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Tesco appeared as an example of a private sector retail giant of Britain, which has expanded to become a strong player in the global market. Paying a particular focus on the idea of breathing, Tesco enhances the visions of customer satisfaction by providing customers with great value and vast percentages of groceries and other products. It has been divided into categories such as Product store, Fresh Produce, Bill payment center, Electronics, MoneyGram services, Mobile money services, and online shopping through websites and applications (Hutt and Speh, 2021). This more diverse combination of products and the vigorous adherence to customer orientation has endowed Tesco with the primary characteristics of a leading retail organization. In satisfying a plethora of consumers’ needs and wants by making the right balance of convenience and variety and successfully adapting to the shifting retail environment, Tesco continuously sustains strategic supremacy; thus, perpetually preserving relevance and popularity in the international marketplace for its customers (Labanauskaitė, Fiore and Stašys, 2020).
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A PESTEL analysis of Tesco’s operating factors indicates that its operations are directly impacted by several external factors.
Political Factors: Political risks are known to affect many companies operating internationally, and for Tesco to achieve its goals overseas it is important to have a stable political environment that will not hinder the company’s operations. Economic factors such as taxation policies, trade barriers, and legislation influencing labor relations in different international markets will dictate the kind of loss and gain that Tesco will experience and the strategies it will employ for expansion (Haudi et al., 2022).
Economic Factors: Thus, the economic situations such as inflation rates, exchange rates, and GDP growth of the country affect Tesco greatly. Market risk: economic indicators: downturns are always a threat to consumer spending as Tesco’s sales prove might be threatened.
Social Factors: Societal changes are ever prevailing, and so Tesco has to monitor closely these aspects of its social environment. For example, the ever-rising awareness of health has led to high demand for organic and healthy foods and thus, Tesco has been forced to change tact and respond to this trend by stocking healthier products.
Technological Factors: Pledge Technologies, known and proactively maintained online retail platforms for selling products, efficient and sophisticated supply chain management, strong consumer knowledge through the consumption of data analysis, and computerization of organizational processes make Tesco competitive.
Environmental Factors: Tesco is very focused on sustainability and has set several goals in the reduction of carbon emissions, the use of renewable energy, the minimization of waste, and the incorporation of sustainable initiatives in supply chain activities. There are mainly three significant measures, which are proactive concerning the consumers’ expectations as well as the regulations
Legal Factors: In this respect, compliance with a wide range of legal requirements, rules governing product quality, health, safety, and employment, competition laws, and regulations including the data protection regulations including the General Data Protection Regulation of the European Union is crucial for Tesco’s continued operation and reputation.
Political stability plays a very significant role for Tesco group’s international functions; a route where it can easily conduct its business and implement its expansion strategies. Using the UK experience, Wrigley noted that economic factors such as taxation policies, trade restrictions, and labor laws have a direct influence on Tesco’s profitability and marketing strategies in various countries. Market risks are another concern since they can arise due to changing economic circumstances that include inflation differentials, exchange rate changes, and differential growth rates in GDP. Socially, Tesco sustains exceptional flexibility considering emergent threats and opportunities such as the growing trend in the need for organic and healthy foods due to a rise in health consciousness level among consumers (Kundu, 2021). In a Technological dimension, the effective management of internet sales channels, timely implementation of modern technology in supply chain management, handling of big data, and the adoption of efficient processes and system applications improve the competitiveness of Tesco. Environmentally, the sustainability drive based on carbon emission reductions, efficient use of renewable energy, waste management, and the implementation of sustainable supply chains is in line with the market expectations and the relevant legislation (Mishbakhudin and Aisyah, 2021).
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Strengths: As for the weaknesses, Tesco’s exposure to international markets and large customer base, broad product portfolio, intact supply network, customer loyalty-promoting strategies, and ongoing digitalization efforts all represent Tesco’s overall strengths. 
Weaknesses: The threats include threats from cut-price players such as Aldi and Lidl, geographic concentration risk- specifically the UK market, risk of industrial action by Walmart employees, and procurement controversy risks (Kotler and Armstrong, 2020).
Opportunities: Sophistically, opportunities include penetrating emerging geographic locations, going deeper into the value chain by diversifying its product offering (for instance, offering healthy living products), increasing its online platform, and adopting sustainable solutions.
 Threats: Lawsuits, high competition in the retail industry, fluctuations in economic situations that affect buying habits, legislation and policy changes to business operations and costs, and changing consumer behavior by shifting to online shopping activity. 
Importance of SWOT Analysis SWOT analysis provides valuable insight into Tesco’s strategic position and the course of action needed to sustain success. Through identifying internal strengths and weaknesses, Tesco can take advantage of opportunities that support the strengths while avoiding any opportunities that could harm the weaknesses as well as threats. For instance, Tesco can leverage its brand equity and advanced digital platforms to improve its online platform and effectively counter e-commerce threats. In the same way, by performing a SWOT analysis, Tesco can anticipate and even predict market trends and competitor practices while conducting business (Mondal et al., 2022).
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Primary evaluations of PESTEL analysis and business SWOT analysis are unforgettable for Tesco to go further to organize their strategic plans, measure risks and opportunities, and search for change. These tools provide views regarding the challenges and opportunities from the outside world in terms of political backdrop, economic scenario, social issues and cultural factors, technological factors, environmental factors, and legal factors along with internal weaknesses, opportunities, and threats. With this knowledge, Tesco can strategically place itself in a strategic place in the retail market and have an advantage over its competitors as it seeks to capture growth opportunities that exist and at the same time, minimize any risks that are bound to come when the market conditions may change. 
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