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[bookmark: _Toc216710146]1.Introduction to the report 
Globalisation in the present world is considered responsible for accelerating and extending independence of various business and economic activities across different national borders (Shenkar et al., 2021). This report will discuss both the challenges and benefits that are experienced by Tesco Plc in regard to international business. The impact of OLI (Ownership, Location, and Internalisation), cultural differences, appropriate recommendations in enhancing ‘Standard Operating Procedures’ (SOPs) will be discussed in regard to successful international business, which will be followed by a conclusion. 
[bookmark: _Toc216710147]Company Overview
Tesco Plc mainly deals with general merchandise and groceries and is a British multinational company with the headquarters being located in the United Kingdom. Excluding the franchise stores, in 2025, there are approximately 5040 Tesco stores all over the world (Ozbun, 2025). 
[image: ] 
Figure 1: Number of stores of Tesco 
(Source: Ozbun, 2025)
Tesco is functioning with over 330,000 individuals (Tesco, 2025a). It has generated a revenue of £69.9 billion in 2024 (Tesco, 2025b). 
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Figure 2: Highlights of Tesco
(Source: Tesco, 2025b)
[bookmark: _Toc216710148]

2. Benefits and challenges of international operations
[bookmark: _Toc216710149]a. Explain why your selected company can be designated an MNC/TNC
Tesco Plc is considered and segmented as a ‘Multinational Corporation’ or MNC as it sells, manages, and operates in various countries other than the UK, which is mainly the home market. The company is seen to operate mainly in the five markets such as the UK, Czech Republic, Ireland, Hungary, and Slovakia through online portals and stores (Global Data, 2025).  
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Figure 3: Number of net stores of Tesco opened and closed annually all over the world from FY2016-FY2022
(Source: Global Data, 2025)
As a MNC, Tesco is also believed to source its products globally. The suppliers and farmers play an important role in driving better outcomes for Tesco (Wood, 2022). It is also seen that Tesco works with around 20,000 farmers solely in the UK and source its goods from approximately 73 countries to obtain fresh produce (World Benchmarking Alliance, 2025). Apart from this, Tesco is also functioning with over 330,000 individuals globally (Tesco, 2025a). 
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Figure 4: Number of employees of Tesco 
(Source: Macrotrends, 2025)
In a nutshell, it can be stated that a wide international presence, ‘cross-border commercial’  activities, and global and wide supply chain make Tesco Plc a true MNC. 
[bookmark: _Toc216710150]b. Summarize the nature of the company’s global operations focusing on the different important aspects of the value chain such as research and development, sourcing, production, sales, financing etc.
The efficiency of global operations of Tesco widely depend upon the ‘integrated value chain’ system. Tesco’s R&D mainly lays its primary focus on data analytics, strengthening retail innovation, digital transformation, customer experience, and sustainability (Tesco, 2024). In the global market, Tesco deals with international suppliers for sourcing its goods in order to maintain quality and cost-effectiveness (Tesco, 2024). Under the product section of the business model, Tesco is aiming at providing the best quality product to the customers to meet their demands and needs by maintaining a close and a good relationship with suppliers. 
[image: ]  
Figure 5: Business model of Tesco
(Source: Tesco, 2024)
Tesco has a set of guidance and policies to maintain and protect human rights across its global supply chain (Tesco, 2024). As a result, it guarantees the company consistent availability, cost-efficiency, and high-quality products. Tesco also uses long-term partnerships with suppliers, which eventually reduces the overall risk and maintains higher standards (The Grocer, 2019). The logistics network of Tesco aims at co-ordinating warehousing, distributing products to both online and store customers, and global transportation. Tesco has made an announcement of investing ‘multu-million-pound’ to set up its new centre of distribution at DP World London Gateway, which is expected to operate from 2019 (Tesco, 2025c). It is also collaborating and working with Witron for bolstering the overall network capacity of Tesco. 
Tesco opines that the enhanced distribution network allows the company to provide products to the customers at the right time, condition, and place (Tesco, 2025c). The group sales of Tesco has witnessed a rise by around 7.2% at a consistent rate in all segments (Tesco, 2024). It is seen that the value chain of Tesco mainly integrates distribution and sourcing, international sales through both online and offline stores, retail production supported by technology. Tesco has also embraced real-time tracking and AI for reducing errors in delivery, enhancing the accuracy of stocks, and improving the visibility of the supply chain (McMillan, 2024). Cash is believed to be the main factor of the business of Tesco. The company has set the ‘three-year target’ of generating at least £9 billion of ‘cumulative retail cash’ mainly from operations (Tesco, 2025d). The financial strategy mainly aims at having a disciplined investment, cost control, and stable and consistent cash flow, which enables global expansion and competitive advantage in the international markets. 
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Figure 6: Strategic drivers of Tesco
(Source: Tesco, 2025d)
[bookmark: _Toc216710151]c. Identify the different entry modes used by the companies in entering the different international markets in which it has a presence. If possible, identify a dominant entry mode for the company
There are various types of foreign market entry strategies that are utilised by different companies to establish their presence in international markets. Some of the common foreign market entry strategies or modes are exporting, licensing and franchising, strategic alliance, FDI (Foreign direct investment), acquisition, and joint ventures (Kalra, 2023). In this context, the entry of Tesco into Ireland, Hungary, and Slovakia followed a consistent acquisition-led logic. The company commonly purchased local retail chains or assets, then converted and invested in acquired stores to implement the category management, private-label ranges, and centralised logistics.
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Figure 7: Strategic options to enter new marketplaces
(Source: Dinu, 2018)
Ireland: Tesco re-entered the Republic of Ireland in 1994 by buying Hungary’s S-Market, after its entry into Ireland in the 1980s was not fruitful (Kar, Bansal, and Mishra, 2021). The company also acquired 10 Joyce’s Supermarkets retail stores in Galway in 2021 (Tesco, 2021). These acquisitions delivered immediate national distribution, store portfolio, and supplier contracts, enabling Tesco to avoid long lead times, and planning risk associated with Greenfield development. The buy-and-convert route allowed rapid deployment of UK operating systems (IT central buying and private labels) while adapting store formats and assortments to Irish consumer preferences. It is noted that Tesco holds a 22.1% of market share in the grocery store sector (Ozbun, 2025). The firms generated about €3.3 billion in sales in Ireland (Kennedy, 2024). Tesco has about 182 stores in the Republic of Ireland (Tesco, 2025).
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Figure 8: Market share of grocery stores in Ireland
(Source: Ozbun, 2025)
Hungary: Tesco’s mid-1990s entry into Hungary exemplifies majority-stake purchase of local retail assets (Fallon, 1995). The firms purchased a 51% stake in Global and then next year moved to Hungary in full force (Griffith, 2002). The company acquired a controlling interest in the Global chain and then rapidly rebranded and expanded the network. Majority ownership was appropriate in the Hungarian transition context because it supplied property, supplier relationships, and governance control that enabled Tesco to transfer proprietary competencies (logistics design, pricing, and category management) without relying on weaker contractual safeguards. It is noted that the gross annual revenue of Tesco as one of the largest FMGC retail chains in Hungary in 2021 was €2,068.7 million and it hiked to €2,278.3 million in 2024 (Statista, 2025). Tesco has about 198 stores in Hungary (Tesco, 2025).
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Figure 9: Gross annual revenue of the largest FMGC retail chains in Hungary
(Source: Statista, 2025)
Slovakia: Entry into Slovakia followed the same Central European acquisition procedure. During the mid-1990s consolidation phase Tesco acquired existing outlets and assets (including stores divested by international operators), rebranded those stores and invested to upgrade IT, logistics, and staff capability (Mitríková, Marchevská, and Kozárová, 2021). Asset purchases shortened the time-to-market, provided network density and supplied local supplier relationships that would otherwise have taken longer to build organically. Tesco has about 179 stores in Slovakia (Tesco, 2025). The company reported a turnover of about €1.63 billion in the year 2023 in Slovakia (Jones, 2024).
As per the above analysis, international acquisition indicates as the most dominant entry mode for Tesco across the three markets. According to Jhunior, Abib, and Stocker (2021), the usage of international acquisition entry mode has various benefits such as possible absorption of skills, technologies, and acquired networks, global coordination skills, full control of the unit, and high entry speed. On the other hand, it has potential political problems and risks, high cost, and post-acquisition integration problems. 
[bookmark: _Toc216710152]d. Explain the key benefits obtained by the company from its international operations 
Tesco, a grocery retailer is seen to effectively operate in multiple markets (Tesco, 2024). This shows market diversification, which shows that Tesco is not solely dependent upon the UK markets for sales and profit. As a result, it helps in stabilising revenue and reducing business risks.   
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Figure 10: Purpose of Tesco
(Source: Tesco, 2024)
Global operations also help the company to have a wider customer base. Expanding into the international markets has also allowed Tesco to build stronger recognition, offer products to meet the preferences of customers, and enhance overall sales. This presence ultimately helps in supporting ‘long-term’ revenue and growth. It is seen that in 2025, around 22 million households were seen to be the active users of ‘Tesco Clubcard’ and approximately 300 million coupons were issued (Statista, 2025). International operations aim at supporting financial resilience through stable cash flow, which eventually improves the amount of investment in sustainability, expansion, and technology. Tesco sources products from all over the world in a large quantity, lessens per-unit cost, and negotiates in a better way with suppliers. The worldwide network of logistics ultimately helps in optimising transportation, inventory management, and warehousing across international borders. Insights from different competitive environments help Tesco Plc to enhance the formats of stores, customer service, and digital platforms. Successful and creative practices can be replicated and implemented in other regions to improve the overall sales and recognition. In a nutshell, the international operations of Tesco improve revenue stability, limit risk, enhance cost-effectiveness, promote innovation, and increase the customer base across global markets. 
[bookmark: _Toc216710153]

3. Critically discuss how the OLI factors (Ownership, Location and Internalisation) impact the international market entry mode for your chosen company/emerging economic country pair
The OLI (Ownership, location, internalisation) framework explains why multinationals select particular foreign-entry models (Rahman et al., 2025). Applying OLI to the expansion of Tesco into emerging Central European markets, specifically Hungary and Slovakia, showcases why the retailer frequently chose acquisition and majority ownership. In this context, the application of the framework is presented below;
[bookmark: _Toc216710154]Ownership
Ownership refers to firm-specific assets that are transferable across borders and that allow the company to gain competitive advantage and outperform local rivals. The key ownership assets of Tesco consists of advanced category-management routines, private-label expertise, centralised logistics, and extensive loyalty-card data (Clubcard). It is noted that data analytics and proprietary supply-chain routines provide measurable commercial advantages in assortment, pricing, and supplier negotiation (Aiello et al., 2020). Ownership advantages are not only codified assets, many are tacit routines (managerial skills, buyer-suppler relationship) that are difficult to contractually sell or license without eroding value (Batschauer da Cruz, Eliete Floriani, and Amal, 2022). When ownership advantages are tacit, complex or proprietary, internal control reduces the risk of dissipation. Internalisation theory argues that firms will internalise transactions (use wholly-owned subsidiaries or majority acquisitions) when market contracts cannot protect asset specificity or knowledge flows. In the context of Tesco, protecting Clubcard algorithms, category practices and supplier terms required governance structures that licensing or joint ventures might not guarantee. Hence, the nature of Tesco’s ownership assets pointed to entry modes that allowed tight operational control.
[bookmark: _Toc216710155]Location
Location factors concern host-country attributes that make investment attractive. Hungary and Slovakia in the 1990s and 2000s offered expanding consumer markets, urban population growth, and underdeveloped modern retail infrastructure. These settings provided opportunities for rapid store roll-out and private-label penetration. For instance, the urban population share in Slovakia grew from 33.46% in 1960 to 54.03% in 2023 (O’Neill, 2025). The urban population share in Hungary went from 55.91% in 1960 to 72.86% in 2023 (O’Neill, 2025). It is found that post-socialists economies presented underused retail assets, available store sites, local chains, and supplier networks that favoured asset purchases over Greenfield builds (Wrigley and Wood, 2018).
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Figure 11: Percentage of urban population share in Slovakia
(Source: O’Neill, 2025)
Location also imposes risks such as weak formal institutions, regulatory uncertainty and heterogeneous consumer tastes that raise transaction costs (Batschauer da Cruz, Eliete Floriani, and Amal, 2022). It is noted that where contractual enforcement is weak, direct control through acquisition reduces market frictions and the risk of opportunism. Tesco obtained embedded supplier relations, landlord contacts and consumer knowledge that reduced market entry uncertainty by purchasing an established local network.
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Figure 12: Percentage of urban population share in Hungary
(Source: O’Neill, 2025)
[bookmark: _Toc216710156]Internalisation
Internalisation evaluates whether transactions should be organised within the firm. For retailing, quality control across private-labels, integrated logistics and customer data management are transaction-sensitive. Where transactions are complex and require coordination, multi-tier supply chains, cold-chain logistics, IT platforms, internalisation through majority ownership reduces opportunism and allows centralised investments in systems and training. The study by Buckley and Casson (2020), reviews the internalisation theory and highlights this logic and its contemporary relevance to MNE governance choices.
The three components of the OLI framework work together. As Martín, Chetty, and Bai (2022), states that foreign-market entry knowledge and network capability mediate the link between firm assets and international performance. In the context of Tesco, ownership assets increased the value of network nodes (suppliers and property) that acquisitions delivered. Location attributes made acquiring networks efficient; internalisation ensured asset protection and capability transfer. Acquisition thereby served both as a market entry and as a vehicle for embedding Tesco’s routines into local retail structures. The repeated purchases of local chains by Tesco as per its European expansion procedure indicates that the company uses this as a principle route to market entry, delivering immediate store portfolios and supplier contracts that reduced time-to-scale. As per retailers exploited dislocated post-transition assets and that acquisition shortened the period required to establish national distribution and Clubcard customer bases. About 24 million households in the United Kingdom are part of Clubcard loyalty scheme. It is found that the firm is planning on extending its reach in the non-food market through its online marketplace and potentially through the acquisition of brands such as Paperchase or joint ventures with type retailers The Entertainer) (Butler, 2025). The usage of these approaches has assisted the firm to attain growth of £2.2 billion of pre-tax profit.
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Figure 13: Tesco group sales
(Source: Butler, 2025)
The usage of the acquisition approach for entering foreign markets provides speed and control but carries integration and capital risks. It is noted that acquisition growth can strain financial discipline and investor relations when integration underperforms. The later retrenchments of Tesco in some markets indicates that ownership and internalisation without disciplined, locally adapted integration can erode returns. Moreover, as institutional quality improves, that location premium from acquisition declines and alternative modes can become more attractive. For retailers entering emerging economies, the OLI framework suggests three priorities. First, audit ownership assets to judge codifiability; tacit assets justify high control. Second, evaluate the host institutional and market structure; where supplier networks and retail property exists, acquisitions accelerate scale. Third, plan integration investments; such as logistics, IT, and customer-data systems are essential to convert purchased networks into productive channels. Martín, Chetty, and Bai (2022) states that building network capability after entry mediates performance and should be a formal post-acquisition objective. 
[bookmark: _Toc216710157]

4. Conduct a critical evaluation of how cultural differences between the home country of your selected company and the chosen emerging economy could impact both the company’s market entry strategy and its potential for success in that market.
Cultural difference is one of the crucial factors that can influence the business operations of a brand especially in foreign markets. According to the viewpoints of Saari et al. (2022), cultural differences in foreign markets can create business challenges for a brand such as communication with the stakeholders and framing organisational structure. Here, Tesco is no other exception and may have to face some challenges white operating in the markets of Hungary and Slovakia. Considering the comparison between the United Kingdom, Hungary and Slovakia, it can be observed that there are some significant differences in cultures among the countries. 
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Figure 14: Country comparison in respect to cultural insights
(Source: The Culture Factor, 2025)
Some of the impacts of cultural differences on Tesco’s performance and market entry strategies are described in the below points:
[bookmark: _Toc216710158]Chances of conflicts
Considering the above statistics regarding the cultural differences in cultural dimensions between the United Kingdom, Hungary and Slovakia, it can be observed that the power distance index in Slovakia is 100 which is extremely high compared to that of 35 and 46 of the United Kingdom and Hungary respectively (The Culture Factor, 2025). It is evident that a high power index in a country indicates the decision of the superior is accepted without any questioning (Dai et al., 2022). Therefore, it can also be stated that both Hungary and the United Kingdom are more democratic compared to that of Slovakia. In this case, being a UK-based multinational company (MNC), Tesco will certainly have to face a lot of challenges while entering the market of Slovakia. In this context, Sherefetdinova (2024) has stated that differences in power distance index can create differences in viewpoints and opinions of people. Such a situation can certainly hamper the business operations and functions of Tesco in Slovakia as there are high chances of conflicts within the working system especially while including the local people.
[bookmark: _Toc216710159]Chances of enhanced performance through innovation
In terms of individualism, both the United Kingdom and Hungary have been on the upper side with 76 and 71 respectively compared to that of Slovakia with 57 (The Culture Factor, 2025). A low individualism certainly indicates that the level of collectivism is quite high which means the integration and connections between people are quite strong (Blesa, 2025). This factor can certainly become quite beneficial for Tesco in terms of generating innovative ideas within the working process as the collaboration among employees will be quite high. In the words of Choi (2023), high collectivism can lead to increased collaboration which can generate innovative and creative ideas in the long run. Hence, there is a significant opportunity for Tesco to utilise this parameter while entering the Slovakian market. Apart from the above-mentioned opportunity, Tesco will also have the upper hand in handling any unpredictable and challenging situation in future. As mentioned by Nwabufo and Obodozie (2025), proper collaboration among the employees can become quite effective building resilience and handling any unpredictable situation with efficiency.
[bookmark: _Toc216710160]Resistance to change
Taking long-term orientation of the countries into consideration, it can be observed that the United Kingdom with 60, is way ahead of both Hungary and Slovakia with 45 and 53 respectively (The Culture Factor, 2025). Here, it can be noticed that both Slovakia and Hungary are quite resistant to any kind of change in the working system and business operations. Rehman et al. (2021) have stated that lack of long-term orientation indicates a resistance to change. On the contrary, political tensions between Hungary and Slovakia can also create challenges for Tesco in running its business operations in both the countries.  In this scenario, it is quite certain that Tesco will have to face some challenges in trying to implement any kind of changes in the working system for better performance and outcomes. According to the findings by Nowak (2023), resistance to change can lead to degradation in the performance levels in business operations. Hence, lack of long-term orientation in both Hungary and Slovakia will challenge Tesco at every moment.
[bookmark: _Toc216710161]Retail sales and economic conditions
Apart from the cultural differences, there are several elements that can influence the business operations as well as market entry of Tesco in Hungary and Slovakia. Considering Hungary, it can be observed that retail sales in the country have increased by 3.1% as of October, 2025 (Trading Economics, 2025; RTT News, 2025). On the other hand, the growing GDP of Hungary also justifies the reason behind increasing retail sales in the country. According to the reports of Trading Economics (2025b), it is evident that the GDP growth has increased to 0.5% in 2024 compared to that of -0.9% in 2023. This factor is certainly going to benefit Tesco in terms of enhancing its sales as the purchasing power of the consumers have increased with the increasing GDP growth in Hungary. As mentioned by Priyatna and Suryadi (2025), increasing GDP growth can enhance the purchasing power of consumers in a country. Hence this factor of Hungary will be an opportunity as far as Tesco is concerned.
[image: ] 
Figure 15 : GDP growth in Hungary
(Source: Trading Economics, 2025b)
Taking the conditions in Slovakia into consideration, it can be noticed that the retail sales in the country has been extremely fluctuating and mostly on the lower side in the current financial year. As per the reports of Trading Economics (2025c), in 2025, the retail sales in Slovakia was as low as -2.5% and -2.6% in February and March respectively which rose to 1.4% in September and then again came down to 0.6% in October. Such fluctuating sales in the country will certainly make it quite challenging for Tesco to maintain its performance in terms of sales, which may also lead the company to losses in the long run.
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Figure 16: Retail sales in Slovakia
(Source: Trading Economics, 2025c)
In a nutshell, it can be noticed that entering the markets of Slovakia will surely become quite challenging for Tesco as far as maintaining its business operations and ensuring high performance at the same time.
[bookmark: _Toc216710162]5. Critically discuss and recommend three major adjustments the chosen company may need to consider in their Standard Operating Procedures (SOPs) to ensure success in the chosen emerging economic country in line with the earlier analysis of OLI and cultural factors between the country of origin of the chosen company and the chosen emerging economic country
[bookmark: _Toc216710163]Recommendations related to OLI factors
· Utilising the ownership advantages
While utilising the ownership advantages, the management of Tesco can certainly focus on developing more transparent and transferable manuals for the employees in both Hungary and Slovakia. This factor will certainly prove to be quite effective for Tesco in maintaining a sense of transparency with the employees, hence fostering trust and reliability in the long run. According to Raza et al. (2023), maintaining transparency can increase trust and loyalty among the employees quite significantly. This particular strategy will certainly minimize the post-acquisition integration issues for Tesco as the employees and workers will have a proper knowledge regarding the values of the company and their respective responsibilities at the same time. As per the viewpoints of Al Balushi (2021), transparent and transferable manuals for employees can make them understand their roles and responsibilities in a better way, hence enhancing the overall performances in the long run.
· Strengthening local connections and adaptations
There is a need for the authorities of Tesco to focus on creating a proper team dedicated to balancing the centralised system of Tesco with the consumer requirements and supplier demands in the market. As mentioned by Manoharan et al. (2023), a proper balance between the functioning of a brand and the market demands can surely enhance the performance. This particular strategy will also become quite effective for Tesco in terms of gathering real-time insights of the current and ongoing trends in the market. In the words of Omowole et al. (2024), maintaining a proper sync between activities and market demands can help in gathering insights regarding the ongoing trends in the market. In this case, Tesco will certainly have the upper hand in understanding the needs and requirements of the consumers and modifying the products accordingly for satisfying the customers in the concerned markets of Hungary and Slovakia.
· Conducting a post-acquisition integration program
There is also a need for a post-acquisition integration program from the end of Tesco so that the workers and employees from the concerned local areas can amalgamate with the company and the new working situation in the most effective manner. In this regard, Aarnio and Varis (2022) have argued that a post-acquisition integration program can be quite beneficial for a brand in including the workers within its working style. In this post-acquisition integration program, activities such as employee training, logistics upgradation and restructuring of suppliers can be initiated. Here, the statements by Lassfolk (2025) have mentioned that post-acquisition integration programs can help brands to enhance collaboration with the employees and create a mutual understanding. In other words, it can also be mentioned that with the help of this post-acquisition integration program, Tesco will be able to build resilience within the employees quite significantly which will make them prepared for any unpredictable situations in future.
· Enhancing the monitoring system
Enhancing the monitoring system is the last strategy that Tesco will have to implement considering the OLI factors. Here, with the help of this particular strategy, Tesco will certainly have an upper hand in identifying the strengths and weaknesses of the employees at the very initial stages. In the viewpoints of Agustian et al. (2023), proper monitoring systems within a workplace can be quite beneficial for a brand to evaluate the strengths and weaknesses of the employees. On the contrary, Burnett and Lisk (2021) have argued that with the help of a proper monitoring system providing feedback for the employees can get easier. Therefore, the employees also get a proper opportunity to address their weaknesses while enhancing their strengths at the same time. Hence, this particular strategy by Tesco will surely enhance the collaboration with the employees both in Hungary and Slovakia in a simultaneous way.
[bookmark: _Toc216710164]

Recommendations related to cultural differences
· Mitigating the power distance index issue through effective communication
As seen in the earlier sections, there is a significant difference in the power distance index as far as the United Kingdom, Hungary and Slovakia is concerned. Here, the management of Tesco will have to focus on enhancing the communication levels so that the differences in power distance index can be reduced in the most appropriate manner. In this regard, Aririguzoh (2022) claims that proper communication systems can reduce the differences in power distance index. In this case, Tesco can empower the subordinate managers through properly structured delegations which will further allow them to work on their discretion within limited boundaries. In this context, Liao et al. (2021) have mentioned that structured delegations can be quite effective for brands in providing limited autonomy to the employees. Hence, this strategy will certainly increase collaborations between Tesco and the local employees which further will play a crucial role in enhancing the performance levels.
· Training programs for the local leaders to reduce the power distance index
A proper training and development programs for the Slovakian managers will certainly allow Tesco to include them in the working process while making them understand the values of the brand at the same time. According to the statements by Agustian et al. (2023), effective training programs for the employees can ensure a proper conveyance of the company's values. On the other hand, this particular strategy will also allow Tesco to shape the managers through skill enhancement procedures. In this regard, the findings by Nyoman (2024) have mentioned that effective training programs become crucial in enhancing the skills of the employees. Henceforth, this strategy by Tesco will surely become effective as far as making the employees feel equal in terms of position and skills. In other words, this strategy will also play a crucial role in enhancing collaboration among them quite significantly over the period of time, hence reducing the power distance index.
· Fostering innovation and creativity
Fostering innovation and creativity through a proper reward system is another step that needs to be incorporated by Tesco in order to enhance collectivism even further. According to the claims by Manzoor et al. (2021), reward systems for the employees can encourage them quite significantly. Here, a significant enhancement in their performance levels can be witnessed which will certainly benefit Tesco by every means especially while operating in Slovakia and Hungary. On a positive note, a proper structured collaboration time for the employees will also make them able to exchange their ideas and concepts which is the key factor behind generating innovative approaches in the long run.
· Building resilience
Building resilience is another crucial factor that Tesco will have to ensure especially for the employees and managers in Slovakia. This step by the MNC will certainly decrease their resistance to change quite significantly over the period of time. According to Kamal et al. (2024), building resilience can decrease organisational resistance among employees. Further, this strategy will also make the employees and managers handle any critical and challenging situations in future even if they are unpredictable. Therefore, this strategy will also contribute to the business development of Tesco when it comes to operating in both Hungary and Slovakia.
[bookmark: _Toc216710165]6. Conclusion to the report
Tesco implemented international acquisition as a market entry method in Ireland, Hungary, and Slovakia. In Ireland, the firm purchased Quinnsworth and Crazy Prices, giving immediate national scale and distribution capacity. In Hungary, the company acquired majority stakes in local retail chains, securing store networks and supplier relationships needed for repaid expansion. In Slovakia, Tesco again used the acquisition entry mode and acquired existing stores and assets, enabling quick market penetration. Across all three markets, acquisition provided speed, control, and a platform for transferring the operational and supply-chain capabilities of the organisation. The OLI framework clarifies that the utilisation of acquisition approach for entering foreign markets such as Hungary and Slovakia posed a positive factor for the retailer. The transferable but tacit ownership assets, the location opportunities and risks in post-socialists markets, and the transaction-cost logic of internalisation combined to make acquisition the dominant entry mode for Tesco. It is noted that the utilisation of the discussed entry mode delivered speed and embedded networks but required disciplined integration and adaptive local strategy to sustain performance. Considering the cultural differences, it can be observed that there are several challenges such as increased power distance index and organisational resistance mainly in Slovakia. All these factors can certainly challenge Tesco in several ways such as minimising the performance levels and outcomes. Further, strategies such as post-acquisition integration programs, training and development programs and fostering innovation can prove to be quite beneficial for Tesco in mitigating the issues in the long run.
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