the sustainability reports at regular intervals, which encompasses its achievements towards the goals as well as the environmental and social impacts.
[bookmark: _Toc164506338]4.0 Conclusion
The report represents Tesco's strategic decisions, implementation and its effectiveness in the market. Tesco has made the strategies of diversification, cost leadership and sustainability as its cornerstones in order to remain competitive. Practical approaches to implement this include online retailing, cutting carbon emissions, and sustainable sourcing. These campaigns have been quite successful, as Tesco has evolved into a leader in online grocery and has been able to cut down on their environmental impact. Nevertheless, the drawn-back international expansion and the plastic reduction initiatives are the strategic implementation factors that point to the complexities of the execution. Generally, the strategic moves of Tesco are in line with market dynamics and stakeholder needs, which lead to the brand's continued dominance of the market and the positive perception of the brand. The process of continuous evaluation and adjustment is necessary to guarantee sustainable success in a changing environment of market trends and business competition.
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