Tesco targets over 30% UK grocery market share as it intensifies competition with Asda and Morrisons
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Tesco is setting its sights on a remarkable target: surpassing 30% of the UK grocery market for the first time in over a decade. This ambitious goal comes as the retailer aims to strengthen its lead amid heavy competition, particularly from rivals such as Asda and Morrisons. According to the latest figures from Kantar, Tesco holds a market share of 27.8%, signalling that aggressive growth strategies are on the horizon.
At a recent supplier event held at Alexandra Palace, attended by around 1,400 representatives, Tesco's chief commercial officer, Ashwin Prasad, unveiled the company's intentions. He articulated a vision for Tesco to reclaim the dominance last seen in 2012, confirming that the retailer is perceived as the ideal partner for brands looking to thrive. Central to this strategy is Tesco’s commitment to being the top destination for quality, service, and value, seeking to enhance its standing not just as a retailer but as a significant growth vehicle for suppliers.
Prasad's assertion that Tesco is poised to recapture its 30% market share was echoed by a supplier present at the event, who highlighted a renewed focus on branded products. Unlike previous events, where private labels took centre stage, this year's emphasis on a comprehensive range directly positions Tesco against Asda, which has notably reduced its product variety. Industry expert Ged Futter noted the company's confidence, suggesting that Tesco's strategic approach—especially in relation to brands—indicates a clear path for growth at the expense of its competitors.
Furthermore, Tesco is leveraging customer data more effectively through its Clubcard programme to refine pricing strategies, a move expected to enhance its competitive edge. CEO Ken Murphy elaborated on this during the World Retail Congress, emphasising how a focus on customer trust and data-driven decision-making are pivotal for the retailer's future success.
However, despite the optimistic projections, Murphy cautioned that the retail landscape is fraught with challenges. Issues such as geopolitical instability, supply chain disruptions stemming from the conflict in Ukraine, and an ongoing climate emergency present formidable barriers to growth. These external factors have prompted a cautious approach as Tesco navigates through a rough patch in global trading relationships.
As Tesco attempts to scale its market share, Asda's recent price-cutting measures underscore the competitive tensions brewing in the supermarket sector. Facing pressure from both consumer expectations and market dynamics, Asda has adopted a strategy aimed at regaining lost ground, a move that could lead to a pricing battle. Analysts remain sceptical about a full-scale price war, suggesting that overall inflation trends may prevent significant discounts.
Amidst these developments, Tesco's financial outlook remains robust. The company is experiencing a steady increase in market share, with projections for adjusted operating profits indicating growth amidst rising costs associated with wage increases and regulatory changes. Recent data confirm Tesco’s resurgence, with sales growth during critical periods such as the Christmas season showcasing its resilience: the brand increased its market share to 28.5% as consumer preferences shifted towards familiar and trusted names during the festive period.
The premium segment of Tesco's offering is also under scrutiny, with intentions to expand the Tesco Finest range by £1 billion, aiming to reach total sales of £3 billion. This strategic move targets the increasing demand for high-quality products, spurred by changing consumer behaviours, particularly as dining at home has become more prevalent.
As Tesco embarks on its journey to reclaim a 30% market share, the implications for its competitors are profound. With a renewed focus on branded partnerships, competitive pricing strategies, and data utilisation, Tesco is positioning itself as a formidable force in the ever-evolving supermarket landscape.
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