
OUR VALUES

NO ONE TRIES HARDER FOR CUSTOMERS. 
WE TREAT EVERYONE HOW THEY LIKE TO BE TREATED. 
WE USE OUR SCALE FOR GOOD.
WE MAKE WHAT MATTERS BETTER, TOGETHER.

THE FIGURES

� 70.9BN
up 0.3%

DOWN
1.3%

� 48bn
DOWN
0.1%

� 3.3bn 
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� 2.2bn � 692m � 238m � 194m
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PURSUING DISCIPLINED INTERNATIONAL GROWTH
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ESTABLISHING MULTICHANNEL LEADERSHIP IN ALL OF OUR MARKETS

WE’RE SERIOUS WHEN WE SAY WE WANT CUSTOMERS TO SHOP WITH US WHEN, 
WHERE AND HOW THEY CHOOSE WITH A GREAT EXPERIENCE EVERY TIME.  
MULTICHANNEL IS THE WAY FORWARD AND WE’RE MAKING GREAT PROGRESS.
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CONTINUING TO INVEST IN A STRONG UK BUSINESS

WE’RE INTO THE SECOND YEAR OF OUR ‘BUILDING A BETTER TESCO’ PLAN.  
HERE ARE JUST A FEW HIGHLIGHTS OF WHAT WE’VE ACHIEVED…
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PRICE & VALUE 

� 1 � 1
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PRICES REDUCING 
BY AN AVERAGE

24%
AND ONCE DOWN,

THEY’LL BE
STAYING DOWN
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COLLEAGUES & SERVICE

Making
moments
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CLICKS & BRICKS

IN 2013/14

UK ONLINE CLOTHING 
SALES UP NEARLY 

60% +11%
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STORES & FORMATS

60m
MAILINGS

BRAND & MARKETING
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RANGE & QUALITY 

8,000

dairy

100%
british

300
farmers

WE LAUNCHED
PRICE PROMISE
A YEAR AGO…
AND CUSTOMERS’
PERCEPTION
OF OUR PRICE
HAS IMPROVED
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2013 / 14 KEY FACTS

WE ARE TRANSFORMING TESCO BY PUTTING

CUSTOMERS BACK 
AT THE HEART 
OF WHAT WE DO 

TO WIN IN THE
NEW ERA 
OF RETAIL

OUR THREE STRATEGIC PRIORITIES REMAIN UNCHANGED...

OUR 2013/14 
FULL YEAR RESULTS


