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1. Introduction
Strategic management helps business organisations set goals and implement them in business to make it more competitive and provide value to their stakeholders. Sustainable strategic management of an organisation helps to formulate, analyse, and implement business strategies which help to become socially responsible, economically competitive, and balance the natural cycle through organisational practices. The research analyses the corporate strategies of Tesco Plc. with relatable frameworks. Then, it analyses the effective resources and capabilities of the organisation to maintain its corporate strategies. It also focuses on the effectiveness of Tesco's implementing corporate strategy to gain competitive advantages with the use of Porter's five forces theory. Nonetheless, the research focuses on analyzing the strategic direction of the organisation towards the future to improve overall sustainability and CSR initiatives.

2. Company Background
TESCO PLC is a British multinational general merchandise and groceries retailer, and it has its headquarters in Welwyn Garden City, England. Tesco operates in nearly 11 countries with 326,000 people employed in their stores, which improves service efficiency and helps them to maintain proper corporate strategies.   

3. Key business and corporate strategies of the company
There are various corporate strategies of Tesco Plc. have noticed that impact overall:

Porter's Generic Strategies
· Cost Leadership: As one of the biggest retailers in the world, Tesco gains from economies of scale. The corporation may attain cost reductions in sourcing, shipping, and operations because of its vast network of stores and distribution centres. Tesco has made significant investments in a robust assortment of store-brand or private-label goods. In comparison to branded items, these frequently offer larger profit margins and support cost leadership. Tesco prioritises process optimisation and operational efficiency as means of cutting costs across its supply chain and operations.

· Differentiation: Tesco sets itself apart from the competition by providing a wide selection of premium goods, including both branded and private-label goods. The company draws in clients who are searching for a range of options because of its emphasis on product quality. Tesco places a strong emphasis on the customer experience and service by offering simple online shopping alternatives, tailored discounts, and loyalty programmes. This emphasis on client pleasure gives its approach something unique. Tesco has demonstrated a dedication to innovation in terms of offerings for both goods and services. Its unique selling points include the implementation of new store designs, the use of technology, and sustainability programmes (Tesco plc, 2022).
Ansoff Matrix
Market Penetration: Tesco concentrates on growing its market share in already-existing product-filled marketplaces and establishing new stores in densely populated areas. Launching loyalty programmes to draw in new business and keep existing ones and extending discounts and promotions to current clients to boost sales. A key strategy for Tesco is its Clubcard loyalty program, which provides customers with valuable marketing information. According to the report, over 20 million households or consumers of Tesco's Clubcard helps them to experience personalized and relevant shopping experience (Tesco plc, 2022). Hence, with such a Clubcard Tesco provides benefits during online shopping that improve overall consumer trust and loyalty.
Market Development: Tesco aims to expand via breaking into untapped markets or clientele and building outlets in nations where Tesco is either nonexistent or has a minimal presence to expand into other markets. Modifying goods or services to appeal to consumer demographics; for example, offering specialised products to consumers that are health conscious. Various CSR initiatives are noticed in Tesco which include sustainable sourcing, community engagement, and waste reduction. Hence, with its CSR initiative, the organisation ensures that any food that can be consumed by people should not be wasted (Sekkides, 2019). Multi-channel retailing of Tesco includes more than 1,750 dedicated desks, click-and-collect facilities Over 530 sites, online grocery facilities in 232 locations, and websites to easily navigate their products (Tesco plc, 2022). Both online and offline channels of Tesco provide a seamless experience to its consumers.
Product Development: Tesco wants to expand by bringing in new items and enhancing the ones it already has in its present markets and enhancing their private-label product line to include fresh, cutting-edge goods. Launching product lines using organic or sustainably sourced ingredients to adapt to shifting consumer tastes and increasing online and digital services, like enhancing the e-commerce platform's functioning.  
Diversification: To broaden its line of business, Tesco investigates new goods and markets and pursuing retail ventures outside of food, such apparel, electronics, or financial services investigating joint ventures or acquisitions in sectors unaffiliated with conventional food retail. Putting money into cutting-edge business concepts or developing technologies to diversify sources of income. Through the expansion of its product and service offerings, Tesco has traditionally pursued a diversification strategy. It includes groceries as well as non-food items, financial services, and so on. Its revenue comes from diverse streams such as Supermarkets, Clothing and household goods, Online grocery delivery, Insurance, and more (Tesco PLC, 2023). Hence, due to higher product diversity and revenue sources, its group sales have increased by 2.5%, Statutory revenue has increased by 6.0%, Retail free cash flow has increased by 69.9%, and UK market share has increased by 27.7% (Tesco plc, 2022). Its corporate strategies help to maintain high diversification through which overall performance is enhanced.  
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Figure 2: Performance of Tesco (Source: Tesco plc, 2022)

4. Resources and capabilities of the company
Here the VRIO analysis has been made to detect resources and the capabilities of Tesco based on their current corporate strategies. [Refer to Appendix 1] According to the opinion of Ariwibowo et al. (2021), VRIO analysis helps to determine resource availability, rarity, imitability, and organised availability.
As per the analysis, it has been noted that Tesco Plc. has a strong brand presence as 96% of the UK people are aware of their product which provides a competitive advantage to the organisation as such capability of the organisation is valuable enough and hard to imitate (Kunst, 2022). After that, the supply chain efficiency of Tesco also provides a competitive advantage that helps the organisation maintain production and service efficiency. Therefore, Tesco has a strong Technological Infrastructure as it spent $2.2 billion for technological development in 2022 to acquire hardware, software, and ICT services which remains effective in improving both online and offline services of Tesco (Global data, 2022). Hence, Tesco has a Strong Retail Network which provides temporary competitive advantages as it needs to be more organised with time.
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Figure 4: Technological development of Tesco (Source: Global data, 2022)

It has been noted that Tesco has Financial Strength that provides a competitive advantage to improve overall business efficiency. For example, in 2023 group revenue of Tesco remained at £65,762 million with an adjusted profit of 4.0% (Tesco PLC, 2022b). Tesco also has a strong Data Analytics Capability which provides it partial competitiveness as such resources are present in its competitors. After that, Tesco has a strong Loyalty Program with a Clubcard facility which enhances consumer loyalty by providing them with valuable data which is a unique service around the globe (Tesco plc, 2022). Therefore, Tesco's International Presence is not rare among supermarket chains but still, it provides strong benefits to the organisation with diversification and global expansion. As per the research, Tesco has 4,752 stores across the globe with 79 new in 2022 including the UK, Ireland, Hungary, Czech Republic, Slovakia, and so on (Global Data, 2022). However, Tesco needs to focus on its employee development which is imitable and not so organised.
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Figure 5: Global stores opened and closed by Tesco. (Source: Global Data, 2022)
5. Evaluating Strategy in Action
SAF (Suitability, acceptability, and Feasibility) framework
Suitability: 
Strengths: Tesco can take advantage of economies of scale and provide a wide selection of products because its methods are appropriate given its huge market position. The company's emphasis on offering a wide range of products caters to customer tastes and offers a one-stop shopping experience.
Weaknesses: Tesco is facing market saturation in several developed markets. The appropriateness of plans must consider how the business responds to these kinds of obstacles.
Opportunities: Tesco's focus on digital platforms is online with the expanding e-commerce trend and offers prospects for market growth.
Threats: In the extremely competitive retail industry, Tesco must constantly evaluate the efficacy of its tactics to maintain an advantage over competitors.
Acceptability:
To achieve acceptability, Tesco's initiatives must be in line with the needs and expectations of stakeholders, including investors, staff, and customers. The company's financial success, including revenue growth, profitability, and shareholder returns, reflects the acceptance of strategy. Socially concerned stakeholders find Tesco's strategies more acceptable because of its dedication to sustainability and ethical principles.
Feasibility:
Tesco should be able to successfully adopt and maintain its strategies if they are feasible in terms of resource availability and allocation. The company's operational capacities, its technological infrastructure, and the effectiveness of its supply chain are all factors in feasibility when it comes to implementing specific initiatives. Long-term viability depends on Tesco's capacity to modify its plans in reaction to shifting consumer preferences and market conditions.
Tesco has implemented its Clubcard loyalty program corporate strategy to gather valuable consumer data and retain customers to provide a personalised marketing experience (Tesco plc, 2022). As a result of the Clubcard program, Tesco has developed a deeper understanding of the preferences of its customers which remains a successful strategy of the organisation. Therefore, to create a seamless shopping experience, Tesco has heavily invested in its diverse online platform (Tesco Plc, 2022c). For example, Tesco has an average £6.60 ROAS from their multi-channel campaigns and in 2023 it launched a market-first Scan facility through its online platforms (Tesco Plc, 2022c). Since online grocery shopping has grown so rapidly, Tesco's multichannel strategy has proven successful which helps to deal with the "Threat of New Entrants” in the retailing market.
Therefore, convenience and flexibility are provided to customers through the integration of such an online platform. Hence, with the diverse product range strategy, Tesco deals with the “Threat of Substitute Products” as some of its brand categories include Tesco Lotus, F&F Clothing, Tesco Kipa, Tesco Loves Baby, Tesco Value, and so on (Shastri, 2023). Hence, Tesco has implemented various corporate social responsibility initiatives, including waste reduction and sustainable sourcing which helps to maintain the "Bargaining Power of Suppliers" in the retail market.

6. Evaluating competitive nature of the company by considering sustainability and the environment
Tesco has focused on the “Sustainable Sourcing and Supply Chain” management process that helps to gain a competitive advantage with proper sustainable resource planning. Raw materials and products are sourced responsibly by the company with the assistance of suppliers. For example, Tesco has focused on adopting the "Rainforest Alliance" to support local farmers to produce sustainable products and reduce costs of production (Tesco Plc, 2022d). Consumers are concerned about ethical sourcing and environmental impact, which Tesco addresses by promoting sustainable practices in the supply chain. Due to the growing importance of sustainable products among consumers, this contributes to its competitiveness. Tesco has developed a waste management initiative to reduce CO2 emissions so that it can achieve a competitive advantage with proper sustainable practices. For example, in September 2021, Tesco aims to become carbon neutral by 2035 and generate net zero emissions by 2050 by sustainable working with partners and suppliers (Tesco, 2019). Hence, such an initiative helps the organisation to rank higher in retail organisations.
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Figure 6: carbon neutrality of Tesco
(Source: Tesco Plc, 2022e)

There has been a significant reduction in food waste at Tesco as well as a promotion of a circular economy. It includes initiatives to minimise packaging waste as well as the redistribution of surplus food to charities so that it can eliminate nearly 85% of operational waste by 2030 and 55% of industrial waste by 2032 (Tesco Plc, 2022e). However, packaging plays a crucial role in the retail sector which helps Tesco to follow the 4Rs such as remove, reuse, reduce, and recycle (Tesco Plc. 2023b). After that, plastic packaging on a variety of products has been eliminated or reduced by Tesco to eliminate single-use plastics and it also supports recycling initiatives. As per the report, 70% of the UK waste is generated from plastic packaging and among them, only 46% is recycled, which motivates Tesco to minimise packaging waste (Tesco Plc. 2023b). As part of its efforts to reduce its environmental footprint and use more renewable energy, Tesco has set ambitious targets that will help to gain a competitive advantage.


7. Recommendations to develop competitive advantages of the organisation with further sustainability practices
Some recommendations can be made through which Tesco can improve its sustainability practices and gain competitive advantages such as:
Employee Engagement and Training: It is recommended that Tesco implement sustainability training programs for its workers so that they can actively engage with sustainable initiatives within the organisation. According to the opinion of Cachón-Rodríguez et al. (2022), employee training improves employer loyalty towards sustainable initiatives. It will help to enhance employee knowledge of sustainability and they will successfully contribute to the sustainable operation management process of Tesco Plc.
Sustainable Product Innovation: It is recommended that Tesco invest in sustainable product development, sustainable packaging, and a sustainable transportation system. Such products will be effective in reducing CO2 emissions, minimising pollution rates, and improving environmental health (Mehmood et al. 2023). Therefore, eco-conscious consumers can be attracted to Tesco's sustainable product offerings by being a pioneer in the field.

8. Conclusion
It can be concluded through the analysis that Tesco promotes positive relationships with local communities as well as addressing environmental concerns. Tesco has focused on using renewable energy to maintain energy efficiency and reduce emission rates from organisational production. The research has used VRIO analysis to determine the competitive advantage of Tesco which indicates Tesco gained a competitive advantage due to strong brand presence, international expansion, sustainable initiative, plastic packaging elimination, product diversity, and more. Today's business landscape places a high value on sustainability and environmental responsibility. In addition to meeting regulatory requirements, Tesco aligns its supply chain with consumer expectations through the integration of sustainable practices. A unified brand strategy contributes to positive public perceptions, brand loyalty, and competitiveness in the case of Tesco. As a leader in multichannel retailing, Tesco has successfully implemented various strategies such as sustainable supply chain management, waste reduction, emission reduction, and more.
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Appendix 1 : VRIO Analyses

	Resources
	Valuable
	Rare
	Inimitable
	Organised
	Competitive level

	Supply Chain Efficiency
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	Strong Brand Presence
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	Technological Infrastructure
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	Strong Retail Network
	Yes
	Yes
	Yes
	No
	Temporary competitive advantage

	Financial Strength
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	Data Analytics Capability
	Yes
	No
	Yes
	Yes
	Temporary competitive advantage

	Loyalty Program
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	International Presence
	Yes
	No
	Yes
	Yes
	Temporary competitive advantage

	Employee development
	Yes
	Yes
	No
	No
	Competitive Parity



Table: VRIO analysis
(Source: Self-created)
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