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In our group presentation I was given a task to work on How beliefs, values, and attitude impacts on workplace context in an organisation. I have compiled my work with comparison with two UK’s top supermarket companies Tesco, and Asda to demonstrate and critically asses the values within the two organisations and their impact on workplace behaviour.

How does organisation define cultural values and beliefs in a workplace context?
  “A positive attitude held by the employee towards the organisation and its values. An engaged employee is aware of the business context and works with colleagues to improve performance within the job for the benefit of the organisation. The organisation must work to develop and nurture engagement, which requires a two-way relationship between employee and employer.” (Institute of Employment Studies; Mac McLeod and Clarke,2009, p.7)

Researches had revealed that companies nowadays had spent a lot of its resources to create and develop companies' value, beliefs and attitude for their employees and customers to engage and to live by. These cultural values are seen on companies' website, boardrooms, and affiliate them proudly in interviews with the media. However, with this effort it does not bring behaviour into an organisation when it is not met. 
(Fridman,2017) concluded that employees in an organisation do not change behaviour, because leaders are focusing on the wrong value. (Schein,2004; Ingelsson et al.,2012) argues that by developing robust cultural values within workplace, leaders will indirectly influence the attitudes and behaviour of its members. Therefore, leaders should have a vast influence on that values that are exerting controlling within the organization
                            Tesco Core Values                                                                     
· We treat people how they wat to be treated
· Every little help make a significant difference
· No one tries harder for customer

“If we keep focusing on our customers, we will be here for another 100 years” (Jason Tarry, Tesco UK CEO)
For an organization to achieve success it must verify what customers, workers, and stakeholders need. What are their needs? These can link them to aim to satisfy these needs. So as can facilitate enterprises to satisfy their mission, purpose, beliefs, and values. However, positive behaviours command by employees towards the organization and its price motivates to contribute to the organization to thrive and be successful.
Tesco is one of UK’s top supermarket that involves in supporting local causes within the community and established communities to thrive.  One of Tesco core value: “Every little help makes a big difference”. 
Since 2002 Tesco has raised over £45m for Cancer Research UK. Tesco had contributed to lower the risk of heart and circulation diseases, cancer, and Type 2 diabetes. In 2018 Tesco had built a long-lasting relationship by launching partnership with British Heart Foundation, Cancer Research UK, and Diabetes UK (Cancer Research UK,2018)
“With Tesco’s support our scientists have been able to continue our work to look at how we can prevent people from getting cancer. We know that four out of ten cancers are linked to preventable causes and thanks to our partnership with Tesco, Cancer Research UK researchers and clinicians are making great progress and bringing forward the day when we will beat cancer.” (Nick Gaynor, Executive Director of Philanthropy and Partnerships at Cancer Research UK)
The importance of these money that been raised by Tesco has an impact on individual and makes a vast difference to peoples ‘s live and family with Cancer, Diabetes and Heart diseases. 
Tesco value with “Every little help” are well practised and deployed within the organization.  Addressing this value is vital to mean Tesco have delivered organisation value and stuck with it. Therefore, it gives trust, growth and transparency into organisation and successfully contributes and matches cultural values.
Applying RED Model and Toulmin's model: ASDA vs TESCO

RED MODEL: Tesco
  Tesco Value: “Every little help makes a significant difference”
                            Affordable, healthy sustainable food access to all.
 R: (Harvey,2020) revealed that UK supermarkets are cutting down the use of antibiotic in farming.  Tesco is one of the leading supermarkets that is making the impact of reducing the use of antibiotic in farming livestock.
E:  Tesco supports the food and farming sector that generates values all the way through the provision chain and delivers food for all.  Tesco is acting into leading the business in addressing sustainability claiming supply chain with the importance of building trust with supplier, ensure internationally code of conduct of business in applied within the supplier and respected (Tesco PLC, 2019). (The Alliance to Save Our Antibiotics), urges supermarkets to routinely prevent using of overdosing antibiotic into farming which linked to rise of bacterial that contributes to develops dangerous viruses and it would be impossible to prevent if arise.
D: According to (Harvey, 2020) that Tesco had put in place bans on routine dosing of livestock. Tesco was one of the next best that had implement antibiotics policies whereas Asda is lacking in providing the antibiotic policies in place. 
  
 TOULINS MODEL: ASDA
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Claim: Most of UK, s leading supermarket chains are making development in reducing antibiotics in farming.
Data: According to Alliance to Save Our Antibiotic assessment, Asda have been named falling behind in reducing antibiotic in farming compared to Tesco. 
Warrant: The aim for the assessment is to encourage openness and transparency in the food chain, highlighting which supermarket have the strongest policies for ending overuse of farm antibiotics and which one still must act.
Qualifier: Medical Research had revealed that overusing of antibiotics is threatening a global disaster it gives rise to resistant bacteria which will means common illnesses become untreatable.
Backing: Asda had provided very limited structured level of data on antibiotic use. Supermarkets, especially in the case of poultry, are known to possess data by livestock system and should publish this information.
Rebuttal: The Alliance to Save Our Antibiotic is urging government to strengthen UK's farming antibiotic regulation after Brexit. 
Therefore, Asda ,emerge to publish all uses of antibiotic on their website for retailer policy and transparency.
  
Asda should review and update their policies according to its company’s value.  Ensure that their suppliers are getting the right policies that is designed to get the business safe for customers, employees and stakeholders.
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