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[bookmark: _Toc228020784]Introduction
Decision-making procedures, organisational structure, and overall performance are all significantly impacted by organisational culture. It represents common values, presumptions, and ideas that direct managerial procedures and staff behaviour. This study looks at the organisational culture of Tesco, a well-known retailer in the UK, and assesses how culture affects the company's structure, decision-making, and capacity to react to outside forces.
Schein's Model of Organisational Culture is used in the analysis to pinpoint important aspects of Tesco's culture. Additionally, the paper studies Tesco's culture's impact on organisational performance and critically assesses whether it facilitates or hinders successful functioning.

[bookmark: _Toc228020785]Tesco's Organisational Culture
Tesco's corporate culture is very customer-focused, emphasising efficiency, convenience, and value. Its well-known tagline, "Every little helps," illustrates a culture focused on satisfying client demands and upholding competitive pricing. Customer satisfaction is still at the top of Tesco's strategic priorities, according to (Tesco, 2023).
Tesco's culture has changed over time, especially in following years of the 2014 accounting crisis that exposed flaws in ethics and governance. Consequently, the organization prioritised ethical leadership, accountability, and transparency (Palmer, 2015). This change illustrates how corporate culture is dynamic and changes in response to both internal and external demands.
Tesco also encourages a performance-driven culture that prioritises cost containment and efficiency. Although this increases competition, it may also put more strain on workers, which could lower morale and lower job satisfaction (Ogbonna and Harris, 2002).

[bookmark: _Toc228020786]Decision-Making, Structure, and Culture
Tesco's organisational culture has a big impact on its structure and decision-making procedures. Tesco, a sizable international retailer, uses a hierarchical organisational structure to promote control and operational efficiency. Senior management makes the majority of the decisions, guaranteeing uniformity across markets and retail locations (Johnson et al., 2020).
A culture that places a high value on standardisation and risk management is reflected in this structure. Tesco does, however, permit some decentralisation at the store level, allowing managers to adjust to local consumer preferences. This equilibrium demonstrates how culture influences both formal organisational design and real-world decision-making.

Crucially, even though a hierarchical structure increases productivity, it may stifle creativity and make it less adaptable to quick changes in the market. According to Mullins (2016), organisational culture has a direct impact on decision-making flexibility, which is crucial in dynamic industries like
Using Schein’s Model of Organizational Culture, Tesco’s organisational culture can be analysed across three levels.
At the surface level, artefacts include store layouts, branding, uniforms, and customer service practices. These visible elements reinforce Tesco’s focus on accessibility and convenience.
At the level of espoused values, Tesco promotes customer satisfaction, value for money, and operational efficiency. These values are communicated through corporate strategies and public messaging (Tesco, 2023).
At the deepest level, underlying assumptions reflect a belief that business success depends on efficiency, scale, and responsiveness to customer needs. These assumptions shape decision-making and organisational behaviour, often unconsciously (Schein, 2010).
This analysis demonstrates how Tesco’s culture operates at multiple levels, influencing both visible practices and deeper organisational thinking.

[bookmark: _Toc228020787]Model of Organisational: Schein’s Model
Tesco's organisational culture may be examined at three different levels using Schein's Model of Organisational Culture.
Store designs, branding, uniforms, and customer service procedures are examples of artefacts at the surface level. These obvious components support Tesco's emphasis on convenience and accessibility.
Tesco encourages value for money, customer satisfaction, and operational efficiency at the level of its stated values. Corporate strategy and public messaging are used to convey these principles (Tesco,2023).

Fundamentally, fundamental presumptions are based on the idea that efficiency, size, and customer response are critical to corporate success. Unconsciously, these presumptions influence organisational behaviour and decision-making (Schein, 2010).
This investigation shows how Tesco's culture influences both outward behaviours and more in-depth organisational thinking on a number of levels.

[bookmark: _Toc228020788]Organizational culture and adaptation to the external environment
The culture of Tesco organization acts both as an enabler and as a constraint for efficient functioning. Firstly, the emphasis laid by Tesco on efficiency and customer satisfaction leads to increased uniformity and effectiveness. However, on the other side, highly task-oriented cultures lead to stress and restrict creative thinking.
Secondly, making decisions hierarchically can result in less efficiency in dynamic environments. Thus, there is evidence to suggest the idea that, depending on how it is managed, culture can be an enabler and constraint to organizational efficiency (Mullins, 2016).
For Tesco's efficient functioning, an optimal combination of efficiency and flexibility must be achieved.

[bookmark: _Toc228020789]Impact on Performance and Suggestions
Tesco's organisational culture has a big impact on company performance. The company's market position and performance level have been influenced by its effective and customer-focused culture. However, competitiveness in the modern world necessitates constant cultural adjustment.
By empowering employees and encouraging decentralisation for better decision-making, Tesco can enhance its culture. Better wellness initiatives for staff members may also improve their motivation and output.
These suggestions are in line with studies showing that companies with adaptable cultures benefit in fast-paced corporate settings (Cameron and Quinn, 2011).

[bookmark: _Toc228020790]Conclusion
To summarise, organisational culture greatly affects Tesco's performance, organisational structure, and decision-making processes. According to Schein's framework, the culture in Tesco operates at multiple levels and influences actions and assumptions about them. The culture motivates individuals to perform and compete, although it may limit their ability to innovate and adapt.
For sustained success amid changes in the retail industry, Tesco must develop its culture to strike a balance between efficiency and flexibility.
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