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[bookmark: _heading=h.gjdgxs]Introduction 
The purpose of this report is to analyse the international environment and how the global business is changing with globalisation and due to some forces in the industry. In this regard, Tesco company has been selected in order to analyse the external and internal environment to highlight the changes and adopted concerns that they have made along with their stakeholders. The competitive advantage has also been discussed in order to explain the particular place of Tesco within the market and recommendations were made on the basis of industry analysis with the help of Porter’ 5 Forces and PESTEL. Therefore, the retail industry of the UK is one of the most competitive and most saturated industries. The majority of the threats from internal and external environments are posed by the progress of retailers within the industry. Due to such circumstances, the report has the aim to critically evaluate the internal and external environment of Tesco. The global business is also changing with the technological and some threats from the rivals to the giants of the industry. All the businesses have changed their perspectives towards their customers and the stakeholders, these factors are further discussed to critically evaluate the competitive environmental analysis.  

[bookmark: _heading=h.30j0zll]Tesco Overview
In 1919, Jack Cohen started the company as a small grocery store. Now, Tesco is considered as the biggest giant of the retail industry and operates in different countries all over the world (Krasteva, Kotzab and Lienbacher, 2019). Apart from grocery, Tesco is offering products for telecommunication and other financial services to the communities for their development. The company has a series of multiple stores around 6,800 and with a chain of over 440,000 employees including the suppliers and the employees (Awadari and Kanwal, 2019). In terms of market share, it is also considered the biggest retailer in the United Kingdom. 

[bookmark: _heading=h.1fob9te]Global Business Environment and Its Change
The global business owners believe that in achieving a great level in the creativity of the business, there is the need for discipline and integrity within the operations of businesses. According to the survey conducted by IBM, more than half of the CEO’s of global business believe that their companies are operating their functions to achieve high levels of volatility and increased complexity in the global business environment (Alam and Raut-Roy, 2019). The managers also believe that innovation and competition in the market are the main cause contributing to the uncertainty in the business environment. There is the need for some strategic ways that help to manage the operations of the organisations, their people and the stakeholders. 

[bookmark: _heading=h.3znysh7]International Environmental Analysis 
The international and the national environmental analysis in which Tesco is operating their functions can be evaluated with the help of Porter’s 5 forces model and PESTEL analysis of the industry. 

[bookmark: _heading=h.2et92p0]Porter’s 5 Forces Model
It is the strategic tool to analyse the paradigms in the industry that ultimately affect the business in their operating environment. The environment refers to the internal and external impacts that lead to success or failure (Tirawatnapong and Fernando, 2018). Tesco’s manager or the decision makers should use this model to understand the features of the environment in order to make critical decisions respectively. The model can be evaluated with the help of such factors:

[bookmark: _heading=h.tyjcwt]Bargaining Power of Buyers
Tesco has a great brand image in the UK as they are serving millions of customers every week with the combination of multiple buyers. The bargaining power of the buyers that are attached to Tesco is low because they are not well organised (Toma and Cătălin, 2020). If they want to switch from Tesco towards other brands like Asda, Sainsbury, etc. that they cannot be well satisfied in terms of their affordability, this ultimately makes the environment attractive for Tesco. On the other hand, some researchers from the field argue that the grocery buyers of Tesco have great bargaining power due to the competition in the market from other rivals like Aldi, Poundland, etc. as they are offering the same products at comparatively less prices (Amankwah-Amoah and Osabutey, 2020). This phenomenon makes the competition strong for Tesco as they have to lower their prices on certain products. 

[bookmark: _heading=h.3dy6vkm]Bargaining Power of Suppliers 
Tesco has 2500 suppliers in the UK and more than thousands across the borders (Norfarah, Koo and Siti-Nabiha, 2018). The limited quantity of the suppliers in the UK makes the suppliers’ bargaining power weak because if they back from Tesco then ultimately Tesco has the option to deal with the international suppliers. According to (Adamyk, 2019) Tesco is less negotiating with the suppliers and some suppliers said that Tesco is the source of bullying for them as they don’t cooperate in terms of price moderation for the suppliers. 
[bookmark: _heading=h.1t3h5sf]Threat of New Entrants
There is a very low threat of new entrants into the retail industry of Tesco, one reason is that there is a huge requirement for establishing a business like Tesco and on the other hand, there is the huge completion of several brands in the market (Guo and Wang, 2019). There is no need for Tesco to be worried about the new entrants' threats because they already enjoy the economies of scale and ultimately possess its own core competencies to avoid the competition. 

[bookmark: _heading=h.4d34og8]Threat of Substitute 
Tesco is also offering substitutes for several products, therefore, they don’t have the threat of substitutes from the market (Aiello et al., 2020). For example, they sell butter and its substitutes margarine, and the customers who don’t have the budget to purchase the butter so don’t need to shift towards the other brand, buy the margarine from Tesco. 

[bookmark: _heading=h.2s8eyo1]Rivalry 
Tesco has the competition of different big brands in the market because now, all the business is spending huge budgets on the marketing and it is ultimately the threat for Tesco in its operating environment (Brannen, Mughan and Moore, 2020). There is no conflict among the discussion that Tesco is considered as the leader in the market but still, there are also some other businesses that impose great competition to Tesco. For example, the price wars that are launched by Aldi and Lidl have influenced the profit margins of Tesco. 
[bookmark: _heading=h.17dp8vu]PESTEL Analysis
The industrial analysis for Tesco can be done with the help of PESTLE analysis. In order to shape the strategies of Tesco, the industry environment is the most important factor that influences the functions of the company. The industrial analysis is described below:

[bookmark: _heading=h.3rdcrjn]Political
Tesco is operating in different countries and due to this fact, they can be affected due to different political consequences in the economies of those countries (Hashim et al., 2021). For instance, cheap labour in the developing country can boost the production of Tesco, similarly on the other hand the increase in the taxes and tight economy can ultimately lead Tesco towards serious restrictions. The prevailing issue in the UK is Brexit, which affected most of the business in the country due to political instability. The Brexit affected the value of the pound negatively and it led to high food prices in the UK and also the costs that were spent on imports increased (Evans and Mason, 2018). In order to cover up the gap, Tesco should increase the prices of their products that they sell and it ultimately forces the buyers to move towards the competitors of Tesco. 

[bookmark: _heading=h.26in1rg]Economical
The interest rates are also a factor in the variation of the prices of products of a company. The high interest rate increases the rate of services and the low interest rate decreases the rates of services. The increased interest rates of the host countries of Tesco are the reason for the increase in the prices of Tesco’s products (Kasanagottu and Bhattacharya, 2018). They have to increase their rates in order to cover up the fluctuations and if the rates are high then customers shift towards the other rivals within the industry.  
[bookmark: _heading=h.lnxbz9]Social
The ageing of the population is one of the most important factors to consider in order to supply efficient services to the people. In the UK, the population is growing rapidly ageing and 18.2% of the population of the UK are becoming aged and it is also projected to be 20.7% till 2027 (Brannen, Mughan and Moore, 2020). Due to the fact that the population is ageing and most of them are the customers of Tesco so, Tesco should serve the products that are good for their health. On the other hands, the Muslim population is increasing all over the world so Tesco should focus on the supply of food to Muslim customers (Norfarah, Koo and Siti-Nabiha, 2018). 

[bookmark: _heading=h.35nkun2]Technological
Technology is impacting the businesses globally and in the context of Tesco it is helping in reducing the costs like the self-scanning process can reduce the number of workers in outlets and it leads Tesco to save the costs that they spend on the salaries of workers (Toma and Cătălin, 2020). The technology can enable the company to secure its private data in order to pursue the knowledge for the growth of the company. The radio frequency identification technology can also affect the business positively as they remove the stocks after selling from the inventory (Adamyk, 2019). On the other hand, the trends of shopping are shifting to online and it will also create the opportunity for Tesco to introduce its new online platforms to serve the maximum customers. 

[bookmark: _heading=h.1ksv4uv]Environmental
The environmental factor related to the pollution that a company creates by their production functions and procedures. In the case of Tesco, there is a large consequence that they have created the mess by their plastic bags and anti-environment products (Alam and Raut-Roy, 2019). The bags are needed for carrying the shopping items so they must be dumped efficiently on the empty landfills in order to protect the environment. Tesco is focusing on the use of renewable energy and they also announced the innovation of renewable energy in the UK and Ireland by 2030 (Kim, Hallsworth and Kim, 2019). 

[bookmark: _heading=h.44sinio]Legal
The concerning laws in the operations of Tesco are the Minimum Wage Act and Health and Safety Act. The Health and Safety Act was developed in 1974 and it is about the protection of the health and safety of the workers in the business premises (Hashim et al., 2021). Tesco should make sure about the safety and health of their workers during their operations. The disregard of the government legislation will ultimately lead Tesco towards conflicts. For example, in 2010, Tesco was fined about 95,000 pounds by breaking the fire safety order by the government (Evans and Mason, 2018). 

[bookmark: _heading=h.2jxsxqh]Strategic Changes Made by Tesco
Tesco has created some innovative plans and procedures for the value maximisation of their stakeholders. Tesco is focusing on profit maximisation through cost reduction and an increase in the sales of products (Kasanagottu and Bhattacharya, 2018). This ultimately benefits the shareholders and the stakeholders of Tesco in a competitive environment. They also provide dividends to their workers and employees. 
Tesco is the leading business globally and due to its reputation in the market, they are offering several services to their stakeholders, shareholders, workers and government. The owners of the business want great production and profit, the employees and the workers have an interest in job security (Norfarah, Koo and Siti-Nabiha, 2018). The government wants an increase in the employment opportunity in the market and more specifically the tax collection from the company, Tesco is offering all the services with its functions in the market. 
Tesco, being a global organisation, always tries to overcome the pollution that they are contributing to the environment in order to protect the natural habitats (Kim, Hallsworth and Kim, 2019). In 2018, Tesco recycled most of its packaging to decrease the pollution contribution. 

[bookmark: _heading=h.z337ya]Competitive Advantage Position
Tesco has achieved its competitive advantage by reducing its prices on the high quality of products and serving the best experience to their customers. With its many years of dominance and experience within the retail sector, it is one of the trustworthy organisations in the UK and other parts of the world (Alexander, 2020). Due to their competitive advantage, they have secured the top positions in the list of all the retailers globally. 
[bookmark: _heading=h.3j2qqm3]Recommendations
Tesco is the leading company in the field of retail all over the world and they can go further if they consider the following aspects:
· Introduce their markets and hire labour from the developing countries in order to save their operating cost and serve their customers with the low price of products respectively. 
· It is also one of the focused points that Tesco should introduce more outlets in third world countries, in which the consumers don’t have strong purchasing power and they can avail themselves the services of Tesco at lower prices. 
· Tesco should provide some leverage to their suppliers for better services because the suppliers complain that in the UK, Tesco is becoming the mafia for the suppliers and they don’t negotiate with them. 
[bookmark: _heading=h.1y810tw]

Conclusion
Therefore, Tesco started as a small grocery store but gradually with its ultimate management strategies and competitive advantage they have become a giant in the retail industry. The environment in which Tesco is operating has also had several impacts on the operations and revenues of Tesco but on the other hand, Tesco is enjoying the context in which they do their business. The technology has made positive impacts on the businesses and the majority of the businesses are utilizing the best versions of the technology and also save their operating costs and expenses that they usually had to pay the workers. The economies also have no issues with the businesses because they are creating employment opportunities for the population and with the help of huge tax from such businesses the government is also stabilizing its position. Tesco has achieved its competitive advantage with the help of their strategies, they reduce the carbon emissions and plastic bags and also utilizing them for the protection of the environment. However, it is rightly said Tesco that they are enjoying economies of scale by serving the majority of the consumers with a single platform for package shopping in terms of groceries as well as the technological equipment. 
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