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1. Introduction

This report presents a comprehensive analysis of Tesco PLC, focusing on its strategic positioning, the impact of the current economic environment, and the significance of Emotional Intelligence (EI) in its operations. It begins with an overview of Tesco, outlining its history, global market presence, and key success factors. The report then examines how economic challenges such as inflation and supply chain disruptions have influenced Tesco’s strategies and operations.

Additionally, it explores Tesco’s vision, mission, values, goals, and objectives, emphasising the company’s commitment to customer satisfaction, innovation, and sustainability. The discussion on Emotional Intelligence (EI) highlights its critical role in enhancing workforce resilience, improving customer relations, and maintaining operational effectiveness in a competitive retail environment. The report evaluates various EI models, considering their relevance to Tesco’s business needs.

Finally, it offers recommendations for fostering EI within Tesco, suggesting targeted strategies for training, leadership development, and system enhancements. By prioritising EI, Tesco is positioned to strengthen employee engagement, improve customer satisfaction, and sustain its competitive edge in the global market.

1.1. Organisational Overview

Tesco PLC, founded in 1919 by Jack Cohen, is a leading global retailer headquartered in the United Kingdom (Hoare, 2020). With over 4,500 stores in 14 countries, Tesco is one of the world’s largest retailers, offering a wide range of products and services, including groceries, clothing, electronics, and financial services. The company has consistently evolved to meet the changing needs of its customers, maintaining a strong focus on innovation, customer service, and corporate responsibility. Tesco’s success is driven by its commitment to understanding and serving its customers, which is reflected in its widespread presence and diverse product offerings.

1.2. Current Economic Environment and its Impact on Tesco

The current global economic environment is characterised by significant volatility due to factors such as inflation, geopolitical tensions, and supply chain disruptions. These challenges have led to increased operational costs, shifts in consumer behavior, and the need for businesses to adapt quickly to maintain profitability. For Tesco, this economic volatility has impacted its operations in several ways. Rising costs for raw materials and transportation have squeezed profit margins, while fluctuations in consumer confidence have led to changes in purchasing patterns. To navigate these challenges, Tesco has had to invest in digital infrastructure to enhance its e-commerce capabilities, adapt its product offerings to meet changing consumer demands, and implement cost-saving measures to protect its bottom line. The ability to remain agile and responsive in this environment is crucial for Tesco’s continued success.
1.3. Vision, Mission, Values, Goals, and Objectives

Tesco’s vision, mission, values, goals, and objectives serve as the cornerstone of its strategic framework, guiding every aspect of its operations and ensuring alignment across all levels of the organisation. These elements not only define Tesco’s identity but also direct its path toward achieving long-term success in a highly competitive and evolving retail market.

Vision: Tesco’s foresight is to become the world’s most customer-centric company, setting the benchmark for retail excellence on a global scale. This vision reflects Tesco’s aspiration to lead the industry by consistently delivering an outstanding shopping experience that surpasses customer expectations. It emphasises the importance of understanding and anticipating customer needs, enabling Tesco to offer tailored solutions that enhance convenience, value, and satisfaction. The vision also highlights Tesco’s commitment to innovation, whether through adopting new technologies, refining store layouts, or expanding its product offerings, all with the aim of creating a seamless and enjoyable shopping journey for every customer.

Mission: Tesco’s quest, "to serve shoppers a little better every day," encapsulates its relentless focus on continuous improvement and customer satisfaction. This mission is the driving force behind Tesco’s operational strategies, ensuring that every action taken by the company contributes to enhancing the customer experience. It signifies a commitment to incremental gains, where even small improvements in service, product quality, or shopping convenience are valued as steps toward better serving the customer. Whether through the introduction of more sustainable products, the refinement of online shopping platforms, or the optimisation of in-store services, Tesco’s mission is about making the shopping process easier, more efficient, and more rewarding for its customers. This dedication to betterment also extends to Tesco’s internal processes, where efficiency and innovation are constantly pursued to streamline operations and reduce costs, ultimately benefiting both the company and its customers.

Values: At the heart of Tesco’s operations are its core values, which include customer focus, teamwork, integrity, and respect. These values are not just guiding principles but are deeply embedded in the company’s culture, influencing decision-making and behaviour across all levels of the organisation.

Customer Focus: This allows Tesco’s to be more customer focus and committed to putting customers at the center of everything. It does its evident in its efforts to understand and meet customer needs. This value drives Tesco to consistently seeking feedback, innovate its offerings, and ensure that every shopping experience is tailored to enhance customer satisfaction. Whether through personalised promotions, improved store accessibility, or the introduction of new product lines, Tesco’s customer focus is unwavering.

Teamwork: Collaboration is essential to Tesco’s success, with teamwork fostering a sense of unity and shared purpose among employees. By encouraging open communication and mutual support, Tesco ensures that its workforce is aligned in its efforts to achieve common goals. Teamwork also extends to partnerships with suppliers and other stakeholders, where cooperative relationships are built on trust and shared objectives, enabling Tesco to deliver on its promises to customers.

Integrity: Operating with honesty and transparency is a fundamental aspect of Tesco’s business model. Integrity ensures that Tesco maintains the trust of its customers, employees, and business partners. This value is reflected in the company’s commitment to ethical practices, whether in sourcing products, treating employees fairly, or engaging with the communities in which it operates. Integrity also drives Tesco’s dedication to corporate governance and compliance, ensuring that all actions are conducted with the highest standards of ethical responsibility.

Respect: Respect is central to Tesco’s approach to both internal and external relationships. Within the organisation, respect manifests as a commitment to diversity, inclusion, and fair treatment of all employees, fostering a positive and supportive work environment. Externally, respect for customers is shown through responsive service, consideration of customer feedback, and the provision of high-quality products that meet diverse needs. Tesco’s respect for the environment and society is also evident in its sustainability initiatives, where the company actively works to minimise its environmental impact and contribute positively to the communities it serves.

Goals and Objectives: Tesco’s strategic goals are focused on sustaining its leadership in the retail sector while driving growth, innovation, and sustainability. These goals are underpinned by specific, measurable objectives that guide the company’s efforts and ensure that progress is continuously monitored and achieved.

Expanding Digital and Online Presence: One of Tesco’s primary goals is to strengthen its digital and online presence, recognising the growing importance of e-commerce in the retail landscape. This includes investing in advanced technologies to enhance the online shopping experience, expanding delivery services, and integrating digital tools that make shopping more convenient for customers. 
Objectives in this area might include increasing online sales by a certain percentage, expanding same-day delivery options, or enhancing the functionality of the Tesco app to improve user experience.

Enhancing Sustainability Initiatives: Sustainability is a key focus for Tesco as it aims to reduce its environmental footprint and contribute to global efforts to combat climate change. Specific objectives include reducing carbon emissions across its operations, increasing the use of renewable energy, and minimising waste through improved recycling and waste management practices. Tesco also aims to promote sustainable sourcing and reduce the environmental impact of its products, aligning with its goal to lead the industry in sustainability.
Increasing Market Share: As a leader in the retail sector, Tesco continually seeks to grow its market share both in its established markets and in new territories. Objectives in this area might include opening new stores, expanding into new markets, or increasing the range of products and services offered. Tesco also focuses on enhancing customer loyalty through personalised promotions, loyalty programs, and improved customer service, all aimed at attracting and retaining customers.

Improving Customer Satisfaction: Central to Tesco’s objectives is the continuous improvement of customer satisfaction. This includes regular assessment and enhancement of product quality, store experience, and service levels. Tesco’s objectives in this area might involve achieving higher customer satisfaction scores, reducing customer complaints, and increasing the frequency of customer visits through enhanced loyalty programs and promotions.

Investing in Innovation: To stay ahead in a competitive market, Tesco is committed to innovation across all areas of its business. This includes adopting new technologies, exploring new business models, and continuously improving its product and service offerings. Objectives related to innovation might include launching new product lines, developing more efficient supply chain processes, or introducing innovative store formats that cater to evolving consumer preferences.

Overall, Tesco's vision, mission, values, goals, and objectives guide its strategy and operations. Tesco's success and capacity to respond to global retail needs are ensured by adhering to these principles. Tesco wants to lead the industry, provide great value to consumers, and improve society and the environment.

2. Importance of Emotional Intelligence (EI)

Workplaces under high pressure and rapid change increasingly value emotional intelligence (EI). The capacity to detect, interpret, regulate, and affect one's own and others' emotions is EI. Tesco's fast-paced retail environment requires staff to communicate with consumers, solve problems, and work with varied teams, making EI essential. EI helps employees handle stress, communicate well, and form excellent connections with coworkers and customers. During economic turbulence, emotional agility and the capacity to adjust and stay upbeat may boost team morale and productivity. Moreover, emotionally intelligent workers may better grasp consumer requirements, manage disagreements peacefully, and improve job efficiency. EI can boost Tesco's resilience, engage and support its employees, and help it offer high-quality service even during economic downturns. (Birt, 2024)

3. Key Models of Emotional Intelligence

These are the key models of Emotional Intelligence (EI) that provide different frameworks for understanding and developing EI in the workplace. These models include Goleman’s Emotional Intelligence Model, Bar-On’s Emotional Quotient Inventory (EQ-i), and Salovey and Mayer’s Ability Model. Each offers unique perspectives on EI, focusing on various components such as self-awareness, empathy, stress management, and the cognitive abilities related to emotions. By exploring these models, we can gain insights into how EI can be cultivated within organisations like Tesco, enhancing leadership, teamwork, and overall employee performance.



3.1. Goleman's Emotional Intelligence Model

Daniel Goleman’s model of Emotional Intelligence is one of the most widely recognised frameworks to understand EI. It consists of five key components:

Self-awareness: This is the ability to recognise and understand one’s own emotions and how they influence thoughts and behavior. For Tesco employees, especially those in customer-facing roles, self-awareness is crucial for managing emotions effectively and maintaining a professional demeanor, even in stressful situations.

Self-regulation: Self-regulation involves managing one’s emotions and impulses in a healthy and constructive manner. In Tesco’s high-pressure retail environment, the ability to regulate emotions is essential for maintaining focus, making sound decisions, and responding calmly to customer inquiries or complaints.

Motivation: Motivation in the context of EI refers to the drive to achieve goals for reasons beyond external rewards, such as a deep-seated desire for personal growth or a commitment to organisational success. At Tesco, motivated employees are more likely to go above and beyond in their roles, contributing to the company’s overall performance and customer satisfaction.

Empathy: Ability to understand and share the feelings of others. This is particularly important at Tesco, where understanding customer needs and providing personalised service can significantly enhance the shopping experience and foster customer loyalty.

Social Skills: Ability to manage relationships, communicate effectively, and work collaboratively with others. In a large organisation like Tesco, strong social skills are essential for effective teamwork, leadership, and customer relations.

3.2. Bar-On’s Emotional Quotient Inventory (EQ-i)

Bar-On’s EQ-i model offers a comprehensive approach to understanding Emotional Intelligence by dividing it into five realms:

Intrapersonal: It includes self-regards, emotional self-awareness, assertiveness, independence, and self-actualisation. Developing strong intrapersonal skills is crucial for personal effectiveness, enabling Tesco employees to understand their emotions, assert themselves appropriately, and pursue their goals with confidence.

Interpersonal: Focus on empathy, social responsibility, and building strong relationships. At Tesco, where teamwork and customer service are key, strong interpersonal skills help employees collaborate effectively and provide exceptional service.

Stress Management: This involves the ability to tolerate stress and control impulses. In the fast-paced retail environment of Tesco, employees who can manage stress effectively are better equipped to maintain their performance and well-being, even under pressure.

Adaptability: This includes reality testing, flexibility, and problem-solving. In a constantly changing retail market, adaptability is essential for Tesco employees to respond effectively to new challenges and opportunities.

General Mood: This realm encompasses optimism and happiness, which contribute to a positive work environment. A positive mood among Tesco employees can lead to higher morale, better team dynamics, and enhanced customer service. (Bar-On, 2006)

3.3. Salovey and Mayer’s Ability Model

Salovey and Mayer’s Ability Model conceptualises Emotional Intelligence as a set of four abilities:

Perceiving Emotions: This is the ability to accurately detect and interpret emotions in oneself and others. For Tesco employees, particularly those in customer-facing roles, this skill is crucial for understanding customer needs and responding appropriately.

Using Emotions: This refers to the ability to harness emotions to facilitate cognitive activities like thinking and problem-solving. In Tesco’s dynamic environment, using emotions effectively can help employees remain focused and creative, even in challenging situations.

Understanding Emotions: Understanding emotions involves comprehending emotional language and the relationships among emotions. This skill is important for leaders at Tesco, as it helps them manage team dynamics, resolve conflicts, and communicate effectively.

Managing Emotions: Managing emotions involves regulating emotions in oneself and in relationships with others. Effective emotion management is key for maintaining a positive and productive atmosphere within Tesco, particularly during periods of change or stress. (Brackett et al., 2024)


4. Application of Emotional Intelligence Model

Developing Emotional Intelligence (EI) within Tesco is crucial for fostering a resilient and cohesive workforce. High EI contributes to employees' ability to manage stress, communicate effectively, and work collaboratively, all of which are essential in a fast-paced retail environment. Emotionally intelligent employees are more adaptable, better at problem-solving, and capable of building strong client relationships, leading to enhanced customer satisfaction. By prioritising EI development, Tesco can ensure its workforce remains motivated and engaged, even in challenging times, ultimately driving better business outcome, and contributing to long-term organisational success.

4.1. Importance of Developing EI in the Workplace

High EI and Resilience: Developing Emotional Intelligence within Tesco is essential for building resilience among employees. High EI enables employees to manage stress effectively, maintain their mental well-being, and stay focused on their tasks, even in challenging circumstances. Resilient employees are better equipped to cope with the uncertainties and pressures of the retail environment, reducing the likelihood of burnout and enhancing overall job satisfaction. (Birt, 2024)

Cohesive Workforce: Emotional Intelligence plays a crucial role in fostering a cohesive and loyal workforce at Tesco. Employees with high EI are more likely to communicate effectively, resolve conflicts amicably, and build strong relationships with their colleagues. This sense of cohesion and mutual support enhances the overall work environment, leading to higher levels of employee engagement, job satisfaction, and retention.

Problem-Solving and Client Relationships: EI is also instrumental in problem-solving and maintaining strong client relationships. Emotionally intelligent employees at Tesco are better equipped to approach problems with a positive attitude, think creatively, and find effective solutions. This is particularly important in a retail environment, where quick thinking and adaptability are key to meeting customer needs and ensuring customer satisfaction.

4.2. Relationship Between EI, Management Communication, and Business Advantage

Emotionally Intelligent Management: Managers with high EI are better communicators and leaders, which is particularly important in a large organisation like Tesco. Emotionally intelligent management enhances communication effectiveness across the organisation, ensuring that employees are well-informed, motivated, and aligned with the company’s goals. Effective communication is crucial in times of change or crisis, as it helps to maintain morale, reduce uncertainty, and foster trust among employees.

Business Advantages: A workforce with high EI offers significant business advantages, including reduced turnover rates and increased employee engagement. For Tesco, these benefits translate into lower recruitment costs, higher productivity, and improved customer satisfaction, providing a competitive edge in the retail industry. By fostering Emotional Intelligence within its workforce, Tesco can enhance its overall organisational performance and drive long-term success.

5. Critical Evaluation of EI Models

The Bar-On EQ-i model, though comprehensive, places a significant emphasis on general mood and stress management, which, while important, may be less critical in a retail environment focused heavily on customer interaction and immediate problem-solving. The model’s broader focus on psychological well-being and adaptability is valuable, but it may not address the specific interpersonal and leadership skills that are crucial for Tesco’s success in a highly competitive market. (Bar-On, 2006)

Similarly, Salovey and Mayer’s Ability Model, which frames EI as a set of cognitive abilities like perceiving and understanding emotions, offers a more academic and theoretical approach. This model is excellent for understanding the intellectual processes behind emotional responses but may lack practical applicability in a fast-paced, customer-focused environment like Tesco’s, where quick, effective emotional management and interpersonal communication are more directly impactful on daily operations. (Brackett et al., 2024)

Emotional Intelligence (EI) is relevant to Tesco, especially in customer-facing and leadership jobs. Since customer demands must be understood and met to provide excellent service, the model's focus on self-awareness and empathy fits Tesco's customer-centric approach. For Tesco workers to regulate their emotions and collaborate in a fast-paced setting, self-regulation and social skills are essential. To guarantee broad awareness and use of EI concepts, the model may need substantial investment in training and development programs. Combining Goleman's concept with other organisational tactics might help Tesco establish a more emotionally savvy staff. Team dynamics, leadership, and performance would improve, helping the organisation succeed in a competitive retail market. (2021 Channel).

In summary, while both models provide valuable insights into EI, they may not align as closely with Tesco’s operational needs for immediate, practical, and leadership-focused EI development as Goleman’s model does.

6. Recommendations and Implementation Plan

To enhance Emotional Intelligence (EI) within Tesco, the organisation should focus on implementing targeted development strategies across the company. This will focus on tailored training programs such as empathy workshops for customer-facing staff and leadership development which focuses on self-awareness and social skills. 

By integrating EI assessments into the recruitment processes, Tesco can ensure new hires possess the necessary emotional competencies to thrive in their roles. 

Additionally, fostering a culture of continuous learning through mentorship programs, where experienced employees with high EI can mentor others, and help spread these vital skills throughout the workforce. Implementing digital platforms to facilitate communication and collaboration will also be crucial in promoting a connected and cohesive work environment. Reinforcing company values that emphasize respect, empathy, and teamwork through regular training and recognition programs, this allows further set the importance of EI in Tesco’s organisational culture, ultimately driving better employee engagement and customer satisfaction.

6.1. Recommendations for Enhancing EI in the Organisation

EI Development Strategies: To enhance Emotional Intelligence within Tesco, the company should prioritise EI development across all levels of the organisation. This could involve offering a range of training programs tailored to the specific needs of different roles, such as empathy training for customer service staff and leadership development programs focused on self-awareness and social skills. Tesco could also incorporate EI assessments into its recruitment process to ensure that new hires possess the necessary emotional competencies.

Potential Training Programs: Tesco could partner with experts in EI to design and deliver customised training programs, such as workshops on stress management, conflict resolution, and emotional regulation. Additionally, Tesco could implement a mentorship program where more experienced employees with high EI mentor others, helping to spread EI skills throughout the organisation.
6.2. Systems and Processes for Better Collaboration and Connectedness

Collaboration Systems: Tesco should implement digital platforms that facilitate communication and collaboration among employees, such as internal social networks, project management tools, and video conferencing systems. These platforms can help break down silos, and encourage knowledge sharing, and foster a sense of community across the organisation.

Company Values Implementation: Reinforcing company values that promote high EI behaviors, such as respect, empathy, and teamwork, is also crucial. Tesco can achieve this through regular training, communication campaigns, and recognition programs that highlight the importance of these values and encourage employees to embody them in their work.

6.3. Implementation Plan

Step-by-Step Plan: The implementation of EI development within Tesco should begin with a pilot program by selecting departments or regions, allowing the company to test and refine its approach before rolling it out across the organisation. The pilot should include a combination of training sessions and practical exercises to help employees apply their EI skills in real-world situations.

Timeline and Milestones: Tesco should establish a 12–18-month timeline for the full implementation of its EI development program, with quarterly milestones to track progress and adjustment where is needed. These milestones could include completing the pilot programs, rolling out training across the organisation, and integrating EI assessments into recruitment and performance management processes.

Evaluation Metrics: To evaluate the effectiveness of its EI initiatives, Tesco should use a combination of qualitative and quantitative metrics, such as employee engagement surveys, turnover rates, customer satisfaction scores, and performance evaluations. Regular feedback from employees and managers will also be crucial in identifying areas for improvement and ensuring that the initiatives are meeting their objectives.

7. Conclusion

To highlight the critical role of Emotional Intelligence by enhancing resilience, communications, and customer relationships within the retail sector, particularly in the context of a volatile economic environment. This allows Tesco to develop EI throughout the whole organisation, better prep their employees to handle stress, collaborate effectively, and deliver exceptional service. 

To reiterate the Importance’s of building emotionally intelligent at a workforce is essential for any company to navigate their challenges of the current economic environment, improve employee well-being, and maintain its competitive edge. As the retail landscape continues to evolve, EI will play a fundamental role in ensuring that companies remain agile, customer-focused, and successful.

Prioritising EI development, Tesco can expect a range of positive outcomes, by including improved team dynamics, stronger leadership, higher employee engagement, and enhanced customer satisfaction. These benefits will contribute to Tesco’s long-term success and help the company thrive in an increasingly complex and competitive market.
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