[image: ]

Assessment component - Individual report
	Student Name
	Kharul Alam Riad

	ID
	2438577

	Program 
	Master of Business Administration

	Module Code
	LCMB7003

	Module
	Strategic Management

	Assignment Title
	Assessment component - Individual report

	Lecturer Name
	Amare Desta
Zulf Khan





Table of Contents
Introduction	4
Part 1	4
1. Organisational Context and Overview	4
1.1 Market and Competitor Analysis	5
2. External and Internal Environment Analysis	5
2.1 PESTEL Analysis: External Factors and Strategic Decisions	5
2.2 Critical Success Factors and Strategic Challenges	8
2.3 Internal Environment: Resources, Capabilities and Core Competencies	9
2.4 VRIO Evaluation of Strategic Capabilities	10
2.5 Internal Strengths and Competitive Advantage	12
3. CSR and Sustainability Objectives	12
4. Balanced Scorecard and a Holistic View	13
4.2 Customer Perspective	14
4.3 Internal Business Processes Perspective	14
4.4 Learning and Growth Perspective	15
5. Strategic Choices and Implementation	16
5.1 Business‑Level Strategy	16
5.2 Corporate‑Level Strategy	17
5.3 Managing Change and Strategic Implementation	17
6. Strategic Evaluation and Recommendations	18
6.1 SWOT Analysis	18
6.2 Ansoff Matrix: Growth Options	19
6.3 Recommendations	20
Conclusion	21
Part 2	22
Reflective Account Using Gibbs’ Reflective Cycle	22
1. Description	22
2. Feelings	23
3. Evaluation	23
4. Analysis	24
5. Conclusion	24
6. Action Plan	25
References	26


Table of Figures
Figure 1: Grocery Sector Market Share	5
Figure 2: PESTEL Analysis Components	6
Figure 3: Internal Environment Elements	9
Figure 4 Tesco VRIO Analysis	10
Figure 5: Corporate and Business Level Strategy Formation	17
Figure 6: Ansoff Matrix	20
Figure 7: Gibbs Reflective Cycle	23


[bookmark: _Toc221712022]Introduction
This report is a critical review of the management practice of Tesco PLC in context of strategic management in the modern UK grocery retail environment. It presents the organisational background, mission, vision and the business model of Tesco and the analysis of its external and internal environment based on existing strategic frameworks. PESTEL, VRIO, the Balanced Scorecard, SWOT and the Ansoff Matrix are used in evaluating the competitiveness of Tesco, resource base and means of attaining sustainable competitive advantage. The report also reviews corporate social responsibility and sustainability goals of Tesco, takes strategic decisions and decisions implementation as well as concluding with evidence-based recommendations and the research and analysis process is also given with a reflective account.
[bookmark: _Toc221712023]Part 1
[bookmark: _Toc221712024]1. Organisational Context and Overview
Tesco PLC is the largest grocery and general merchandising retailer that was established in 1919 as a market stall in London by Jack Cohen and developed into a multinational retailer with supermarkets, hypermarkets, convenience stores, and online stores (Tesco PLC, 2024a; DCFModeling, 2025). Traditionally, Tesco has grown both organically and by acquisition, launching different formats including Tesco Extra, Tesco Superstore, Tesco Express and One Stop in addition to experiences in financial services (Tesco Bank), mobile telephony and clothing. Following a phase of excessive growth and accounting scandal in 2014, the organization brought back its attention to its core UK and Republic of Ireland operations by divesting some of its international operations and non-core assets to achieve profitability and strategic focus (Tesco PLC, 2024a; Anon, 2014).
The mission and purpose of Tesco are usually described as serving customers, communities and the planet a little better every day. This mission is supported by the vision to become the most valued business by the customers, communities, colleagues and shareholders (Tesco PLC, 2024a; DCFModeling, 2025). The business model focuses on high-volume, low-margin retailing, which takes advantage of economies of scale, a large product range (including robust own-label brands like Tesco Finest and Everyday Value), and a wide range of customer data provided by the Clubcard customer loyalty scheme to create customer and shareholder value (Grocery Doppio, 2024; DCFModeling, 2025). The use of digital channels and online fulfilment of groceries have become essential elements where e-commerce, automation, and data analytics play a significant role to facilitate an omnichannel offer (AInvest, 2026).
[bookmark: _Toc221712025]1.1 Market and Competitor Analysis
Tesco resides in the grocery retail sector, which has traditionally been dominated by the so-called big four, namely Tesco, Sainsbury, Asda, and Morrisons, although it is now being threatened by other discounters like Aldi and Lidl based in Germany as well as by online-driven competitors like Ocado (Statista, 2025).
[image: ]
[bookmark: _Toc221712366]Figure 1: Grocery Sector Market Share
Source: WorldPanel
 In 2024-2025, Tesco has retained its main market share with approximately 28-29 per cent of the UK grocery market, ahead of the Sainsbury and the rapidly expanding discounters (Statista, 2025; Consumer Edge, 2025). Its effectiveness in a scale, brand strength, convenience store coverage and an advanced loyalty and data analytics power, which facilitates personalised pricing and promotions, keeps it in the competitive position (AInvest, 2026; AInvest, 2025). Nonetheless, such a leadership position is subject to stiff price wars, shifting consumer demands and regulatory and environmental demands, and strategic management is vital in maintaining a competitive edge.
[bookmark: _Toc221712026]

2. External and Internal Environment Analysis
[bookmark: _Toc221712027]2.1 PESTEL Analysis: External Factors and Strategic Decisions
[bookmark: _Hlk221577738]The PESTEL framework offers a framework through which macro-environmental factors surrounding the strategic decisions at Tesco can be analysed (Johnson et al., 2020).

[bookmark: _Toc221712367]Figure 2: PESTEL Analysis Components
Political:
The new post-Brexit trade policies have added to the volume of customs work, documentation, and expenses of food imports, most of which were formerly sourced through the EU (Walker and Mugudubi, 2021; Howandwhat.net, 2023). In the case of Tesco, this has led to reconfiguring of the supply chain, creation of more inventory buffers and closer cooperation with the local suppliers to cushion against disruptions and cost volatility. Simultaneously, the priorities of the UK government in the area of food security and domestic agriculture support, as well as the changing standards offered by Food Standards Agency, determine the sourcing policies and compliance investments of Tesco (Pestel analysis.com, 2026). 
Economic:
The UK has had a cost-of-living crisis that has continued to exert stress on the income earned in real terms and the increase in prices of foods and energy has made people sensitive to prices in their purchases of food (Desklib, 2024). In the case of Tesco, this has strengthened a strategic emphasis on value, which has taken the form of price matching a discounter (i.e. Aldi Price Match), comprehensive Clubcard price promotions and everyday low prices on major lines (AInvest, 2026; AInvest, 2025). Simultaneously, energy, logistics and wage cost pressures have necessitated the strict control of costs and productivity enhancements, such as automation, logistics network optimisation and economies of scale exploitation (Grocery Doppio, 2024).
Social:
The changes in consumer lifestyles and values have a huge implication on the strategy of Tesco. The hectic work schedules promote the convenience formats, ready foods and online shopping of groceries (Uniwriter, 2025). The focus on health, wellness and ethical consumption is also gaining momentum, and the customers are more concerned about nutrition, animal welfare, ethical sourcing and environmental impact (Mintel, 2021; Jones et al., 2009). Some of the ways by which Tesco reacts include healthier product reformulation, providing more explicit labelling, more plant-based products, and in-store promotion of sustainable consumption (Jones et al., 2009). 
Technological:
The change in technology is rather rapid, and it impacts the customer experience and operations. Tesco has put funds in the online grocery systems, mobile applications, pricing and range optimisation uses AI to improve, and robotics in distribution centres (AInvest, 2026; DCFModeling, 2025). These investments are used to facilitate an omnichannel approach where customers can combine home delivery, click and collect and quick delivery channel (e.g. Tesco Whoosh), enhancing convenience and loyalty (Flavor365, 2025). On the internal level, the personalised promotions, assortment decisions and demand forecasting are supported by the Clubcard-based data analytics (which covers most households in the UK) (AInvest, 2025). 
Environmental:
Environmental regulation and climate change generate powerful strategic priorities. Tesco became the first FTSE 100 retailer to have science-based targets in accordance with the Paris Agreement and has also pledged to be net zero in the UK by 2035 and its value chain by 2050 (IFAC, 2023; Tesco PLC, 2023a). To accomplish these targets, energy efficiency, renewable power, transport electrification, minimization in food waste and environmentally friendly agriculture have to be invested in (Tesco PLC, 2023a; Tesco PLC, 2023b). Consumer expectations are also affected by environmental issues, and Tesco has also decreased the use of plastic packaging in the products it manufactures, as well as sustainable fisheries and addressing deforestation in its commodity sourcing networks, including soy (Tesco PLC, 2023b).
Legal:
The legal framework that Tesco has to adhere to is quite intricate and includes competition law, labour legislation, food safety, labels, and environmental standards (Howandwhat.net, 2023). Scandals in the past, such as an accounting scandal in 2014, and equal pay disagreements, have increased the attention to Tesco in terms of governance and labour practices (Anon, 2014). Legal changes in regard to the practice of fire and rehire on employees and evolving case law concerning labour rights tightens managerial discretion and necessitates more collaborative strategies of changing the workforce (Pestel analysis.com, 2026). 
[bookmark: _Toc221712028]2.2 Critical Success Factors and Strategic Challenges
The critical success factors of Tesco in the UK grocery market in this environment entail:
Price competitiveness and value proposition: At the same time as the discounters, providing the same price and promotional offers with maintaining the same margins despite the scale efficiencies (AInvest, 2026).
Easy accessibility and store network density: Tesco Express and neighbourhood formats ensure a high level of accessibility of a large network of supermarkets and convenience stores throughout the UK (Grocery Doppio, 2024).
Omnichannel capability: A combined online and offline channel, dynamic fulfilment choices and powerful last mile logistics (McKinnon, 2022).
Brand trust and customer loyalty: A powerful and recognisable brand, which is supported by the Clubcard scheme and stable value and quality (CCSENet, 2010; DCFModeling, 2025).
Resilience and efficiency of supply chains: Strong ties with vendors, advanced logistics and inventory control, and volatility in demand and supply (Anon, 2014; IJSAB, 2023).
Sustainability and CSR actions: Plausible development on climate, waste and community impact as they move to mainstream among regulators, investors and consumers (IFAC, 2023; Tesco PLC, 2023b).
On the other hand, Tesco is struggling with such strategic challenges as:
Discounters such as Aldi and Lidl are also increasing competition with Tesco, and the high-end retailers squeeze the margins and compel the latter to invest at all times in price (Statista, 2025; Flavor365, 2025). Added to these are incessant inflation and pressure on cost of energy, labour and logistics, which require continuous productivity improvement (Desklib, 2024). Also, regulatory and reputational risk is looming huge especially in areas such as employment practices, treatment of suppliers and data privacy. The difficulty of looking to attain net zero through a global value chain is also an additional issue, as a high percentage of the emissions are Scope 3 and are beyond the control of Tesco (IFAC, 2023). Lastly, online turmoil by agile e-commerce and quick-commerce players poses a risk of losing market share by Tesco.
[bookmark: _Toc221712029]2.3 Internal Environment: Resources, Capabilities and Core Competencies

[bookmark: _Toc221712368]Figure 3: Internal Environment Elements
The resource-based view (RBV) analyses the tangible and intangible resources, capabilities and core competencies (Barney, 1991). For Tesco important physical resources comprise a large physical store portfolio (more than 3,800 stores in the world, but with a high presence in the UK), contemporary distribution centres, and supply chain, and large financial resources to spend on technology and sustainability (DCFModeling, 2025). The logistics and property portfolio facilitates economies of scale and scope so that Tesco can diversify the fixed costs with the high sales volumes (Grocery Doppio, 2024).
Intangible resources are also crucial. Tesco has a strong brand equity; as the biggest supermarket in the UK, extensive database of customer information through Clubcard (serving the majority of UK households), decades of supplier relationships and organisational experience of the mass retailing (AInvest, 2025; CCSENet, 2010). Corporate reputation - ruined due to the accounting scandal of 2014 - has been restored through a consistent governance, transparency and customer focus enhancement (Anon, 2014; Tesco PLC, 2024a).
The ability to utilize these resources is a result of coordination. Tesco has the following core competencies:
· Product range and assortment management, adjusting to the local markets and customers.
· High-tech data analysis and customer intelligence, which allow creating a personalised offer and planning inventory (AInvest, 2025).
· The operations management and logistics, such as cold chain (Anon, 2014; McKinnon, 2022), inventory management and store operations.
· Omnichannel integration, the integration of online and physical stores and last mile delivery.
· Integration of sustainability, incorporating climate, waste and sourcing policies into the procurement and operations (IFAC, 2023; Tesco PLC, 2023b).
[bookmark: _Toc221712030]2.4 VRIO Evaluation of Strategic Capabilities
The VRIO Framework (Value, Rarity, Imitability, Organisation) assists in the assessment of the resources and capabilities that supports sustainable competitive advantage (Barney, 1991).
	Tesco Resource/Capability
	Valuable?
	Rare?
	Expensive to imitate?
	Used by organization?
	Impact on competition
	Company performance

	Brand & Market Leadership
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage
	Consistently above average

	Clubcard Data & Analytics
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage
	Consistently above average

	Supply Chain Efficiency
	Yes
	No
	No
	Yes
	Competitive parity
	Average

	Sustainability Integration
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage
	Superior to average

	Convenience Store Network
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage
	Consistently above average


[bookmark: _Toc221712369]Figure 4 Tesco VRIO Analysis
Value
Tesco has a great brand awareness and high level of market share which generates a value that attracts clients and bargaining good deals with suppliers. Branding is easy to imitate by competitors, but decades of customer relationships and brand associations are decades-long path-dependent. Tesco is structured to take advantage of this with put together marketing and uniform value propositions, which argues of a long-term competitive edge (DCFModeling, 2025; Statista, 2025).
Rarity
Platform, richer transaction information on millions of households, enhanced analytics and AI informed pricing is very useful in optimising promotions, assortment, and customer retention (AInvest, 2025). This resource is rather uncommon at the scale of Tesco. Although Sainsbury has Nectar and other programs, Tesco has a strong penetration and level of data. The cost of imitation, in terms of investment in IT, analytics talent and behavioural insight, would be high and time consuming to completely imitate. Tesco can make the most of this ability by incorporating organisational structures, including special data and digital teams and integration into decision making.
Limitability
Tesco has an efficient distribution network, which includes automated distribution centres and online fulfilment picking (store based). It therefore brings value due to reduced costs and enhanced availability (Anon, 2014; McKinnon, 2022). Although the other significant competitors also spend a lot on supply chains, the scale of Tesco provides monopsony and the possibility to bargain better conditions (Grocery Doppio, 2024). This is because competitors can copy numerous aspects of logistics best practice, and as such this is a valuable capability and to some degree unique but not exactly inimitable, providing at least a temporary advantage.
Organization
Tesco has been one of the first businesses to incorporate science-based targets, net zero commitments, and structured approaches based on People, Product, Places and Planet, which create a distinction in the marketplace compared to the behind pack, consequently diminishing regulatory and reputational risk (IFAC, 2023; Tesco PLC, 2023b). The presence of cross functional ESG committees and clear KPIs in Tesco means that the organisation aligns and facilitates a temporary benefit at minimum and a longer-lasting one as the regulation increases (IFAC, 2023).
Competitive Advantage
The Tesco network of Tesco Express and Tesco convenience formats also provides Tesco with a high degree of proximity and little and often shopping opportunities that intimidates rivals (Flavor365, 2025; Consumer Edge, 2025). Although convenience formats are not novel, the size and location footprint are fairly distinct and expensive to duplicate in consideration of planning restrictions and property expenses. Tesco organisation with its specific format strategies and local merchandising allows it to fully utilise this asset and provide a sustainable competitive advantage in convenience retailing.
[bookmark: _Toc221712031]2.5 Internal Strengths and Competitive Advantage
The scale, data driven insight, brand trust and operational efficiency are Tesco internal strengths that underpin a hybrid approach that unites cost leadership with some aspects of differentiation (Porter, 1985). The scale and supply chain allows the company to maintain low operating costs and provide wide assortments, own label brands and services that distinguish it among pure discounters (Grocery Doppio, 2024; Desklib, 2023).
The Clubcard scheme is also rather strategic, as it allows granular price discrimination, control of specific promotions and personal communication, which generate loyalty and enlarge a basket (CCSENet, 2010; AInvest, 2025). The insights derived through data are also used to support category management and innovation so that Tesco can pursue and influence directions in healthier diets, plant-based diets and premiumisation (Tesco Finest) and thus attract both cost-conscious and quality conscious segments. These internal capabilities, which have been orchestrated in a well-structured manner around the customer focused mission and the disciplined use of capital, enable Tesco to protect its market leadership and realise above average returns in a low margin industry.
[bookmark: _Toc221712032]

3. CSR and Sustainability Objectives
The corporate social responsibility (CSR) and sustainability strategy of Tesco is designed into four pillars of People, Product, Places and Planet, which is consistent with the UN Sustainable Development Goals and is characterized by a broad stakeholder orientation (IFAC, 2023). Tesco pays attention to fair employment, diversity and inclusion, and health and safety of colleagues under the People. Under Product, it prioritises the food safety, healthy diets, responsible sourcing and minimizing food waste. The category Places is related to community support, donations and local involvement, whereas the category Planet is devoted to climate change, sustainable agriculture, marine protection and deforestation (Tesco PLC, 2023a; Tesco PLC, 2023b).
The main sustainability ambitions are to have net zero carbon emissions in the UK operation by 2035 and the entire value chain by 2050, Scope 1 and Scope 2 emissions reduction by 60 per cent in 2025 relative to a 2015 base (a trajectory whereby Tesco had already reached about a 52 per cent reduction as of 2022), and a food waste reduction of 50 per cent in 2030 (IFAC, 2023; Tesco PLC, 2 Tesco similarly has also issued sustainability linked bonds, where the cost of financing is pegged to its performance in reducing greenhouse gas emissions, and has put in place schemes like the UK Soy Manifesto to address deforestation in supply chains (Tesco PLC, 2023b).
More importantly, the CSR strategy of Tesco is not completely unselfish; it is directly connected with its commercial aims. Sustainability initiatives minimize the long-term costs and risk (e.g. by using less energy and maintaining supply of energy and other resources), assist in brand differentiation, and address investor expectations of sustainability (IFAC, 2023). 
[bookmark: _Toc221712033]

4. Balanced Scorecard and a Holistic View
The Balanced Scorecard (BSC) is a tool that has been created by Kaplan and Norton (1992) to relate strategy to a coherent group of performance measures that are organized into Financial, Customer, Internal Business Processes, and Learning and Growth. The analysis below suggests Tesco’s goals, key performance indicators (KPIs), and activities in line with the priorities outlined by Tesco.
4.1 Financial Perspective
Objectives:
· Maintain good growth in the main UK grocery business.
· Enhance operating margin by way of cost efficiencies and mix management.
· Increase capital productivity and returns to the shareholders.
	Possible KPIs and Targets:
	Key Initiatives:

	· Growth in revenues (in percentage per year) in the core UK and online (Tesco PLC, 2024a).
· Adjusted operating margin percentage, and targets to stabilize or grow slowly even in the face of price investment pressure.
· ROCE and total shareholder return (Tesco PLC, 2024a).

	· Current cost saving programmes through automation, supply chain streamlining and simplification, aiming at serving hundreds of millions of pounds in cumulative savings (AInvest, 2025).
· Portfolio optimisation, disposition of non-core and concentration of capital in high return formats and digital capabilities.


[bookmark: _Toc221712034]4.2 Customer Perspective
[bookmark: _Hlk221578151]Objectives:
· Become the value, quality and convenience supermarket of choice.
· Gain customer loyalty and share of wallet.
· Improve the perceptions of the customers regarding Tesco as a responsible and sustainable retailer.
	Possible KPIs and Targets:
	Key Initiatives:

	· Customer satisfaction average and Net Promoter Score, including uplift targets (DCFModeling, 2025).
· Sharing of market in primary segments (all grocery, convenience, online) (Statista, 2025).
· Penetration of club card (as a percentage of sales made on loyalty card) and active usage rates (AInvest, 2025).
· Sustainability, value and trust brand perception measures.

	· Further evolution of Aldi Price Match and Clubcard Prices to cement the value perception.
· Improvement of Tesco Finest and healthy lines to quality and health requirements.
· Communication on sustainability achievements and community programmes in store and online (Tesco PLC, 2023b).


[bookmark: _Toc221712035]4.3 Internal Business Processes Perspective
Objectives:
· Streamline supply chain effectiveness and robustness.
· Minimize environmental impact of operations and value chain.
· Enhance online fulfilment availability, accuracy and speed.
	Possible KPIs and Targets:
	Key Initiatives:

	· On shelf availability and order fulfilment rates (percentage of order met on time, in full).
· Energy consumption and CO2e per square metre of selling space and per case delivered, and targets are in line with net zero pathways (IFAC, 2023).
· Store-wise and distribution centre-wise food waste and yearly reduction targets (Tesco PLC, 2023a).
· Costs of picking and delivering each online order, on average (McKinnon, 2022).
	· The use of AI to predict demand, automated warehouses and route optimization was made possible through investment (AInvest, 2026).
· Refrigerant upgrades, LED and renewable energy contract roll outs.
· Upstream emission and waste reduction through collaborative programmes with suppliers.



[bookmark: _Toc221712036]4.4 Learning and Growth Perspective
Objectives:
· Establish digital, analytical and sustainability skills within the labour force.
· Enhance a culture of inclusion that is in line with the values of Tesco.
· Foster constant improvement and introducing new formats, products and processes.
	Possible KPIs and Targets:
	Key Initiatives:

	· Digital skills; Customer service and sustainability: Hours per employee of training.
· Scoring of employee engagement and retention.
· Leadership diversity and workforce diversity.
· The number of new innovations (e.g. new format or product range) that have been successfully introduced in terms of their contribution to sales in a given year.
	· Data analytics, customer experience and ESG continuous learning programmes.
· Diversity-oriented leadership development and talent pipelines.
· Organized innovation practices based on customer understanding and experimentation (e.g. testing new store concepts or online services).



[bookmark: _Toc221712037]5. Strategic Choices and Implementation
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[bookmark: _Toc221712370]Figure 5: Corporate and Business Level Strategy Formation
Source: Github.io; International Business
[bookmark: _Toc221712038]5.1 Business‑Level Strategy
[bookmark: _Hlk221578398]At business level, Tesco is mainly competing by adopting a hybrid approach of cost leadership and differentiation at the mass market in the grocery sector (Porter, 1985). Cost leadership manifests itself in the unrelenting price investments, supply chain management, and economies of scale which allow it to offer low prices compared to full line competitors (Desklib, 2023). The differentiation is also attained by large product lines (such as the premium Tesco Finest lines), large amounts of own branding, high levels of convenience and a sophisticated loyalty and data system via Clubcard (CCSENet, 2010; DCFModeling, 2025).
The other business level options would involve pure cost leadership (reducing range and eliminating services to become discounters) or more differentiation by targeting premium, ethical or experience positioning. The transition to pure cost leadership might potentially ruin brand equity and lose middle market and high-end shoppers whereas too much focus on differentiation may forfeit the value ground to Aldi and Lidl. Since the UK market is polarised, the existing hybrid value plus quality positioning is fitting. Therefore, it needs to be reinforced on a regular basis with the help of innovation, data-based personalisation, and value propositions (AInvest, 2026).
[bookmark: _Toc221712039]5.2 Corporate‑Level Strategy
Further diversification, vertical integration and international expansion are the corporate level options. Tesco already has diversification in related financial service (Tesco Bank) and telecoms and non-food retail, cross selling services using its brand, stores and data (Tesco PLC, 2024a). Following a spell of retrenchment caused by declining performance in international operations, including the US and portions of Asia, the present strategy of Tesco focuses on consolidation within the domestic markets and strategic international operations in the present strategy.
Corporate level strategies that could be considered are:
· Further digital and platform diversification: Expanding into digital market places, advertising platforms (with Clubcard data) and collaborating with technology companies.
· Selective vertical integration: Further upstream integration/investment in primary farm and manufacturing partners to achieve sustainable supply.
· Revitalized international growth: Focused entry into high growth markets either through partnerships or joint ventures as opposed to complete owned expansion.
[bookmark: _Toc221712040]5.3 Managing Change and Strategic Implementation
The strategic application of Tesco, which has been executed in the last decade, was associated with significant organisational change, including leadership change, reorganisation, and asset disposal and cultural rejuvenation following the 2014 accounting scandal (Anon, 2014). Later leaders undertook to streamline the Tesco business, better the governance, enhance financial discipline, and new purpose as a common one: serving shoppers a little better every day (Tesco PLC, 2024a).
The management of change has been facilitated using strategic priorities (e.g., competitiveness, customer satisfaction, cash generation), strict performance management and stakeholder engagement, such as employees and suppliers. Nevertheless, certain programs - closure of stores, shifting employment conditions and automation - have created friction in labour relations and media authorities, which is also the example of social costs of restructuring (Pestel analysis.com, 2026). The recent focus of Tesco on colleague wellbeing, pay investments and inclusion, in part, is a reflection of a realization that an implementation needs to be largely employee buy in and not just top-down directives (IFAC, 2023). Thus, Tesco has shown a high level of changeability, reversed a strategic drift, and reclaimed its market leadership and profitability. 
[bookmark: _Toc221712041]6. Strategic Evaluation and Recommendations
[bookmark: _Toc221712042]6.1 SWOT Analysis
	Strengths:
	Opportunities:

	· Good brand recognition and market leadership in UK (Statista, 2025).
· Wide chain of stores, supermarkets and convenience formats.
· Strong data and analytics capacity through Clubcard, which requires personalisation and loyalty (AInvest, 2025).
· Effective supply chain and economies of scale.
· Combined sustainability and CSR plan and plausible net zero dedication (IFAC, 2023).
	· The development of online grocery and fast delivery (McKinnon, 2022).
· Growth of retail media and information-based services, based on Clubcard.
· Growth in consumer interest in sustainable, healthy and local product consumption (Jones et al., 2009).
· Further social progress in automation, AI and robotics to enhance efficiency (AInvest, 2026).

	Weaknesses:
	Threats:

	· Reliance on the existing and competitive UK market.
· Old reputational risks of previous scandals and labour conflicts.
· Multi format, omnichannel operations are complex and costly to maintain.
· Slim margins and vulnerability to price volatility.
	· Increased competition by discounters and high-end competitors.
· Financial fluctuations and sustained cost of living.
· Tightening of regulations on health, employment, data and environment.
· Entry threats in quick commerce or e commerce.





[bookmark: _Toc221712043]6.2 Ansoff Matrix: Growth Options
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[bookmark: _Toc221712371]Figure 6: Ansoff Matrix
Source: Peter Boolkah
The growth options of Tesco can be assessed by means of the Ansoff Matrix (Ansoff, 1957):
Penetration (existing markets, existing products): 
Tesco already does it by way of price promotion, loyalty programs and better customer experience. The further optimisation of Aldi Price Match, Clubcard Prices and the expansion of convenience stores will assist in penetrating UK grocery market even further (AInvest, 2026; Flavor365, 2025).
Product development (existing markets, new products): 
Tesco product development in terms of its innovation in the own label products (Finest, plant based, value levels), the health-oriented products and ready-to-eat solutions constitutes as product development. The possibility of developing sustainable, low carbon and functional foods in line with the trends toward health and environment remains (Jones et al., 2009; Tesco PLC, 2023a).
Market development (new markets, existing products): 
In the UK, it may involve more penetration into under-served geographic or demographic markets as well as reinforcement of online and quick delivery. This may be viewed as a cautious re-entry into the select markets internationally through partnerships, however according to past experience, this should be done cautiously (Anon, 2014).
Diversification (new markets, new products): 
Tesco has entered into banking, mobile and digital advertising which are related forms of diversification. Future enhancements can be data based B2B or sustainability solution partnerships. Non-related diversification would however cause more risk and distract core competencies.
[bookmark: _Toc221712044]6.3 Recommendations
On the basis of the analysis conducted above, the strategic management theory, the following recommendations are offered:
· Increase the intensity of the data-driven hybrid approach: 
Tesco needs to further develop its hybrid cost leadership and differentiation approach through the utilization of Clubcard data and artificial intelligence to apply value propositions at a more detailed level. This is in line with RBV and VRIO logic, which exploits the rare and difficult-to-copy ability (Barney, 1991; AInvest, 2025). 
· Enhance sustainable competitive advantage by integrating ESG: 
To ensure the company remains legitimate and pre avoid regulatory risk, Tesco needs to increase efforts on net zero and circular economy targets, including environmental scoring on supplier scorecards, capex decisions and executive rewards (IFAC, 2023). This helps in not only minimizing the cost (by saving energy and waste) but also differentiation (improving brand trust), which is in line with the concept of shared value.
· Invest more in excellence in omnichannel and last mile innovation: 
Tesco has a robust e commerce base and should invest in capacity and technology to offer efficient last mile fulfilment, such as micro fulfilment centres, flexible delivery options and partnership where suitable (McKinnon, 2022). This helps Ansoff in share defence against discounters and online competitors through supporting its market penetration and development strategies.
· Change management and human resources development: 
Future strategic change - e.g., automation or format rationalisation - must be supported with a strong involvement in relationships with colleagues, upskilling programs and communication to prevent the demoralisation and destruction of brand image. Nurturing skills of employees in the digital, analytics, sustainability will support the Learning and Growth view of the Balanced Scorecard and boost dynamic capabilities (Kaplan and Norton, 1992).
[bookmark: _Toc221712045]Conclusion
The analysis shows that Tesco has been able to use its size, brand power, data analytics power and large store network to remain ahead of the competition in the UK grocery market, and is increasingly incorporating the idea of sustainability and CSR in its strategic agenda. The company however is experiencing huge challenges such as intense price-based competition, cost pressures, regulatory oversight and the decarbonisation of a complicated global value chain. Raising its data-based hybrid approach, reinforcing its integration of ESG, investing more in its omnichannel potential and change management in a more participative manner, Tesco can better be able to sustain and prolong its competitive edge. The relevance of strategic management theory and reflective practice highlight the necessity to align the resources, capabilities and stakeholder expectations in the dynamic and uncertain environment.


[bookmark: _Toc221712046]Part 2
[bookmark: _Toc221712047]Reflective Account Using Gibbs’ Reflective Cycle 
[image: ]
[bookmark: _Toc221712372]Figure 7: Gibbs Reflective Cycle 
Source: Dr. Krishna Athal (Life and Executive Coach)
[bookmark: _Toc221712048]1. Description
The assignment involved critical review of the strategic management practice at Tesco, both in the external and internal environment, competitive positioning, resource competencies and sustainable competitive advantage and a reflective account of the experience using a recognised model of reflection. It starts with the choice of the focal organisation, Tesco, due to the fact that it is a large UK-based retailer with plenty of information available publicly, significant strategic changes over the past ten years and high applicability to strategic management theory.
The research stage was the collection of the data of Tesco annual and sustainability reports, independent research on the mission, vision and competitive strategy of Tesco, scholarly articles on the topic of the UK grocery retail, PESTEL frameworks, VRIO frameworks, Balanced Scorecard frameworks and the Ansoff Matrix. Industry statistics (e.g., Statista), professional and practitioner commentary (e.g., IFAC case on Tesco net zero commitments) and academic literature on sustainable consumption and retail operations (Jones et al., 2009; Anon, 2014) were used as the sources.
This was then collated into an organised report in accordance to the assessment brief. The second section used the reflective cycle of Gibbs (1988) to criticize the manner in which the research, analysis and writing were conducted.
[bookmark: _Toc221712049]2. Feelings
At the beginning, there was both a sense of confidence and fear. The confidence was based on the experience with some of the strategic management models and the overall awareness of Tesco as a large UK brand. Nonetheless, there was a fear of doing justice to the complexity of the Tesco strategy and not to provide superficial description but critical analysis.
There was information overload and relief in the fact that there was so much information about Tesco. However, on the one hand, it indicated that data and commentary were easily available; and on the other, it questioned what sources to give precedence, how to maintain currency and how to avoid over-reliance on second-order summaries, which could be considered casually academic. 
Satisfaction increased during the analysis as it became possible to relate the theoretical concepts like RBV, VRIO and the Matrix of Ansoff to real examples in the strategy of Tesco. 
[bookmark: _Toc221712050]3. Evaluation
To start with, the selection of Tesco was suitable as its size and exposure implied that the key dimensions of the brief - between external environment and CSR - could be considered with significant evidence. Second, adhering to the assignment headings to structure the report facilitated the coherence and all the aspects, including the balanced scorecard and reflective section, were addressed in a systematic manner.
It was also beneficial that various frameworks were used (PESTEL, VRIO, SWOT, Ansoff, Balanced Scorecard). The VRIO analysis gave an additional example at this point in that the data and analytics skill of Tesco was a primary source of sustainable competitive advantage, which guided the recommendations based on the conclusions.
Nevertheless, weaknesses existed as well. One was the unequal quality of sources; not all web-based analyses and case summaries were peer reviewed as this could bring into doubt the reliability of these sources. Existence of limited time implied that not every claim would be tracked to the main corporate documents or academic journals. The other weakness lay in the possible overemphasis on the positive aspects of the Tesco strategy since corporate and professional sources tend to highlight stories of success. Even though some risks and criticisms were raised (e.g., historical scandals, labour concerns), one can take a more critical theme perspective, such as stakeholder and union opinion or consumer reports.
[bookmark: _Toc221712051]4. Analysis
Using Gibbs’ (1988) model encourages deeper examination of why these strengths and applying the model will prompt further investigation into the reasons as to why such strengths and weaknesses were experienced. This ability to structure the report properly can be attributed to the knowledge of what is required in academia with regard to business and management: the use of known models, the presence of clear headings, even the connection to the mark scheme, all enhance clarity. 
The tension of breadth and depth can be attributed to the over dependence on the secondary and practitioner sources. Given the vast array of issues (including external environment, CSR and strategic implementation), the research strategy had been inclined towards coverage as opposed to intensive involvement of a limited number of highly academic materials. This is in line with what Kolb (1984) would term as a divergent learning style, which is appreciative of different viewpoints but does not offer theoretical accuracy at times.
The other valuable lesson is the use of frameworks as facilitators and inhibitors. Cognitive scaffolding is offered by frameworks like PESTEL and SWOT that enable one to deal with a complex reality. Nevertheless, they are also capable of simplifying dynamic and overlapping factors. As an example, the economic and social trends (such as the cost-of-living crisis and the shift in consumer behaviour) are closely interconnected, but PESTEL demands a separation between them. The identification of this aided in the comprehension of the models as heuristic devices and not as conclusive presentations.
Moreover, in case of CSR activities it was easy to accept Tesco’s net zero statements as is but the reflective process made it doubtful whether this was possible, relied on offsetting or actual reduction and how to affect Scope 3 emissions. This reflects the arguments of scholars about the idea of whether CSR is truly transformative or merely instrumental (Porter and Kramer, 2006).
[bookmark: _Toc221712052]5. Conclusion
On balance, research and writing of the report have helped to strengthen the knowledge on the work of strategic management theories in practice. It has demonstrated that such concepts as RBV, VRIO, and Ansoff Matrix are not abstract, they can be directly applied to actual companies, however, only with the help of close evidence collection and critical analysis. It was also important to point out in the experience the value of an integrated approach that links financial performance, customer value, operational processes and sustainability.
The most important lessons can be seen as the necessity to:
· Primary sources should be given the first priority, especially corporate reports and peer reviewed articles.
· Applying a variety of different frameworks but be cognizant of their shortcomings and the danger of automatism.
· Addressing CSR and sustainability as part of competitive strategy and not a distinct and marginal domain.
· Being aware of possible biasness within sources and search for opposing or opposing opinions.
[bookmark: _Toc221712053]6. Action Plan
In order to enhance the strategic management assessment and research projects in future, the following specific actions can be distinguished:
· Being more systematic in search: 
Search academic databases (e.g., Scopus, Web of Science, Business Source Complete) as well as general web searches, and bring additional inclusion criteria such as prioritising peer reviewed and primary sources. Keeping a research log is to trace the quality and relevance of sources.
· Reading more theory than action:
Before implementing a theory, reread the original theoretical sources (e.g., Barney on RBV, Kaplan and Norton on the Balanced Scorecard) to be able to interpret it correctly. Note down major assumptions and restrictions and carefully address them when using the models.
· Developing brief synthesis and argumentation: 
Train to summarise complex information in a much shorter form, paying attention to the most strategically important things and not repeating. Write first bullet point summaries of each section then develop complete paragraphs to define the organization of arguments.
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