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[bookmark: _Toc59884971][bookmark: _Toc1200045022][bookmark: _Toc645581651]Introduction:
This report is highlighted the medium-size business enterprise (SMEs) Tesco branch located in Birmingham (Hodge Hill). That report will discuss, demonstrate an understanding of strategic management by following some business tools and strategies.
[bookmark: _Int_Z34hjcBT]The report will aim to critically appraise the organization’s current strategy, Mission, vision, objectives, and recommended strategies followed by McKinsey 7’s framework, SMART objective framework to gain competitive advantage in the market which allows to build a unique value proposition and understand the current strategy. The report will discuss environmental scanning by using management tools, Porter’s 5 forces, PESTLE, and SWOT to understand internal and external elements which can affect business.
The report will highlight a Tesco value chain analysis, follow by inbound, outbound logistics which will include operation, marketing, sales, services, human resources technology, and Infrastructure. The report will critically appraise Stakeholders analyses identify main Stakeholder mapping, and Mendelow Matix to know the importance of stakeholder and stakeholder power and interest. 
Tesco sustainability will discuss upcoming opportunities and successful future by using the VIRO and scenario-based analysis. The report will focus to provide some recommendations to use the marketing tool SFA Matrix and management level of control to sustain long term in the market. The end of the report will be proposing future development to achieve the strategic goal and maintain the business in the number one position. The brief discuss how competitors might respond to recommendatory plans and evidence of research (reference).
 





Overview of Organization:
Tesco is one of the leading retailers within the UK industry and is also well known as the largest food retailer in the world. Tesco was founded in 1919 by Jack Cohen began to sell his grocery in a food stall. The Tesco brand first appeared in 1924. The name came about after Jake Cohen bought a tea from Thompson Edward Stockwell. He made a new label using the first three letters of the supplier's name TES and the first letter of his surname CO Forming the word Tesco’s. The first Tesco store was operated in 1929. With the continuous success and expand the business Tesco has now operated over 12 countries across Asia and Europe and has 2,500 stores all over the world with employees of 350,000. They have Gas Station, Personal finance, Mobile, etc.
[bookmark: _Int_cH4xqhem]This report critically appraises one of the Tesco branch located in the Birmingham area called Hodge hill. Tesco branch was opened 2007 and based on 250 team members of staff. This report will include a Strategic analysis which will reflect external and internal Analyse of resources of the Teso Hodge hill branch. 
[image: ]


Current Strategic Approach of Tesco:
Strategic planning is the milestone of every organization, without strategic planning, Tesco did not achieve long-term benefits, goals, targets. By applying strategic management Tesco maintains the organization's term goals, face challenges, decisions making, gain a competitive advantage, better understand with Internal and external environment, focus to expand the business, and future success but will also flourish. According to Ansoff et al (2018), Strategic management develops the firm future potential which provides success profit, and growth in the future.
According to Hesterly and Barney (2008), Strategic management provide organisation idea how to gain sustain competitive advantage, adopting a stakeholder perspective and improve performance in the future.
Tesco is using corporate strategy to achieve competitive advantage and development of retail low prices, maintain quality products, provide continuous good customer service and improve the business in the market. The main purpose of Tesco’s strategy is to use available resources and ensure their employees and other stakeholders are working towards to accomplishes the common goals. Tesco makes decisions and actions which guide the organization and stay focused on all the team members and maintain no 1 tag in the market. They implement various programs, planning execution which is essential for Tesco. As a result, Tesco has an incredible system for the organization.
Tesco’s are using three basic business strategies in their business which are: 
1. Cost leadership.
2. Differentiation.
3. Focus.



Cost leadership: Tesco’s pricing strategy is based on the marketing message of “Every little Help”. The company maintains the low prices of products and services without compromising quality. According to Humby et al (2004), Tesco, Clubcard has established itself most successful loyalty scheme. Tesco’s understand their customer needs and deliver back what the Customer wants? Tesco’s succeeding in its purpose to using the word “Every little Help” and delivering value to the customer and earning their lifetime loyalty.
Differentiation: Tesco’s differentiation strategy is to offer their product and services with unique features to their customers. For example, Tesco's promise can create brand loyalty by offering different product discounts. Tesco will also try to differentiate itself from competitors by advertising their certain products and price deals.  
Focus: Tesco’s focus on prices cuts and putting more staff in-store to improve customer experience. Tesco’s focus is to compete for low prices to compete with the competitor in the market. The customer wants competitive prices on everyday items. Customers were happy to spend their money for everything at a great value, all the time. Tesco’s prices are Most affordable compared to Sainsbury and Morrison. Tesco focuses on a huge range of products, Online sales, club cards, and many more. Tesco is adopting both these strategies of cost management and differentiation. 
The strategy of Tesco is superb than other competitors in the market which we can understand from the following chart: 

[image: ]
Source: (Peachy Essay. 2019).


Strategic planning is playing important role in Tesco. It gives an idea of the company mission and vision for the future operating values needs (strength, weakness, opportunities, and threats) and helps to develop a clear direction. By following these strategies, Tesco produce new strategies in the future to continue progress. 

[image: ] 
Vision Statement of Tesco: 
· Tesco serve their customers by highly valued. 
· Modern, innovative and full of ideas.
· Earning trust and loyalty from the customers, Colleagues, and communities.
· Growing business for full opportunities.
Mission Statement of Tesco:
· Creating value for customers to enable them to earn their lifetime loyalty.


[bookmark: _Toc1154709086][bookmark: _Toc1622101269][bookmark: _Toc151932151]Recommendation Strategy for Tesco:
Business strategy is all about how your company chooses to position itself to gain a competitive advantage in the market. Strategies allowed to build a plan, provide an immediate goal, awareness of the problem to solve, unique value proposition, and growth in the future. This report recommends some strategies for Tesco to use in the organization to long-term sustainability. Such as Mckinsey 7s and smart objectives.
[bookmark: _Toc253883396][bookmark: _Toc1404409909][bookmark: _Toc1572699407]McKinsey 7’s Framework for Tesco:
McKinsey’s 7S model is an organizational tool that provides the future success of the company. It is based on seven internal factors of an organization that determine the company structural support and success. Baishya (2015) stated the McKinsey 7’s framework is a powerful tool. It helped to changing organisational culture, provide strategic vision, performance of company, determine best proposed strategy. The seven elements of are as follows:

[image: ]



· Strategy: Strategy provides an organization plan for building and maintaining a competitive advantage.
· Structure: Structure help to organize the default departments, for example, Which department or team report to whom?
· System: The daily activities and procedures that staff use to get the job done.
· Style: Attitude of the senior employees in the company to help to interact with other team members and decision-making.
· Staff: Staff involves management of all human resources related to the company. Decisions such as, training, recruiting, and award system.
· Skills: Skills help employees to achieve the company target goal and objectives.
· Shared Values: The missions, objectives, and values from the foundation of every organization and play an important role in a company. Shared values help all key elements to maintain an affect organizational design.
[bookmark: _Toc1079211942][bookmark: _Toc1630612363][bookmark: _Toc636171817]SMART Objectives:
The SMART objective is a helpful way for Tesco to build a career how they want? By using SMART objectives Tesco can create clear targets and goals. Smart goals with example are listed below:
Example: one of the company employees selected to promote to the senior customer services department after requiring three-month training. These are the steps employee need to follow:
S = Specific Goal has been set for the employee to achieve the senior customer services position.
M = Measurable success can be measured by training completion like, filling the application.
A = Achievable The goal will complete after the training to earn the promotion.
R = Relevant The goal is planning to apply after finishing training.
T = Time-based Time limit for deadlines to achieve the goal.
Using SMART goals in the organization can help move forward in the career and achieve success. The goal can be challenging for Tesco but using the smart framework in the company will provide step by step guide to reach the specific target and goals.


[bookmark: _Toc1767153506]
Environmental Scanning of Tesco:
To understand the detail of key elements of Tesco. It's necessary to analyses the internal and external environment in which they operate their business such as Porter 5 forces, PESTLE, SWOT, and Value chain. The example shown in the image of the business internal and external environment can affect Tesco (organization).


[image: ]
Source: (Neelesh and Khushwab 2018).



[bookmark: _Toc557685833][bookmark: _Toc170033656][bookmark: _Toc337887311]Porter’s Five Forces:
Porter (2020), stated to understand and cope with competitors use Porter’s five forces that help to identify power lines in business situations. The competitiveness of Tesco’s business environment was examined With Porter five's model. The analyses findings are summarised as follows: 
	 
Forces.
	
Power.
	
Factors.

	
Power of Suppliers.
	

Low.
	
many suppliers are working for Tesco.
Tesco can easily bargain prices due to scope and scales.

	
Power of Customers.
	
Medium
	
Some customers switch due to cost.

	
Threat of Substitution
	

Low.
	
Small stores are the main threat, but Tesco cannot be effective with small shops.

	
Threat of New Entry
	
Low.
	
Highly entry barriers.

	
Rivalry
	

Medium
	
Many companies compete for Tesco’s price and product and promotion.



Power of Suppliers.
Tesco’s bargaining power of suppliers is low. Tesco has more than 1000 suppliers all around the globe including food and the non-food item. Tesco can easily negotiate product prices while selecting only those suppliers that offer a product of the highest quality. 



Power of Customers: 
Tesco Power of the customer is medium. Customer can easily switch to another due to cost however, some customer does not compromise to leave exclusively brands product which they found in Tesco for example, Creamfields, Stockwell & co, The Growers harvest, etc.
Threat of Substitution:
The threat of substitution of Tesco is low due to the large retail chain and good financial Sustainability. Tesco can offer the same good and cheaper price products to make them more attractive to the customer.
Threat of New Entry:
The threat of new entrants is low, since Tesco Invest in financial resources to establish its presence in the retail market, to compete the Tesco, the new entrance needs a huge amount of financial support an asset.
Rivalry:
Major competitors of Tesco are, Sainsbury, Asda, Lidl, Morrison, and Aldi. The rivals compete with Tesco’s product price to offer the customers similar products. Tesco’s rivalry position in the market is medium as a result of their loyal customer and Clubcard.
[bookmark: _Toc496301464][bookmark: _Toc1839936031][bookmark: _Toc1980356869]Tesco Value Chain Analysis:

[image: ]
Source: (Dudovskiy 2016).

Tesco's value chain is a link between primary activities and secondary activities. The value chain is also well-known as a strategic assessment that utilizes the pros and cons in the process of value-adding. Logistics generate the biggest saving. Tesco saves 40% by using logistics.
Primary Activities of Tesco’s: selling their product to the target audience by using their Clubcard. Tesco is using adding the value collecting a data to the customer from their Clubcard.
Inbound Logistics: Tesco's bargaining power is high which is allowed to their supply to deliver goods, raw materials at low prices. Tesco’s network of distribution warehouses is also very significant which added to the effectiveness of their Stock management. According to Smith and Sparks (2004), Tesco Suppliers are available 24 hours, to deliver at Tesco stores. Deliveries direct come from the warehouse to the Tesco store. Deliveries, working schedule is seven days a week which recognizes Tesco in the market as a strong network of distributors.
Operations: Tesco is popular for its efficient use of its IT department. This helped them in low-cost leadership planning. Tesco spends huge amounts steam line its operation. This was done through a program called Tesco digital program. This is one example of Tesco to show in the image below. 
[image: ]
outbound Logistics: In term of outbound logistics, Tesco has developed their distribution and delivery system which allow for serving both online and offline customers with the same level of effectiveness. Tesco store has allowed targeting specific groups, customers to provide a high level of customer service. According to Evans and Mason (2018), Tesco is a major logistic and supply chain operator in the market. Tesco focuses to deliver the best service, marketing, sales, which help to become a smarter organization, striving to sense, think and act faster than its competitors and treat all customers at the same level to earn their loyalty. 


Marketing and Sales: Tesco's presenting loyalty programs such as a Tesco Clubcard to the customer through the IT department to target the right customers. These services are an advantage for Tesco, customers not leaving them, and they can face their competitors. Tesco has also presented a greener living scheme. This scheme promises to give its customers advice on the problem of the environment. It also provides the consumer information, how to prevent food wastage during meal preparation. Lal (2012), states Tesco is the first-ever company to build a non-zero Carbon label. It has a greater impact on consumer behaviour than Clubcard promotion which offered double liability point for energy- efficient item organic product also carbon labelling is potentially powerful that enable consumers to make greener choice across all range in their everyday consumption.
Services: Tesco uses cost leadership and differentiation; this has increased the importance of customer services. Tesco has been successful in generating finance services, focuses on direct marketing and promotion of value as compared to their competitors.
Secondary Activities of Tesco: Tesco can be rewarded by secondary activities like, they play a critical role in primary chain value. 
Human Resource Management: Tesco's HR team worked effectively to fulfil the organizational goal. Tesco human Resources management team including are many departments like, performance management, rewarding, coaching, recruiting, and selecting. All the team members work as a team to reach the company goals.
Infrastructure: Tesco follows a hierarchical structure in their organization. The advantage of hierarchical structure is work will be done on time smoothly and efficiently and a clear chain of command also generates a clearly defined set of responsibilities and maintain discipline however, the disadvantage of the structure is communication barrier and slower decision making. 
 


[bookmark: _Toc1923634907][bookmark: _Toc1360572534][bookmark: _Toc1426917721]Tesco Organisational Structure:
[image: ]
Source: (Meng, 2016).
Technology: Tesco can use technology to improve the HR department. They use technology in their departments for many reasons. One example is the recruitment of new people by using technology. Tesco advertises job online vacancies online which is self-management electronic to help to search right people for the right department.
Tesco Colleague app: By using the technology Tesco introduce a new app called Tesco Colleague app which is specially designed significantly for staff. The app provides colleagues with product availability information, As well as information on the exact location of all products in-store. Tesco colleague app many more benefits such as, book holidays, and payslips. (Tesco new app for store colleagues, 2013). 



[bookmark: _Toc1679734584][bookmark: _Toc640208935][bookmark: _Toc516761210]External Environmental (Macro) Analysis:
[bookmark: _Toc60170744][bookmark: _Toc906309128][bookmark: _Toc921129933]PESTLE:
Tesco PESTLE analysis examines the various external factors like political, economic, social technological which impacts its business along with legal and environmental factors. The PESTLE analysis highlights that different extrinsic scenario that impacts the business of the brand. PESTLE analyses are a framework that is imperative for companies such as Tesco, as it helps to understand market dynamics and improve its business continuously. Perera (2017), Stated the PESTLE framework is used as a tool of situational analysis for business evaluation purposes which help evaluate an external business environment.
Below is explain all the external factors of Tesco which can impact the organization.  
Political Factors:
Political factors are very important for Tesco. Various types of political factors can affect Tesco’s business for example.
· Brexit.
· COVID-19.
· Type of government.
· Political stability.
· Text policies.
Tesco operates across various countries. All departments, stores have the same impact on political factors. The major issue is here, political sustainability. The more the stable is political environment, the better is the opportunity to carry out trade. The most recent example of Brexit. 
Most of the food is delivered from the EU to the UK. It can be a huge effect on Tesco. Sales and prices might go decrease or increase in the future. According to Adamyk (2019), Brexit will affect lots of companies, and will it influence Tesco too. They will be faced with a problem like the limitation of products from EU countries, due to exiting from European Union. The possibility of stockpiling fresh food can be very limited. 
Another issue that has effect Tesco in the USA, China trade war. The change in tax policies among the various supply countries will affect the profitability of the company. COVID-19 is another political factor that can impact the business to change the opening and closing hours. 


Economic Factors:
Economic factors can affect Tesco like.
· Unemployment.
· Tax policies.
· Increase prices.
Today's unemployment is one of the major issues in the United Kingdom which can affect Tesco sales if customers earn enough money. It will be a positive impact on Tesco, when the unemployment rate is decreasing it is easier for the people, they can spend themself to buy more products in Tesco. 
Tesco should be always aware of the various taxation policies for its benefit. Any changes in the policies in the UK may lead a major changes price of products and services. 
Social Factors:
Following of the social factor impacting Tesco.
· Demographic segmentation.
· Change the preference.
· Product demand (halal meat).
Tesco opened a halal meat section for the Muslim peoples. Due to the high number of customers, Tesco responds to social change and demands. They opened the counter for the Muslim customer for the halal meat. It is a good opportunity for Tesco to stay number one position in the market. (Rahman, 2020).
Tesco can use Demographic segmentation in their organisation to know the exact target audience. The practical reason for the circumstances, some people can easily spend their money on expensive stuff due to high earning or health conscious.
Many people change their choice of product, for example, they are happy to spend on vegetarian organic food. Tesco believes in the benefit of society. If Tesco fulfil society’s needs, they can hold the same position in the market and compete with their competitor easily.


Technological factor.
· Online shopping.
· Social media.
· Keep update to the customer.
· Monitor the business.
· Online training.
· job advert.
· Hire new employees.
· Competitive advantage.
The digitalization of Tesco can be described in many ways as it includes the transformation of multiple levels of their business. Tesco launches an online platform that allows the customer to shop online. Tesco provided the option to pick orders at the warehouse. Customers can also scan discount coupons and vouchers to the store bonus points on their devices. Tesco Clubcard allows the customer to receive offline an online discount on their purchased product. Tesco provides online training, Job advert, hire new employees using technology. Tesco keeps up to date to monitor their business, like for example IT Department, finance department, HR, supply chain management by creating a knowledge share database. Tesco used lots of technology in their business. If technology affects the future, they cannot be able to sustain their business.
Legal factor.
The legal factors that have an impact on Tesco are some of the most important listed below:
· Securities law.
· Employment legal requirements. 
· Immigration law.
· Consumer protection law.
· Organisational law.
The legal factors affecting Tesco when they hire staff. Tesco has a legal duty to keep employees safe treat fair with the respect and fulfil all their requirements like, holidays, sick pay, Minimum wage, and pension. There are some other legal requirements to hire new employees, for example, registering with HMRC, right-to-work, employment contracts, health and safety, and National Insurance. 


Environmental factor.
· Reduce waste.
· Climate change.
· Recycling.
· Weather
By recycling waste in the right way, Tesco can reduce air and water pollution and save energy, recycling offers an important environmental benefit. It reduces emission gases such as carbon dioxide that contribute to global climate change. Disposing of waste has a huge environmental impact and can cause serious problems. It generates gas which affects human health and brings many more issues to society. Tesco can reduce the waste in the right way to save the Environment from dangerous gases.



[bookmark: _Toc451686343][bookmark: _Toc1494151686][bookmark: _Toc2020998736]SWOT Analysis: 
SWOT analysis of Tesco is helping to understand the internal capabilities and limitations of the organization. SWOT analysis will help to identify the area in business the need to be improved. Brooks (2014), SWOT analysis can be useful when preparing to make all big decisions, or short-term decisions. It's helping to identify the core competencies of Tesco. As a result, profitability can increase, and Tesco's maintain its position in the market. 
Tesco SWOT analysis is discussed in the chart below: 
	  
Strengths Of Tesco:

· Excellent performance in pandemic COVID-19.
· [bookmark: _Int_5tbBa9e1]Always be prepare to be expecting the changes.
· Strong leadership.
· Variety of food and non-food products.

· High market share.
· Advanced supply chain system.
· Won International award.
· Superior technology uses.
	
Weaknesses Of Tesco:

· Car park. 
· Negative publicity.
· Fraud trial and accounting scandal.
· Low price strategy.

	
Opportunities of Tesco:

· Online shopping growth.
· Price matching.
· Cashless store.
· emerging market.
· Interduce more products to attract the customers.
	
Threats Tesco must Face:

· Economic recession.
· Brexit deal.
· Pandemic of Covid-19
· Competitors.
· Rising cost.





Strengths Of Tesco:
Excellent performance in pandemic COVID-19: The pandemic of Covid-19 has affected a loss of small businesses Tesco performed very well during the pandemic. They treated very well to their customers. They did make sure shelf refills before it gets empty and allows one person of the household cannot buy more than one item, for example, toilet papers, rice, pasta, and flour. 
Superior Technology Uses: Tesco uses technology in the best optimal way to enhance the shopping experience for its customer. They introduce a nice new system to count the product automatically. They also offer mobile payment app and self-services till.
Weaknesses Of Tesco:
Car Park: Tesco Hedge Hill Car Park is a nightmare for the residents. In the night-time, some of the criminal activities happened there. for example, drug dealing, racing car, prostitution, and smoking. Tesco fitted a new CCTV camera and sharp metal security spike. But people still use it. Of outer section of the car park.
(News.knowledia.com. 2021).
Low Price Strategy: Tesco has the reputation of offering the product at a low price. It is a good strategy to attract more customers. But during the pandemic, the increasing cost would decrease the company profitability. 
Opportunities of Tesco:
Online Shopping Growth: Tesco availed the opportunity by growing and upgrading its online shopping business as well as home delivery services.
Price Matching: Tesco announced recently that it would start matching the price offered by its rival, Aldi, on hundreds of items. This strategy offered Tesco an opportunity to stop and reverse the loss of market share to Aldi.
Threats Tesco must Face:
Competitors: Tesco market position can be threatened, due to their competitor Aldi, Asda, Lidl, Sainsbury and Morrisons.
Brexit: The United Kingdom is no longer a part of the European Union; the trade deal and cost matter would be a threat to Tesco.



Ansoff Matrix
Ansoff Matrix is an important marketing strategy that can help Tesco to decide what action can be taken based on the market scenario and products scenario. By using Ansoff Matrix Tesco can improve its strategy for the future and the business growth.
[image: ]
Market Presentation: Market presentation is the safest option. Its focus expanding sales of an existing product in the existing market and the organizations were aware the product will work in the market.
Product development: This area is slightly riskier than others, due to organizations introducing a new product in the existing market.
Market development: Organisation putting an existing product into an entirely new market by adding new features and benefits.
Diversification: This area is the riskiest of all other options due to introducing a new unproven product into an entirely new market that may not fully understand.


[bookmark: _Toc937717265][bookmark: _Toc289712069][bookmark: _Toc1664054019]Stakeholder Theory:
Stakeholder theory is a theory of organizational management and business ethics. It is an interconnected relationship between a business and its customers, suppliers, employees, investor, communities, and others who has a relationship in the organization. The theory argued the firm should create value for all stakeholders, not just shareholders. According to Parmar (2010), et al stakeholder thinking has emerged to understand the business problem and help to think about management, marketing, future direction, problem-solving, and strategic decision-making process. Stakeholder theory can continue to provide useful practice of sustainable and ethical value creation and pass all the necessary information to the right person so the organization can quickly react. 
Image can show external and internal stakeholders which are very important to any organization/company.
[image: ]

 Stakeholder importance for Tesco:
All the stakeholders are important for Tesco, however, they are equally powerful some stakeholders are more powerful than others, for example, the chairman, director, and other senior executives' management. Different stakeholders have different expectations, for example, suppliers expect payment on time. Delay payment to a supplier in order can affect Tesco’s financial position. To grow the business Tesco must maintain supplier trust and provide a good supply chain in the market. 

Employees and colleagues are very important aspects of the organization. Tesco must ensure all the colleagues and employees are treated fairly and their opinions/feedback matter to improve a business which can provide future Improvement and success. 
Customers play an important part in long-term sustainability. To understand the customers what did they think? Tesco can do independent customer research or survey to know customers' needs and expectations.
[bookmark: _Toc677679417][bookmark: _Toc482934556][bookmark: _Toc99085434]Stakeholder mapping:
Stakeholder mapping provides a visual process of laying out all stakeholders. It is giving an idea of the product, project one map. The advantage of the stakeholder map is, Tesco will know people who can influence their project and services and how they are connected. 
[image: ]





Matrix of Stakeholder Theory of Tesco.
         Level of Interest/Power                    [image: ]
Source: (Nankervis, et al 2019).
   
	 
A
· Government.
· Financer.
· Shareholders.
· Supplier.
	
B
· Customers.
· Employees.
· Competitors.


	
C
· Social group.
· Creditors.

	
D
· General public
· Media.                         





  



Type A stakeholder those, who have high power but low interest such as, shareholders, and suppliers are stakeholders of Tesco.
Tesco is concerned with type B stakeholders as a high level of interest and high level of power. Like customers, employees, and competitors. These are the stakeholder, the power to affect the revenue of the company, and have an interest because of receiving good quality service and goods.                                                                                                                    
Type C of stakeholders has low power and low level of interest for Tesco, such as social group and creditors. They have a low effect on the company but must be monitored closely for an effective strategy.
Tesco must satisfy their interests through attractive returns on investment type D are these stakeholders have Low power, but a high-level Type A stakeholder is those who have high power but low interest in the firm, such as financers, s of interest, such as media, the general public.



                                                            



[bookmark: _Toc167556561][bookmark: _Toc1713210053][bookmark: _Toc2144726810]Tesco Sustainability 
Curren and Metzger (2017), stated sustainability concerns the impact of organization present more sustainability and provide well opportunities and profitable in the future. 
By using VIRO and scenario-based analysis Tesco can more grow and unlock Newmarket opportunities.
[bookmark: _Toc4046319][bookmark: _Toc895435249][bookmark: _Toc2092125513]VIRO:
Fisher et, al (2020), stated The VIRO analysis is a strategic tool that is used for assessing and evaluating, the resources of the company. It identified the long-term competitive advantage, internal resources, and capability of the company. The VIRO analysis evaluates based on the characteristics of: 
1. Valuable.
2. Rare.
3. Inimitable.
4. Organization.
The structure of the VIRO model is based on four components.
[image: ]



[bookmark: _Toc48413769][bookmark: _Toc1347376525][bookmark: _Toc255773591]Scenario-based analysis:

Scenario analyses help an organization to make a better decision and plan their future assumptions scenario allows the company to identify potential risks in the market and plan how the organization will deal with them? According to Duinker and Greig (2007), scenario analysis is helpful to define the future. The scenario-based method becomes effective in sustainable development. 
Tesco can sustain itself in the market long term and they were using some techniques to stay in number one position, for example, Tesco set 17 global goals to be achieved by 2030, which were shown below:

[image: ]
Source: (Tesco sustainability 2021).



Recommendations:
Tesco can use different types of strategies to sustain its position in the market. Some recommendations for Tesco are listed below:
[bookmark: _Toc1367806902][bookmark: _Toc1663378451][bookmark: _Toc139320310]Management Level of Type of Controls:
Tesco management applies different level type of control in their organization which help them to establish more in the future like:
Strategic (highest-level).
Operational (mid- level).
Tactical (low-level).
Control can help Tesco can be objectively measured such as improve strategy, profitability, and efficiency. Tesco can observe their employees or future improvement by using management control.
Strategic Control:
Tesco management should be aware of company trends and changes that help to implement strategic control. Strategic control may involve the measurement of strategy, for example, if any new product is introduced to the market company must immediately use the strategy effectively to monitor effectively all the processes.
Operational Control.
Operation control involves activity and an established plan. Mid-level management uses operational control for planning, which is typically two years decisions and includes training, discipline, motivation. These types of control focus on internal sources of information to fulfil organizational needs.
Tactical Control:
Tesco can use tactics and control for the plan to know the current position of the organization. This type of manager is responsible for one year or fewer plans and they will make sure the organization to be successful in the future.


[bookmark: _Toc1411294291][bookmark: _Toc528725243][bookmark: _Toc1411527412]SFA Matix:
If multiple options are available for Tesco, they can use SFA Matix proposed by Johnson et al (2017), to know, which business is good for them for future sustainability.

[image: ]

[image: ]





[bookmark: _Toc1407372250][bookmark: _Toc1716237785][bookmark: _Toc401275104]Future Development Planning for Tesco:
Tesco's main target of the company is to achieve the strategic goal to maintain the business. Tesco enhanced the market structure. To develop a better understanding of the competitors Tesco Can follow some steps which are listed below:
· Be prepared for the sudden changes. (Covid-19, Brexit, Economy recession).
· Analyse benefit and risk.
· Changing requirement.
· Brainstorm the ideas.
· Identify risk.
· Follow necessary steps.
· Review the company.
· Analyse survey reports.
· Effective and maintain communication.
· Area on focus.
· Team development.
· Build team.
· Culture awareness organisation.
· Motivate and reward team members.
· Fulfilled customer needs.
· Provide safe environment everyone which connected to the company.
· Improve strategies according to needs.
· Continues improvement.
· Built good relationships with stakeholders.
· Focus on the area which needs to be improving.


[bookmark: _Toc1778658348][bookmark: _Toc1395861928][bookmark: _Toc1558623424]Competitor's reaction to planning:
Tesco has a strong brand image in the market. Tesco loyalty is the commitment to stores, customers, manufacture, supply retailers and consumers. It is hard to compete to Tesco due to his strong image and having an extraordinary market share, but Competitors can try to compete Tesco with the price and promotion and services. 
Tesco main competitors are listed below: 
[image: ]

[bookmark: _Toc983824518][bookmark: _Toc1101893230][bookmark: _Toc1971912991]Key Finding:
After using several strategies, tools, and techniques in the report. It's found out every tool and technique provide a huge benefit to the organization. The benefit of that tool is, including increasing awareness about business environment, solving strategic issues, provide ideas to their opportunities and strengths, which help reduce the risk involved in making certain decisions. They also help with strategic thinking to create a better future and identify the best opportunities for the future to take some advantage of them.  All analyses are proven to be the best decision making, problem-solving and provide better makes sense of business dealing.




[bookmark: _Toc151234360][bookmark: _Toc546135222][bookmark: _Toc512849788]Conclusion:
This report gathered information on Tesco’s overall direction strategic tools and theories. The report briefly analysed the current strategy and recommend a new strategy method to provide a bigger picture of the organization. This report looked upon environmental scanning (internal and external factor) which is an important component of strategic planning, used SWOT, PESTLE, Porter’s 5. Report critically appraised value chain analysis to help Tesco to identify primary and secondary activities. The report also discusses stakeholder mapping to understand who is involved in the project or organization and how these people are connected to the organization. The report also gathered information on Tesco sustainability to use VIRO and scenario-based analysis to help strategically and methodically allocate recourse, train staff, and prepare the organization for unforeseen events. The last part of the report discusses recommendations for better strategy development in the future by SFA Matrix, the management level of control, future development planning, and competitor reaction.
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