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[bookmark: _Toc53328517][bookmark: _Toc53581321][bookmark: _Toc53583779]Executive summary
Tesco's mission is to be the champion for customers, helping them enjoy a better quality of life and an easier way of living. In the UK Tesco serve 66 Shoppers every second, so it is their goal to ensure every one of those customers experiences just a little better service on each visit. Tesco's central values are Understanding customers, be the first to meet their needs and to act responsibly for their communities. (Tesco PLC, 2020) Tesco has many strengths, such as being one of the largest retailers in the UK based on annual sales of approximately 9 Billion Pounds for 2017/2018. Even though Tesco has many strengths, there are also weaknesses in 2014, Tesco paid a fine of 129 pounds for overstating profits in 2014. (Co, 2017) In 2007 Tesco tried to expand into America where 60 stores were opened, but by 2013 Tesco decided to cut its exposure in the US. Tesco has many opportunities which they can expand upon; for example, Tesco could expand its premium range to attract different consumers to what they may have now. Many threats have been raised over the years, such as Tesco's intense and growing competition with other leading supermarkets, such as Morrison's, Sainsbury's and Marks and Spenser. Tesco's growth through the years has mainly come down to the strategies that enable it to diversify its retail operation. Tesco has always prided itself on high-value low price products. As well as subsidiary services such as Tesco Mobile and Tesco banking. Tesco also has nine unique retail platforms which are Tesco Express, Tesco Metro, Tesco superstores, Tesco extra, Internet retailing, petrol station, one-stop, telecoms and telecom Clubcard Tesco develops its returns by reinvesting in the retail market. Tesco's expansion into other countries has increased company sales, therefore creating another basis for reinvestment Tesco states that "Our focus is always on making Tesco the best it can be for our customers. The better a job we do for customers, the more we will improve sales; the more our sales improve, the more we can reinvest in further improving the shopping trip" (Tesco PLC, 2020) Differentiation is the act of practising business activities differently from the competition. Differentiation strategy has been the best fit for Tesco as it has enabled the company to outdo its competitors in the retail industry. Tesco has attracted their customers using the differentiation strategy using low commodity prices, Tesco has also differentiated its operation by offering other services other than food.
[bookmark: _Toc53328518][bookmark: _Toc53581322][bookmark: _Toc53583780]1.0 Introduction
There are many different definitions of strategy, depending on the type of strategy. In general, a strategy is defined as a plan that helps to achieve your goals in terms of business strategy. The Cambridge Dictionary defines corporate strategy as "the ideas and plans a company has for its future business activities or the process of deciding these ideas and plans within a company. (Cambridge Dictionary, n.d.)
 Johnson and Scholes define strategy as "The direction and scope of an organisation over  the long term which achieves advantage for the organisation through its configuration of resources within a challenging environment, to meet the needs of markets and to fulfil stakeholder expectations" (Johnson & Scholes, 2008)
[bookmark: _Toc53328519][bookmark: _Toc53581323][bookmark: _Toc53583781]1.1 Company Background
Jack Cohen began Tesco when he opened a small market stall located in East London. He was able to make a profit of one pound and four pounds in sales. The name Tesco first appeared in 1924 when he purchased a shipment of tea from Mr T.E. Stockwell. Initials and letters were merged to form Tesco, and the first store opened in London. In 1929 Mr Cohen opened his flagship store, and in 1932 he became a private limited company. (Clark , 2014) Tesco is now one of the largest retailers in the world. Tesco's core business is retailing in the UK, which provides 60 percent of all sales and profit. Tesco also has the broadest range of food of any retailer in the UK  (Business Case Studies, 2019)
[bookmark: _Toc53328520][bookmark: _Toc53581324][bookmark: _Toc53583782]1.2 Objectives of the report 
The objective of this report is to analyse the strategic management technique used by Tesco to manage the business. There are several different methods that can be used to do this, such as: - 
· Porters Five Forces
· Bowmans Strategy Clock
· Stakeholder Analysis
· SWOT
[bookmark: _Toc53328521][bookmark: _Toc53581325][bookmark: _Toc53583783] 1.3 Competitive strategy
There are several different theories when it comes to what competitive strategy is. One of which belongs to Michael. E Porter, who created what is known as porters five forces Porters "The first fundamental determinant of a firm's profitability is industry attractiveness. Competitive strategy must grow out of a sophisticated understanding of the rules of the competition that determine an industry's attractiveness. The competitive strategy aims to cope with and, ideally, to change those rules in the firm's favour, the rules of the competition are embodied in five competitive forces: the entry of new competitors, the threat of substitutes. the bargaining power of buyers, the bargaining power of suppliers, and the rivalry among the existing competitors" (Porter, 1985) 
[bookmark: _Toc53581326][bookmark: _Toc53583784]1.4 Mintzberg 
Mintzberg's view of strategy has at least two implications. First, the strategy is not one decision but must be viewed in the context of several choices and the consistency among them. Second, the concept means that the organisation must be constantly aware of decision alternatives. (Mintzberg's view on strategy, 2018) Mintzberg came up with the idea of having four different aspects of strategy which are Intended, Emergent Abandoned and Realised 
An intended strategy is as a strategy that deals with the organisation's intentions; in other words, it is a strategy that on an organisation in the market hopes to execute. An emergent strategy emerges over time; it is unplanned and creates in response to change, such as threats opportunities and challenges. A realised strategy is a strategy that a company actually follows; a realised strategy is often part of the organisation's intended strategy. 
[bookmark: _Toc53328522][bookmark: _Toc53581327][bookmark: _Toc53583785]2.0 Main Findings 
[bookmark: _Toc53328523][bookmark: _Toc53581328][bookmark: _Toc53583786]2.1 Overview
Strategic management is the process and approach of specifying an organisation's objectives, developing policies, programmes, paradigms and plans to achieve these objectives, and allocating resources to implement the policies, programmes, paradigms and plans. (Omalaja & Eruola, 2011) 
Tesco's mission is to be the champion for customers, helping them enjoy a better quality of life and an easier way of living. In the UK Tesco serve 66 Shoppers every second, so it is their goal to ensure every one of those customers experiences just a little better service on each visit. (Tesco PLC, 2020) Tesco's main values are Understanding customers, be the first to meet their needs and to act responsibly for their communities. (Tesco PLC, 2020) Tesco's vision has five elements which are 
1. Wanted and needed around the world
2. A growing business, full of opportunities
3. Modern, innovative and full of ideas
4. Winners locally while applying our skills globally. 
5. Inspiring, earning trust and loyalty from customers, our colleagues and communities. (Business Case Studies, 2019)


Tesco's strategy is that of a realised one, due to the ever-changing environment, it is quite hard to keep to an intended strategy. Tesco has been around for over 100 years. Much change has happened within that time this means that Tesco has had to adapt to new experiences such as different customer trends, a change in laws, and any competition that arises 

[bookmark: _Toc53328524][bookmark: _Toc53581329][bookmark: _Toc53583787]2.2 Strategic Analysis 
[bookmark: _Toc53581330][bookmark: _Toc53583788]SWOT
SWOT stands for strengths, weaknesses, opportunities and threats. A SWOT Analysis is a method for evaluating these four aspects of a company.  For your organisation to gain the best advantage, you can use SWOT Analysis to make the most of what you have. Furthermore, by understanding what you are lacking, and eliminating threats that would otherwise catch you unaware, you can reduce the possibility of failure. (Mind Tool Content Team , n.d.)
	Strengths
· Tesco is one of the largest retailers in the UK 
· Many awards Won
· Operational in 14 countries
	Weaknesses
· Failed expansion in Japan and America
· Less profit due to referendum 
· Debt problems

	Opportunities

· Increased Premium range products
· Expansion overseas
	Threats
· Change of consumer buying behaviour 
· Intense competition
· Currency fluctuations







Tesco has many strengths, such as being one of the largest retailers in the UK based on annual sales of approximately 9 Billion Pounds for 2017/2018. (Sabanoglu, 2020) Tesco has won many awards for many things, such as sustainability and supplier awards. (Enabling Active Lives, 2020) Tesco also one supermarket of the year in 2019 (Marine Stewardship Council, 2019) Tesco operates in 14 countries, including China, India, Poland, Turkey. (Tescopoly, n.d.)
Even though Tesco has many strengths, there are also weaknesses in 2014, Tesco paid a fine of 129 pounds for overstating profits in 2014. (Co, 2017) In 2007 Tesco tried to expand into America where 60 stores were opened, but by 2013 Tesco decided to cut its exposure in the US. (Onikoyi, 2019)
Tesco has many opportunities which they can expand upon; for example, Tesco could expand its premium range to attract different consumers to what they may have now. This would also allow them to compete with other high-end supermarkets such as Waitrose and Marks and Spenser. Tesco also has the opportunity to expand into emerging countries such as Turkey and Indonesia; this could mean more profit for the company. (Business Strategy Hub, 2019)
Many threats have been raised over the years, such as Tesco's intense and growing competition with other leading supermarkets, such as Morrison's, Sainsbury's and Marks and Spenser. Tesco's motto every little help is known by nearly everyone in the UK and beyond. However, with other supermarkets having their own motto, such as Morrison's Price Cuts Guarantee. Tesco also has the opportunity to resolve their financial problems. 
[bookmark: _Toc53581331][bookmark: _Toc53583789]Power/Interest Matrix
[image: ]Mendelow emphasised power (i.e., ability to affect vital organisational decisions) and the degree of stakeholder's interest (i.e., the desire to influence particular organisation)  Stakeholders with great power and simultaneously a high level of interest are known as 'key players' due to the highest potential to benefit or harm the organisation (Mendelow,1991). (Mendelow, 1991)
Tesco needs to monitor their competition as it helps them to stay one step ahead. Keeping customers satisfied is extremely important as they are the most important aspect of the company as customers are the once who provide the income. It is also essential to monitor customers as trends are constantly changing, which means that Tesco will need to adapt to the current demand. Managing and informing stakeholders are also crucial as they are significant to the company. 
[bookmark: _Toc53581332][bookmark: _Toc53583790]Bowmans Strategy Clock
[image: ]Bowman's strategic Clock is a model that explores the options for strategic positioning; for example, how a product should be positioned to give it the most competitive position in the market. Bowman's Strategic Clock aims to illustrate that a company has a variety of options for positioning a product based on two dimensions, price and perceived value. Figure 1Bowman's strategic clock (Riley, 2020)

(Riley, 2020)

There are eight positions on the strategic Clock. Low price and low value-added, Low Price, Hybrid, Differentiation, Risky High Margins, Monopoly Pricing and loss of market share. (Riley, 2020)
Tesco's growth through the years has mainly come down to the strategies that enable it to diversify its retail operation.  Tesco has always prided itself on high-value low price products. As well as subsidiary services such as Tesco Mobile and Tesco banking. Tesco also has nine unique retail platforms which are Tesco Express, Tesco Metro, Tesco superstores, Tesco extra, Internet retailing, petrol station, one-stop, telecoms and telecom Clubcard. (Wikapedia, 2020) This means that Tesco could appear on different parts of the strategic Clock depending on the different areas you look at. 
When looking to the low price and low value-added position it is clear the see that Tesco does not fit in this position as even though Tesco prides itself on low prices,  they do not produce low-value goods. (Brannen, Moore, & Mughan, 2013)
 A hybrid position involves low price and product differentiation. Despite Tesco having a low-price strategy, the company can harmonise its cost using reinvestment efforts. Tesco develops its returns by reinvesting in the retail market. Tesco has also extended its range to non-food products; this makes the company divers and keeps customers interested. (Audu, Anyesha, Hassan, & Aboki, 2014) Tesco's expansion into other countries has increased company sales, therefore creating another basis for reinvestment Tesco states that "Our focus is always on making Tesco the best it can be for our customers. The better a job we do for customers, the more we will improve sales; the more our sales improve, the more we can reinvest in further improving the shopping trip" (Tesco PLC, 2020).
Differentiation is the act of practising business activities differently from the competition. A strategy helps to improve a company's marketability level. Tesco Believe that a strong and differentiated brand creates long term value for every stakeholder in their business. 
Differentiation strategy has been the best fit for Tesco as it has enabled the company to outdo its competitors in the retail industry. Tesco has attracted their customers using the differentiation strategy using low commodity prices, Tesco has also differentiated its operation by offering other services other than food. 
[bookmark: _Toc53328527][bookmark: _Toc53581333][bookmark: _Toc53583791]3.0 Conclusion
Tesco's growth through the years has mainly come down to the strategies that enable it to diversify its retail operation. Tesco has always prided itself on high-value low price products. Tesco Believe that a strong and differentiated brand creates long term value for every stakeholder in their business. Despite Tesco having a low-price strategy, the company can harmonise its cost using reinvestment efforts. Tesco develops its returns by reinvesting in the retail market. Differentiation strategy has been the best fit for Tesco as it has enabled the company to outdo its competitors in the retail industry. Tesco has attracted their customers using the differentiation strategy using low commodity prices, Tesco has also differentiated its operation by offering other services other than food.
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