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Introduction
Tesco's latest strategic adjustments and their conformity to change management theories are examined critically in this assignment. One of the biggest retailers in the world, Tesco was established in 1919 and is renowned for offering a wide range of goods and services, from groceries to financial services. Tesco has changed significantly in the last few years, especially in reaction to outside forces including economic uncertainty, changing consumer preferences, and digital competition. Using a variety of change management frameworks, including Kotter's 8-Step Model, Lewin's Change Management Model, and the ADKAR framework, the analysis will assess how Tesco has handled these changes. The influence of organisational culture on these developments will also be examined, along with the leadership philosophies that supported the business's expansion and recuperation.
Furthermore, considering the growing significance of environmental responsibility in contemporary corporate strategies, this assignment will suggest a thorough change management plan with a sustainability focus. Financial issues, communication tactics, and success evaluation techniques will all be covered in the plan. This project attempts to give a solid grasp of how Tesco handles change, adjusts to outside forces, and sets itself up for long-term success in a cutthroat global market by utilising theoretical frameworks and real-world observations.










Overview of Tesco's Present Situation
One of the biggest companies in the food retail industry in the UK and a few other countries is Tesco PLC, a well-known British global retailer. Tesco, which offers a wide range of products from groceries to financial services, has kept its dominant market share through strategic initiatives, customer trend adaption, and operational efficiency. By examining important areas like financial performance, market position, consumer trends, and sustainability initiatives, this assessment gives a broad picture of Tesco's present performance, difficulties, and strategic direction.
Market Position and Financial Performance:
With a substantial market share of roughly 27% as of 2024, Tesco is still the biggest retailer in the UK, far outperforming rivals like Sainsbury's, Asda, and Morrisons (Statista, 2023). This strong market position is reflected in Tesco's financial health, as the business reported £57 billion in revenue for the fiscal year 2022–2023, up from the previous year due to higher food prices and better sales in its convenience store division (Tesco PLC, 2023). Tesco has maintained its competitiveness by striking a balance between cost control and pricing tactics despite a difficult economic climate characterised by inflation and supply chain interruptions.
Despite continuous headwinds in the retail business, the company's operational profit for the same period was £2.6 billion, demonstrating its resilience (Tesco PLC, 2023). Tesco's online grocery sales have also been increasing, making up about 14% of its overall sales, which is indicative of shifting consumer behaviour in the wake of the pandemic (Mintel, 2023). Tesco's investment in digital infrastructure and delivery services has led to this, placing the 
Trends and Pressures from Competition:
Concerns about sustainability, technology improvements, and economic uncertainty have all contributed to significant changes in customer behaviour in the grocery retail sector in recent years. The rise in demand for online delivery services and convenience shopping is one of the major developments Tesco has benefited from. Tesco has deliberately increased the number of its convenience store models, including Tesco Express and Tesco Extra, to better serve urban consumers who want quick and simple access to necessities (IGD, 2023). In an extremely competitive market, the company has also improved its Clubcard program by providing customised discounts and promotions via its app, fostering client loyalty.
But inexpensive stores like Aldi and Lidl, which have been spreading throughout the UK, are becoming a bigger threat to Tesco. By providing cheaper prices on necessities, these stores have drawn in price-conscious customers, which has led Tesco to strengthen its "Aldi Price Match" campaign. Tesco wants to keep its customer base and stay profitable by matching the prices of its core products with those of Aldi. Nevertheless, Tesco still faces a big obstacle in the form of discounters' pressure (Kantar, 2023).
Sustainability and Strategic Initiatives:
As customer demand for ecologically conscious activities grows, sustainability has emerged as a key component of Tesco's strategy. Tesco has established challenging environmental targets, such as cutting food waste by half by 2030 and reaching net-zero carbon emissions by 2050 (Tesco PLC, 2023). Additionally, the company has teamed with suppliers to find materials that are 100% sustainable, particularly in areas like fish, timber, and palm oil.
With all its UK operations running on renewable electricity, Tesco is also investing in renewable energy sources (Tesco PLC, 2023). In keeping with broader industry trends towards circular economy models, the company has also started several steps to reduce the amount of plastic packaging. In addition to fulfilling legal obligations, these sustainability initiatives are essential for drawing in eco-aware customers who value green companies.
Investments in technology and the digital transformation:
Tesco's strategy agenda continues to prioritise digital transformation. The business keeps making significant investments in its digital infrastructure to boost customer satisfaction and operational effectiveness. In response to the increasing desire for seamless shopping experiences, Tesco has extended its "GetGo" locations, which enable customers to shop without having to visit a checkout (Tesco PLC, 2023). This is in line with the retail industry's larger trend of automation and artificial intelligence, which aims to lower expenses while enhancing customer comfort.
Additionally, Tesco's supply chain and delivery skills have improved, which has helped the online grocery business. Tesco is now the go-to option for consumers looking for quicker service thanks to the launch of same-day and next-day delivery options. Through its Clubcard loyalty program, the business has also used data analytics to offer tailored promotions and encourage recurring business.
Obstacles and Prospects:
Tesco will confront a few difficulties in the upcoming years despite its solid market position and continuous initiatives. Consumer spending has been strained by rising inflation, especially in the prices of food and energy, and many consumers have turned to discounter brands or less expensive alternatives (IGD, 2023). Furthermore, Tesco needs to investigate overseas options or broaden its service offerings because the UK grocery sector is getting more and more crowded and has less space for growth.
The persistent manpower shortages in the UK, which have affected Tesco's supply chain and in-store operations, represent another major obstacle. To counteract some of the operational demands, the corporation has responded by investing in automation and raising employee compensation. However, the company still faces a challenging problem in juggling growing expenses with profitability.
Tesco's solid financial standing, dedication to sustainability, and continuous attempts at digital transformation put it in a great position to handle these obstacles in the future. Maintaining the company's dominant position in the UK market will depend heavily on its capacity to adjust to changing customer preferences and competition challenges.
Tesco's Recent History and the Effects of Outside Changes.
Over the past ten years, Tesco PLC, one of the biggest retailers in the UK, has undergone substantial changes. Numerous external causes, such as economic uncertainty, shifting consumer behaviour, digital disruption, and sustainability demands, have influenced these shifts. This study offers a thorough examination of Tesco's recent past and looks at how the business has adjusted to the changing external environment, especially in reaction to economic difficulties and technical breakthroughs.
Current Events and Changes in Strategy:
After a string of setbacks, Tesco has spent the last ten years concentrating on recovery and strategy realignment. A significant financial scandal involving accounting irregularities rocked Tesco in the early 2010s, leading to a £263 million fine and a significant leadership reorganisation (BBC News, 2017). Tesco's reputation was severely harmed by this episode, which made the company concentrate on regaining the faith of its customers and regaining its financial stability.
Tesco responded by putting in place a turnaround plan led by CEO Dave Lewis, who was hired in 2014. The plan called for refocusing the corporation on its primary grocery business, selling off non-core assets, and simplifying processes. To concentrate on its UK and Irish activities, Tesco, for instance, left the overseas markets of South Korea, Thailand, and Malaysia (Tesco PLC, 2020). Tesco was able to stabilise its financial performance and win back the trust of the market thanks to this strategic refocusing.
The purchase of the UK's top wholesale operator, Booker Group, in 2017 was another crucial component of Tesco's recovery plan. In addition to offering supply chain and logistics synergies, this acquisition increased Tesco's presence in the wholesale market, specifically in the convenience store industry. Tesco's expansion has been greatly aided by Booker's integration, which enables the corporation to serve both customers and food service enterprises (Financial Times, 2018).
Digital Disruption's Effects:
The emergence of digital disruption has caused one of the biggest shifts in the retail industry in recent years, forcing Tesco to modify its business strategy to satisfy changing customer demands. A record-breaking rise in demand for e-commerce services resulted from the COVID-19 epidemic, which hastened the trend towards online buying. To accommodate this spike in demand, Tesco, which had previously made investments in digital infrastructure before the epidemic, increased the capacity of its online grocery delivery service.
Tesco doubled their online delivery slots in 2020, and during the peak of the epidemic, online sales increased by 77% (Tesco PLC, 2021). The business was able to adapt to the shifting customer landscape by investing in automated warehouses, excellent delivery operations, and user-friendly digital platforms. E-commerce is still a major part of Tesco's growth plan, as seen by the fact that, as of 2023, online sales make up about 14% of the company's overall revenues (Mintel, 2023).
Tesco has also adopted innovative technologies to improve consumer satisfaction and expedite business processes. Tesco's dedication to using digital innovation to satisfy customer demand for convenience is demonstrated, for example, by the opening of its "GetGo" stores, which have cashier less technology like Amazon's Go stores (The Guardian, 2022). These shops further integrate digital technologies into the shopping experience by enabling customers to shop without the need for traditional checkout procedures.
However, there is now more competition because of digital disruption, especially from online-only merchants like Amazon and Ocado. Because these businesses have benefited from the growth of e-commerce, established retailers like Tesco are under pressure to improve their online capabilities while still being profitable. Tesco has thus had to strike a compromise between cost control and investments in digital transformation, especially since the competitive environment keeps changing.
Consumer Behaviour and Economic Uncertainty:
Tesco has been greatly hurt by the persistent economic uncertainties, much like many other shops. Recent economic difficulties in the UK, including as Brexit, inflation, and the cost-of-living crisis, have had a significant impact on Tesco's business operations and consumer behaviour.
Tesco's supply chain was disrupted by Brexit, which raised the price of importing items from the EU. Tesco had to control the increased expenses for some products to maintain its competitive pricing. Furthermore, Tesco's operations have been strained by workforce shortages made worse by Brexit, especially about transportation and store staffing (The Grocer, 2021).
Tesco has also had a lot of difficulties due to inflation, especially considering growing costs for food and energy. Purchase habits have changed because of inflationary pressures that have decreased consumer spending power. Tesco is under more competitive pressure to maintain affordability without compromising quality because of more customers turning to cheap stores like Aldi and Lidl in quest of lower pricing (Kantar, 2023).
Price-matching programs, such the "Aldi Price Match," have been put in place by Tesco to combat this issue and keep price-conscious consumers. The business has also concentrated on its value line, providing reasonably priced goods under the "Exclusively at Tesco" brand. Despite ongoing pressures from supply chain disruptions and cost increases, Tesco has been able to manage economic volatility thanks to these tactics.
Sustainability and Outside Influences:
Tesco has had to react to growing external challenges on sustainability and corporate responsibility in addition to economic and digital factors. Retailers are expected to implement sustainable practices across their supply chains as consumers' awareness of environmental issues grows.
Tesco has made great progress in this area by pledging to meet challenging sustainability targets. By cutting emissions throughout its activities, the corporation has made headway towards its goal of having net-zero carbon emissions by 2050. Additionally, Tesco is striving to reduce food waste, do away with single-use plastics, and make sure that all its products come from sustainable sources (Tesco PLC, 2023). As governments around the world impose more stringent environmental restrictions, these activities are in line with both consumer expectations and legislative needs.
It is still difficult to strike a balance between sustainability and profitability, though. Although consumers anticipate that businesses such as Tesco would implement sustainable practices, these endeavours frequently entail extra expenses. Tesco had to strike a careful balance in an increasingly cost-conscious market by incorporating sustainability into its long-term strategy while keeping prices competitive.
A Critical Analysis of Strategic Change and Change Management Models 
A key component of corporate strategy is changing management, particularly for big businesses like Tesco, where survival and expansion depend on the ability to adjust to changing market conditions, technological upheaval, and economic instability. A variety of change management models provide frameworks for comprehending how businesses might successfully execute change. This study assesses important change management models, pinpoints problems with Tesco's strategy shift, and looks at the leadership philosophies used in the process.
1. Models of Change Management
Tesco's approach to strategic change can be examined using several change management methods. The ADKAR Model, Kotter's 8-Step Change Model, and Lewin's Change Management Model are the most pertinent models.
a) The Change Management Model by Lewin
One of the best-known models for change management is Lewin's. Unfreeze, Change, and Refreeze are its three phases (Lewin, 1951). To get the organisation ready for change, the Unfreeze stage entails resolving resistance and establishing a sense of urgency. While the Refreeze, stage concentrates on ensuring that the changes are ingrained in the company culture, the Change stage refers to the actualisation of the new plan.
After the 2014 accounting incident, former CEO Dave Lewis implemented a strategic change at Tesco that exemplifies Lewin's paradigm. Tesco's leadership must own past mistakes and regain stakeholder trust to "unfreeze" cultural norms and processes. The adoption of strategic adjustments, such as withdrawing from foreign markets and refocusing on the UK grocery industry, came next. As these modifications were incorporated into Tesco's long-term strategy and operational structure, the "refreeze" phase took place (BBC News, 2017).
c) The Eight-Step Change Model by Kotter
A more thorough approach to change management is offered by Kotter's model, which highlights the significance of establishing a feeling of urgency, assembling a steering coalition, and giving staff members the authority to implement the change (Kotter, 1996). There are eight steps in the model:
•	Create a feeling of urgency.
•	Form a coalition to provide direction.
•	Create a plan and a vision.
•	Share the vision.
•	Encourage widespread action.
•	Create quick victories.
•	Build on successes and create greater change.
•	Integrate new methods into company culture.
Kotter's methodology matches Tesco's post-crisis turnaround plan quite nicely. The company's deteriorating financial performance and public trust created a sense of urgency. A "guiding coalition" was established by CEO Dave Lewis through the involvement of important stakeholders and the appointment of new leadership. Refocusing on its core UK business and increasing operational efficiency are at the heart of Tesco's vision and strategy. Through operational reorganisation and a renewed emphasis on customer satisfaction, the leadership empowered staff and effectively conveyed these changes. Tesco was able to consolidate gains and further implement improvements because to short-term successes like increased financial performance and market share recovery (Tesco PLC, 2020).
c) The ADKAR Model
The ADKAR framework is a change management model emphasizing Awareness, Desire, Knowledge, Ability, and Reinforcement to facilitate change (Hiatt, 2006).
Another well-liked framework for change management that emphasises personal growth and the human aspect of organisational transformation is the ADKAR Model. According to Hiatt (2006), it stands for Awareness, Desire, Knowledge, Ability, and Reinforcement. According to this model, personnel must be aware of the reasons for the change (Awareness), want to participate (Desire), possess the requisite knowledge (Knowledge), execute the change (Ability), and maintain it (Reinforcement).
The leadership of Tesco engaged staff members during the execution of its digital transformation strategy by utilising components of the ADKAR model. For instance, Tesco staff must learn new skills because of the company's move to e-commerce and the opening of cashier less stores. Tesco continuously reinforced the significance of the changes through rewards and recognition programs, while also providing the required training (Knowledge) and assistance to enable staff to move to these new roles (Ability) (Tesco PLC, 2021).
2. Problems with Tesco's Strategic Transition
During Tesco's strategy adjustments, a few problems surfaced, such as stakeholder expectations management, the size of the transformation, and resistance to change.
a) Opposition to Change
Employee and external stakeholder resistance is one of the biggest problems in change management. During its turnaround, Tesco encountered opposition, especially when it had to make tough choices like laying off employees and selling off non-core assets to save costs. Lewin's model states that developing a strong case for the change and using effective communication are necessary to overcome this resistance (Lewin, 1951).
Tesco's leadership was open and honest about the rationale behind the strategic adjustments to handle opposition. They conveyed that these steps were essential to the company's long-term existence and financial stability. During challenging circumstances, Dave Lewis's transparent leadership approach helped garner support from staff members and other stakeholders (The Guardian, 2020).
b) The transformation's scale
Tesco underwent a wide range of changes, from major structural modifications like the Booker acquisition to internal operating alterations. It was difficult to manage such a large-scale change, particularly when it came to bringing the many business divisions into alignment. Tesco's integration of Booker into its operations was made possible by Kotter's model, which highlights the significance of consolidating achievements and establishing new ways in the company culture (Kotter, 1996).
Tesco tackled this problem by making sure that the two businesses' cultural alignment was given top priority. To guarantee a seamless merger, the leadership set clear objectives and promoted team communication.
c) Handling Expectations from Stakeholders
Managing the expectations of several stakeholders, such as investors, staff, clients, and regulators, presented another difficulty. The management of Tesco had to strike a balance between these conflicting interests, especially when making tough choices like withdrawing from foreign markets and enacting price-matching policies.
Kotter's approach of "building a guiding coalition" was helpful to Tesco in efficiently managing these expectations. To communicate the long-term advantages of the adjustments, the leadership team engaged extensively with shareholders and investors. In order to show its dedication to affordability in uncertain economic times, Tesco simultaneously interacted with consumers through enhanced loyalty programs and campaigns such as the Aldi Price Match (Tesco PLC, 2021).
3. Leadership Attributes in Change Management
The effectiveness of change management is greatly influenced by the leadership style employed. During the time of major strategic shift at Tesco, a blend of transactional and transformational leadership styles was visible.
a) Leadership that is Transformational
The majority of Dave Lewis's leadership during the turnaround was transformational. Transformational leaders are renowned for their capacity to encourage and inspire staff members to perform at higher levels than they often do. By outlining a clear future vision and giving them the assistance they needed to adapt to the new company plan, Lewis encouraged staff members to welcome the strategic changes (The Guardian, 2020). Tesco was able to restore its corporate culture and win back the confidence of its staff and consumers because to his leadership style.
b) Leadership via Transactions
Tesco used transactional leadership concepts in addition to transformational leadership, especially when it came to performance and responsibility management. Employees are rewarded or disciplined according to their performance in relation to predetermined goals under transactional leadership. Tesco implemented key performance indicators (KPIs) as part of its digital transformation strategy to monitor the effectiveness of its online services and in-store operations. To encourage the desired behaviour, employees received rewards for achieving these goals (Hiatt, 2006).
Program for Organisational Culture and Change Management.
The success or failure of change management activities is significantly influenced by the organisational culture. Throughout its history, Tesco's corporate culture has both helped and hurt change. An effective change management strategy requires an understanding of this culture and how it affects employee behaviour, leadership, and decision-making.
Tesco's key values continuous improvement, cooperation, and customer focus have long served as the cornerstones of its organisational culture. However, Tesco's culture came under investigation amid its financial difficulties in the early 2010s, particularly when aggressive profit-focused attitude resulted in the accounting scandal that harmed the company's brand (BBC News, 2017). This event revealed a culture in which immediate financial gain took precedence over sustainability and morality in the long run.
Under Dave Lewis' direction, Tesco started to change its culture after the crisis. Lewis placed a strong emphasis on openness, customer focus, and moral conduct. Tesco's larger change management initiative, which included reorganising the business, concentrating on core markets, and restoring stakeholder trust, included this cultural shift as a critical component (Tesco PLC, 2021).
The Impact of Culture on Organisational Change Management 
Opposition to Change: How employees react to change is frequently determined by the organisational culture. Tesco faced strong opposition to the new customer-centric and ethical strategy because of its deeply ingrained procedures and processes that had put short-term financial gains ahead of long-term profitability. Workers were accustomed to working with a profit-first mindset, particularly those in administrative roles. In order to overcome this reluctance, Lewin's Change Management Model highlights the necessity of "unfreezing" outdated mindsets (Lewin, 1951).
Leadership and Trust: Establishing and maintaining organisational culture depends heavily on leadership. Tesco's management, led by Dave Lewis, sought to rebuild confidence and cultivate an accountable culture. Employee engagement and alignment with the company's new direction were facilitated by this leadership style. New cultural norms were successfully ingrained at Tesco using transformational leadership, which encourages and empowers staff to welcome change (The Guardian, 2020).
Adaptability and Innovation: Tesco's digital transformation was made possible by its culture of innovation and constant improvement. A cultural shift towards innovation and client convenience was mirrored in the company's ability to adjust to technological disruption, especially in its e-commerce operations. When Tesco quickly grew its online grocery services during the COVID-19 epidemic, this flexibility was essential (Tesco PLC, 2021).
Notwithstanding these advantages, Tesco's culture nevertheless has problems, especially when it comes to striking a balance between cost effectiveness and client focus. It is crucial to continuously improve and modify the corporate culture to conform to changing strategic goals because the pressure to keep costs low while simultaneously investing in digital innovation and sustainability can cause conflict within the business.
The suggested plan for change management 
This plan presents a suggested modification aimed at improving Tesco's sustainability practices to build on the company's recent achievements and better match its organisational culture with its strategic goals. Tesco's long-term objective of reaching net-zero carbon emissions by 2050 is in line with the suggested transformation, which entails moving towards a more ecologically friendly supply chain (Tesco PLC, 2023). Clear communication, financial investment, cultural alignment, and continual assessment will all be necessary for this shift.
1. Change Proposal: Transformation of Sustainability
The suggested modification would incorporate more environmentally friendly procedures throughout Tesco's supply chain, such as:
•	lowering carbon emissions from distribution and logistics.
•	locating more environmentally friendly materials and packaging.
•	collaborating with vendors who have a solid track record of sustainability.

•	lowering food waste with better technology and inventory control.
This change is in line with rising customer demands for moral business conduct and worldwide sustainability trends. Additionally, it advances Tesco's long-term goal of becoming a pioneer in ethical retailing.
2. Budget
Although putting a sustainable transformation into action will cost a lot of money, there will be long-term cost reductions and prospects for revenue development. A condensed financial plan for the sustainability transformation can be seen below:
The initial investment will be £500 million spread over five years to improve logistics, find sustainable materials, and install waste-reduction technology.
Cost Savings: By year three, Tesco may save an estimated £100 million a year by cutting back on food waste, energy use, and travel expenses (Mintel, 2023).
Revenue Growth: By drawing in eco-aware customers, Tesco may be able to grow its market share by 2% over the course of five years.
Supplier Cooperation: To share expenses and guarantee conformity with Tesco's sustainability objectives, Tesco will collaborate closely with its suppliers to co-invest in sustainable practices.
This financial model highlights possible long-term cost savings and market growth while accounting for the initial investment needed to switch to a more sustainable supply chain.
3. Plan of Communication
Effective communication is essential to the success of any change management program. The leadership of Tesco must explain to internal and external stakeholders the significance of the sustainability transition.
Internal Exchange of Information:
Leadership Engagement: The CEO and other senior executives of Tesco will spearhead the communication campaign, outlining the objectives and vision of the sustainability transformation.
Employee Involvement: To make sure staff members are informed of the changes and their part in accomplishing sustainability objectives, Tesco will use internal communication tools like newsletters, intranet updates, and town hall meetings.
Training and Support: To make sure they could adjust to new systems and procedures, staff members will receive training on sustainable practices, particularly those in supply chain management and logistics.
Communication with the Outside World:
Engagement of Customers: Tesco will start marketing campaigns to educate consumers about its sustainability initiatives. These campaigns will include email marketing, social media, and in-store signage to emphasise the advantages of sustainable shopping.
Collaboration with Suppliers: Tesco will keep lines of communication open with its suppliers, scheduling frequent meetings to guarantee agreement on sustainability objectives and resolving any issues or difficulties that may come up along the shift.
Stakeholder Transparency: Gaining the trust of stakeholders requires transparency. Tesco will communicate with shareholders through annual reports and investor briefings, and it will regularly release sustainability reports detailing its progress towards its environmental goals.
4. Plan of Evaluation
A system for assessing progress is an essential component of any successful change management strategy. Tesco will implement a thorough assessment methodology that gauges the sustainability transformation's effectiveness using both qualitative and quantitative metrics.
Short-Term Assessment (Years 1–2):
Tesco will monitor key performance indicators (KPIs) pertaining to trash reduction, carbon emissions, and energy usage. For instance, setting a goal to cut carbon emissions associated with logistics by 10% in the first two years.
Employee Input: Surveys will be administered on a regular basis to get input from staff members regarding the success of training and their capacity to adopt sustainable practices.
Mid-Term Assessment (Years 3–4):
Financial Metrics: Cost reductions from waste reduction and energy efficiency will be the focus of the evaluation. Tesco will also keep an eye on any shifts in market share that result from its sustainable efforts.
Customer Input: To determine whether sustainability initiatives are impacting consumers' purchasing decisions, Tesco will administer customer satisfaction surveys.
Extended Assessment (Year 5):
Carbon Footprint: Tesco plans to reduce emissions by 25% by the end of the fifth year and will assess its overall progress towards its 2050 net-zero carbon objective.
Sustainability Audits: To make sure Tesco's operations are in line with international norms and best practices for environmental responsibility, independent sustainability audits will be carried out.
Tesco will be able to evaluate the effectiveness of its sustainability transformation and make any required modifications to guarantee ongoing improvement by putting this thorough evaluation plan into action.





















Conclusion
In conclusion, Tesco's flexibility in responding to outside forces like economic uncertainty, changing customer wants, and digital disruption highlights how crucial good change management is to long-term business success. Through the implementation of diverse change management methods, such as Kotter's 8-Step Change Model, Lewin's Change Management Model, and the ADKAR framework, Tesco has effectively managed strategic transitions that were crucial to its recuperation following the 2014 accounting scandal and the ensuing financial difficulties. With the use of these models, Tesco was able to manage change resistance, promote a sense of urgency, and integrate new procedures into the organization's culture in an organised manner.
Tesco has benefited greatly from the leading role in navigating these developments. Rebuilding stakeholder trust has been made possible by the company's use of both transformational and transactional leadership styles.
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