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[bookmark: _Toc57230359]Executive summary

The purpose of this report is to focus on Tesco and critically analysing the strategic management of its different techniques by evaluating the balanced score card. Analysing methods such as PESTLE in which the external factors are established, SWOT will also be used to obtain a clear idea of Tesco’s internal factors involving a framework to analyse weakness, strength, threats, and opportunities. In addition, explaining the effect that stakeholder have on the organisation. Leading to the use of VIRO and value chain approaches which provides the justification of the findings and sustainability for future growth of Tesco. By the end of this report, recommendations will be looked at for the development of Tesco for the future. 



















[bookmark: _Toc57230360]Introduction 
This report will be exploring, understanding, and establishing Tesco’s supermarket strategies through their engagement with the internal and external environmental factors. Their business strategy methods will be critically examined and evaluated. The CEO expectations and new techniques for the business enterprise growth will also be evaluated. This could be achieved in a variety of ways which involving successful planning, efficiency, and guidance systems. For example, the scanning techniques inclusive of PESTLE and SWOT, which are used to offer an important analysis of the internal/external enterprise and methods to make improvements within the enterprise, with the aim of figuring out the very final product. Moreover, the company’s development will be strategically assessed as well as individuals’ behavioural needs being assessed using a comprehensive approach in the workplace. 
[bookmark: _Toc57230361]Overview of Tesco extra supermarket.  
Tesco is a British global grocery and general trading retail chain founded in 1919 and it is headquartered in Chestnut, UK and is listed on the London Stock Exchange. It additionally, has a secondary listing on the Irish Stock Exchange with the name Tesco Plc. Tesco Plc is affianced in the business of offering food, non-food, and other retailing services. The firm’s food brand, Tesco Finest and Tesco Value sell over one billion per year.  It functions various store formats that provide products, such as fresh produce, in-store bakery, and ready-made meals. One outlet, Tesco Extra, is located in Yardley, Swan Centre retail store which has remained popular within the local community and across West Midlands since the opening in 2012. The company’s online business includes online groceries. Tesco Extra is located in a retail store with fifteen more stores alongside. Tesco Extra continuously aims to improve customer loyalty and its core UK business in order to help the outlet develop the shopping experiences for its customers. It committed one billion to an investment programme to achieve this from 2012 – 2020. Throughout this period the number of individuals employed by this franchise increased by three-hundred and nineteen thousand employees in 2020 (Sabanoglu, 2020). Tesco is the UK’s leading food retailer in an extremely competitive market (Vignali, 2001). For this reason, it decided to expand operations across Europe, which also included expanding to Ireland.
[bookmark: _Toc57230362]Critical assessment of Balanced scorecard of Tesco’s current direction 

The balanced scorecard is one of the strategic success measures for management that is used to define and optimise different internal business roles and their external results. To assess and provide input to organisations, balanced scorecards are used to and provide feedback to organisation. Financial Customer Internal Process and Learning and Development are the four key viewpoints of a typical balanced scorecard. According to Kaplan and Norton (2005) customers appear to care about four key matters which are time, efficiency, performance and service and cost. Tesco articulates these concerns through its priorities and then through the success base, tests its goals. In relation to the customer, Tesco’s primary goals are highest quality; lowest price; customer satisfaction with product quality and price; and customer relations
Tesco use ‘Complete Quality Control’ in order to improve their efficiency and reduce their prices, which have been effective for many other businesses. Carrying out this method, Tesco ensure that prices of the products are low compared to other supermarkets such as Sainsbury and Morrisons and most products are cheaper than these supermarkets. For example, bread is inexpensive than bread at Sainsbury and Morrisons but higher than ASDA. The primary aims of Tesco is to win customers’ lifetime loyalty by supplying consumers with high quality goods. It is determined by the percentage of faulty items due to the quality control method carried out, that consumers return to them. 
From the financial perspective, according to Kaplan and Norton (2005), the company’s financial aims are sustainability, growth, value, and maximisation of profit for shareholders. One primary goal of every organisation is to expand and earn more money and Tesco’s key goal is to increase revenue. It calculates the company’s revenues as a five-year overview by comparing them. Tesco’s revenue dramatically grew from £36,957 million in 2005 - £59,426 million in 2009. The sum in 2005 was £1925 million to £3128 million in 2009. 
From the innovation perspective, Kaplan and Norton (2005) articulate that global competition required companies to make continual improvement to their existing products and processes and have the ability to introduce new products in order to deliver value for customers, improve operating efficiency and thereby increasing shareholder value. In order to subsist, an organisation has to be innovative and improve their standards so it can be added to the value. The core objective of Tesco regarding innovation and learning perspective are improve employee capabilities/ deliver consistently on time, product focus. They incorporate this with the training scheme called option programme which measures the employee’s skills and knowledge. Tesco check their stock on a daily basis in order to deliver products consistently on time.
Employee skills are one of the main objectives of any company. Tesco runs a training scheme called options programme for its employees to improve their skills and knowledge required for the job. They measure the employee skills on the basis of the employee gets selected for the next stage after the training. Product quality is an important objective of Tesco. It measures by regular checks on its production line. 
According to the internal perspective, this segment of balanced scorecard consists of the factors that affect the cycle time, employees’ abilities, and productivity of the company. The main targets of Tesco concerning the internal point of view are employee skills and to improve product quality.
Tesco has the mission to be choice of customer by helping them and making their lifestyles easy by providing them better satisfactory service. Their purpose of deliver is constructed in a way that can meet expectations of customers. Developing strategies to improve competitiveness were created through driving forces such as price, quality, range, innovation and delivering multichannel customer service e.g. Click & Collect (Jamal et al., 2017). This station is now transferring into multichannel sections while offering interactive touchpoints in-store to accomplish this service, where customers can purchase and take their own transaction in one channel and subsequently complete it in another channel. Whereas traditional customer service is described as a single marketing channel in which firms interact directly with customers and vice versa. 
Nguyen et al., (2017) says that the ‘Click & Collect’ channel is ideal for customers who do not have time to browse the aisles at their local Tesco store  but want to select their weekly grocery items at home and pick them up at their suitable timings. However, not also Tesco outlets provide this service due to the different times of the year or certain situations for example due to COVID-19, Tesco as well as other grocery supermarket stopped delivery to avoid close contact with customers and cross contamination at the time of deliver. However, Tesco do not provide a service in which Tesco staff could help load shopping into an individual’s car. This shows they are not being ethical because they have not thought about the elderly or the less able (Symester, 2019).
Tesco’s vision is to be the most highly valued business by the customer they serve, the communities in which they operate, their loyal and dedicated colleagues and of course, their shareholders. The satisfaction of all the stakeholders is an important issue for the measurement of vision and development of this organisation towards it as they are a major source of investment and their money is what is used to start a business and aids it to major source of investment and their money is what was used to start, grow and continue its operations. This organisation strives to be values and remain committee to satisfy the desires of all its team members in numerous approaches to check their loyalty. The annual reviews of Tesco display that it is already making inspiring milestones closer to this accomplishment (Tesco, 2020).
[bookmark: _Toc57230363]PESTLE analysis of Tesco 
This tool will be used to analyse the external and internal environment of Tesco to see if there any strength, threats or opportunity that is available to make an improvement. PESTLE assists the organisation in making decisions and directing positive actions and explores a number of the political, financial, social, technological, environmental, and legal factors that affect Tesco formerly. 
[bookmark: _Toc57230364]Political factors
Tesco operates in a number of countries e.g. Ireland, Hungary, Poland, Slovakia, Malaysia, China, Czech Republic, and others. Tesco’s home marketplace is the UK wherein political surroundings is stable though Brexit has created quite a few uncertainties. Like the house marketplace, all of its remote place’s markets are politically strong as well. Therefore, it could be said that Tesco is operating inside the political environments which can be in general conducive to business. Likewise, Tesco has proved through the years that it is far capable to respond to the current and future legislations, and adjust its business enterprise and marketing polices, accordingly.
[bookmark: _Toc57230365]Economic factors
 As the worldwide economies have been severely suffering from Covid-19, it is anticipated that many people’s income is likely to decrease and lose their jobs. This may bring about much less spending by customers or switching to cheaper brands (Lynch, 2018). Thus, this can critically have a negative effect on the operations and profits of Tesco due to the decrease in customers. According to Barney and Hesterly (2019) high labour cost, especially within the UK and Ireland, Tesco cost hundreds of thousands of pounds every year. A business that recognises the important challenges and opportunities in its competitive environment often explores how competition is likely to change in this environment and thus it's impact can bring development which has on the threats and opportunities that a company faces (Johnson et al., 2013).
[bookmark: _Toc57230366]Social factors 
 Tesco has taken some of the advantages in recent years in response to social changes and demands. For instance, due to high requirements, it sells branded halal meat to Muslim customers or has independent meat counters in some shops in the UK. similarly, in Malaysia and Thailand it sells each branded and own-labelled halal meat too. (Tesco, 2020). Tesco also sells some branded kosher products within the UK for Jewish customer. Like the rising demands for particular types of meat and chicken, demands for vegetarian and vegan food and drinks also are growing very high inside the European markets that offers Tesco desirable opportunities for further growth. Healthy lifestyle is becoming popular and greater and more people are concern about their health. So, Tesco have to bear in mind a change in behaviour and the demand for natural food (Tesco, 2020).
[bookmark: _Toc57230367]Technological factors
 Tesco has benefited greatly from technological advancements through the years. For instance, it introduced ‘Clubcard’ in 1995. This loyalty card has been a massive pressure in the back of the fulfilment of the organisation. Millions of people use it both within the UK and in many other European countries where Tesco operates. In addition, Tesco’s self-service checkout points helping customers purchase with ease as well as helping the organisation reduce cost.
[bookmark: _Toc57230368]Environmental factors
 Companies within the UK, the EU, and in reality, many country’s round the world are going through vast pressure from governments to cope with environmental problems. This strain is not only from governments as well as the public who are involved and concerned about the environment (CIPD). To respond to this pressure, Tesco has acted for instance, it pledged to take away a thousand million pieces of plastic packaging by using in end of 2020.
[bookmark: _Toc57230369]Legal factors  

Tesco cannot pay any worker much less than the minimum wages set by way of the government’s policies and legislation regarding work in the UK. Likewise, it cannot promote alcohol to underage customers and due to misleading customers, Tesco turned to sues and fines. Therefore, in 2009, Tesco has changed its guidelines about selling alcohol and cigarettes. According to UK’s regulation, anyone who's older than 18 years old can purchase those products but in 2009 Tesco provided new recommendations; if a customer does not look the required age, alcohol cannot be purchased. It was provided after a scandal in 2009 when in Blackpool, Tesco offered alcohol to under-18s, leading misplacing the court and being fined up to £6000 pounds (Adamky, 2019).
[bookmark: _Toc57230370]Tesco PLC swot analysis

In the SWOT analysis, the company's strengths, weaknesses, opportunities, and threats will be examined in detail to assess what Tesco can do going forward with its business strategy and brand engagement. Jason and Scholes (2019) stated that it is used as a way of getting managers to determine the interrelationship between the environmental consequences and the company's strength and weakness of the firm. 


[bookmark: _Toc57230371]Tesco’s strength 

Strong financial power it has a quality that separates them from their competitors.  According to Fatricia (2017), Tesco is located globally with around 6000+ stores in fourteen different countries making it the most popular in the market share in Asian markets as well and the revenue continues to increase as of appendage of new stores in its operational chain. Another major strength which Tesco has shown that it is the most diversified market as it has proven  be thriving in the product range for example, cotton fair-trading, school products, clothing range home-ware items, mobile support, music and DVD downloads, financial support, products of the wide variety of cultures across the globe – making it ethical and appropriate for everyone. The internal sources such as skilled knowledgeable staff. Conferring to Lynch (2018), as Tesco have a simple business model, decreased incurring cost, and waste management policies, it created a reliable and efficient supply chain network. 
[bookmark: _Toc57230372]Tesco’s weakness  

Although Tesco follow a simplified business model with reduced cost strategy, this can often lead to reduced profit margins. Due to its financial inaccuracies, their financial profits are overwhelmingly affected because of high debts and credit card liability. Fatricia (2017) points out that Tesco has been involved in a number of controversies and scandals like defending for infringement claims and horsemeat scandal wherein horse-related puns were identified in the burgers offered by the organisation. 
[bookmark: _Toc57230373]Tesco opportunity
Tesco has the opportunity to enhance its process by acquiring certain processes and companies in near future. This would be by developing strategic partnerships with other companies enabling Tesco to offer more products and attract a higher number of customers, leading to higher growth in the market. Tesco is already a global market, but they can develop their stores in other non-western countries such as Korea and Indonesia which can be an advantageous opportunity (Factricia, 2017).
Tesco Threats
Tesco faces intense competition in the retailing business from other supermarkets and discount stores. Tesco’s major competitors include J. Sainsbury, Morrison Supermarkets and Asda Stores, and numerous other small and local store operators. The company also contends against a number of multi-national retailers, some of which are larger and have substantially greater resources which could therefore have the ability to spend more on advertising and marketing and have more flexibility to respond to changing business as well as economic conditions.  Tesco face another threat due to Brexit, affecting the trade deals and cost matters as Britain is no longer in the European Union.

[bookmark: _Toc57230374]Stakeholders analysis and their importance
Stakeholders provide practical and financial support to their own organisations. Stakeholders can range from employees to loyal customers and investors, are people interested in your company. If the organisation is a large franchise and outlets are located in larger or central areas, it can lead to a large number of stakeholders including communities or the public. However, each stakeholder is different and maintain numerous aspirations and needs and this should highly be considered, or some would feel left out, putting the project at risk. Hence in order for the organisation to meet their requirements of stakeholders, the organisation implement new strategies for stakeholders to analyse and evaluate (BSR, 2016).
Another to benefit stakeholders is by keeping better relationships which helps firms develop such as customer or suppler loyalty; reduce employee turnover or improve the reputation of the organisation which can in turn be an asset of competitive advantage and corporate value. Hence the firm is more likely to consider relevance of multiple stakeholders. This is another important way of increasing stakeholders’ engagement support in improving financial aspect of the firm (BSR, 2016). Tesco Plc board considers balancing the conflicting need of stakeholders to ensure that they are all treated fairly with consistency.
Conferring to the Tesco Plc Annual Report (2020) it is essential that colleagues are functioning within a cultural environment of openness where they have the opportunity to be themselves and deliver expertise of the organisation’s strategic targets. In 2020, the board have been working alongside the mental health charity ‘Mind’, for colleagues to access 24/7 telephone support should they be concerned in regards to money or personal support as well as offering learning modules in order to understand themselves better. The whistleblowing policy is also in line for colleagues to raise concerns regarding the Code of Business Conduct should they need to. Based on a colleague contribution panel, actions were taken by the board to improve technological capabilities, simplify automation and opportunities to develop reward strategy.
Suppliers are important when in trusted partnership with them as it assists the organisation it providing quality products at better prices for consumers whilst providing a great platform for suppliers to grow; one of the key targets of the board is to generate significance for shareholders and deliver maintainable growth in the long-term. The board places great importance on ensuring suppliers are treated equally (Fatricia, 2017).
Tesco Plc board is committed to improving sustainability and helping communities thrive by positively contributing both socially and economically, striving to make products affordable for all. The ‘Little Helps’ plan targets involves supporting local communities’ projects and donating meals to those in globally. 
Organisation which are greatly aware of stakeholders’ interests are more likely to avoid crisis as they are able to anticipate risks and opportunities. Morden (2016) says that from the strategic view of the company, it is the efficient control of stakeholders with in the company the interest of removing or at least decreasing conflicts and ability risks created by certain groups of stakeholders, minimising the negative effect on stakeholders, developing business potential with given groups of stakeholders and promoting successful and sustainable improvement of the business primarily based on teamwork. 
The table below shows three essential steps in stakeholders’ analysis to
· Identifying the primary stakeholders and their participation in the project (high or low) 
· Assessing the effect of each stakeholder on the value and degree of impact 
· Identifying how best to get stakeholders involved

	Influence/ Power of Stakeholders
	High Power, Low Interest 
Meet their needs
Keep satisfied
	High Power, High Interest
Key player
Engage closely 

	
	Low Power, Low Interest
Least Important
Minimal effort
	Low Power, High interest
Show consideration
Keep informed



                                                                 Interest of stakeholder

[bookmark: _Toc57230375]VRIO framework

The VRIO analysis of Tesco will look at its internal source one by one to assess whether these provide sustained competitive advantage. The VRIO analysis of Tesco Plc also suggests whether these resources could be improved to provide a greater competitive advantage (Edwards, 2018).

	[bookmark: _Toc57230376]Value 
	[bookmark: _Toc57230377]Rare

	The resources of Tesco add value to the firm by utilising opportunities and defend against threats. Tesco has provided 24-hour stores and online shopping to enhance customers experience which have increased the perceived value for its customers. Apart from this, the cash flow position and balance sheet has also been showing positive trends. Thus, the resources have added value to the organisation (Min et al., 2016).
	The resources which might be rare are received by very few companies. The abilities of Tesco are uncommon, and this has come to Tesco’s competitive advantage. Considering the alternative competition, it is seen that very less grocery stores have provided with the idea of an online platform to offer products and services. However, leading competition like Sainsbury and Waitrose have already got their on-line presence inside the market. Apart from that, the organisation has been able to hold a positive cash balance which the alternative competitors have been not able to.   in 1995, Tesco launched customer loyalty cards. This increased the new wave of customers and returning customers to keep shopping at Tesco with the incentive of vouchers and bargains.

However, Sainsbury’s had similar aims to catch up with the same idea. Whilst Sainsbury’s use cards mainly to drive repeated visits and transactions, Tesco administered the consumer loyalty card data input to determine customers’ needs and requirements and sustained to add its products selection. 


	[bookmark: _Toc57230378]Inimitability
	[bookmark: _Toc57230379]Organisation

	The capabilities of Tesco regard to imitate are not strong as it is to create an online presence by social networking sites. However, thinking about the efficient human sources of the Tesco, the component of social complexity with reference to the organisation’s culture makes it challenging for different organisations to imitate.  (Santos and Morris 2017).  
	The ability of the type to confer profit is structured to gain value. Together with culture, the company's management systems and processes have been able to understand the potential of value, rarity, and resource imitability ( Strategies solution Tesco, 2019)  It can also be examined that the VRIO model has been beneficial in determining the organization's high points as well as weak points. Tesco's services, for instance, are rare and important and the at the same time they are easily imitable (Steger, 2015)



Strategic growth and sustainability of Tesco Plc
According Tesco strategic report (2020) their future development is to achieve our 3.5 percent - 4.0 percent margin target by continue to build their 2019/20 financial year, Across their projects, sustainable profitability, brand types and products.
Organizations that conduct strategic planning appear to perform better than organisations that do not. The policies they adopt, regardless of the form of organisation, would be concerned with achieving the goals of the organisation and ensuring long-term sustainability (Jeff, 2008).
Tesco Plc has taken substantial decision during the year to benefit to their consumers from thousands of items to minimise non-nutritional ingredients, to introducing exclusive food labels of great value. As a company with food being the core product range, improving it is a main aspect of Tesco’s strategy to maintain the organisations growth. Tesco has relaunched many of these lines this year, offering the highest quality items to their customers at the best price (Tesco Plc annual report, 2020). 
[bookmark: _Toc57230380]Value chain of Tesco Plc
 The supply chain is a monitoring concept that integrates the management of supply chain processes in term of supplier management. It is the network of organisation that are involved, through demanding and downstream linkages, in the diverse processes and activities that produce value in the form of products and services delivered to the company (Mentzer et al., 2001). Dudovskiy (2016) explains that the value chain analysis is an analytical framework that assists in identifying business activities that can create value and competitive advantage to the business. Dissanayaka (n.d.) outlines that Tesco’s supply chain has progressed significantly and classified into five segments: direct to store delivery (1970’s); centralisation (1980’s); composite (1990’s); vertical collaboration (2000’s); and managing complexity (2000’s).  In order to maintain their organisation growth, Tesco must conduct a value chain management and this is based on three factors which are increasing availability for customers, using the gradation of the business to downgrade wastage of food while ensuring quality and freshness; and improving the general competence through constructing stable business while preserving partnership with their contractors. The following shows a figure of supply chain of how Tesco works (Dissanayaka, n.d.).
[image: ]
Figure 1: Dissanayaka (n.d.)

[bookmark: _Toc57230381]Findings:
After using and implementing a number of different analysis of technique, it is found out that every technique possesses its own fundamental significance.
VRIO strategy, the company should come with an idea of how to approach the marketplace and inform strategic decision that shapes future of the company. 
Balanced scorecard is a very useful tool it used to understand and identify and improve various internal business functions and their resulting external outcomes. Tesco plc has benefited using balanced scorecard helped the organisation to track performance over time to assess if goals are met and it should carry on using this techniques as it helps to understand market dynamics & improve its business. 
PESTLE analysis framework the company should focus on dealing with recession and devising new ways to keep up with the market share than slashing the prices down to meet competition.
SWOT analysis the company can develop a marketing campaign to target customers seeking better customer service.
SAFE strategic analysis 
in the SAFE strategy model, suitability is perhaps the most significant aspect, as the suitability of an option is the answer to whether or not the strategy can do what the organisation wants it to do. 
The acceptability aspect of the SAFE approach model is primarily concerned with evaluating the benefit, risk and shareholder responses resulting from the strategy. In relation to the benefits stakeholders expect from the strategy and based on what the stakeholders determine, profit will be measured (Jeffs, 2008). 
The feasibility aspect of the SAFE planning model really depends on whether the company has the resources, the ability, and the capacity to implement the plan effectively. In fact, some businesses actively manage shareholder value (MSV) to maximise shareholder returns (Jeffs, 2008).
[bookmark: _Toc57230382]Recommendation: 

On the basis of the factors presented above, it is recommended that Tesco use a growth strategy for market penetration in the short term. A market penetration strategy would allow the business to improve its efficiency and move customers from other retailers to themselves. Tesco need to consider the impact of Brexit on the competitive markets and political and regulatory compliance. As Brexit could cause a number of factors taking place such as higher tariffs, higher labour costs and cost of customs friction from border control. As the present national crisis, COVID 19, Tesco must have an assessment prepared of the financial impact including sales, margin, and operating costs.
[bookmark: _Toc57230383]Conclusion:

It has been recognised that it is important for Tesco Plc to apply the various techniques and methods to analyse their organisation as well as customers’ requirements. The purpose of these tools is to assist Tesco Pls business board to manage the performance of Tesco and growth sustainability.  It assists them in monitor and evaluate their performance, think about ethical considerations, consider specific stakeholder carefully and fairly as well as putting customers requirements at the core of the organisation. Throughout this report, broad strategic management have been explored, critically analysed and evaluated within the SME context. This report has recognised that SWOT analysis is the appropriate approach in assisting Tesco to tackle situations due to the present crisis, COVID-19, to consider for example the economic margin, prevent downfall, maintaining partnership globally in order to succeed in their main mission which is to provide consumers with great value products which can be easily purchased. This will sustain their growth and performance and achieve better from other competitors. 
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Supply chain of Tesco

The following diagram shows how supply chain of Tesco works.
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Even though this diagram shows supply chain of Tesco in a simple way, in realistic measures
itis more complex than this. In last year Tesco distributed more than 3 billion cases of goods
to their stores around the world. Their main target is to maintain flow of goods while
understanding their customers. They do through investigation about their suppliers and their
products. Supply chain division of Tesco coordinates ships, trains.trucks and planes in its
slobal supply chain

Uk aperations of the holds the majority of business for TESCO. There are 3,300 stores based
on UK supported by 310,000 employees. Tesco considers themselves as multichannel retsler
since they offer wide range of products for customers. Maintaining quality and delivering
new products to customers i thelr main target.
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