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[bookmark: _Toc220810062][bookmark: _Toc220965764]1. Introduction to the Report
The report examines the international business strategy of Tesco plc, which is a UK-based multinational retailer. Tesco has grown to be one of the biggest retailers of groceries and general goods in the entire world, and it was founded in 1919 in London. The company is based in Europe and partners with some of the emerging markets, including Pakistan. This report is targeted at discussing both benefits and challenges Tesco faces as a result of its internationalisation (Tesco plc, 2019). It also examines what this means of the OLI (Ownership, Location, Internalisation) model to the Tesco decision to adopt a specific entry mode. Cultural differences between the UK and Pakistan are also examined in the report. The contextual analysis is used to propose changes in the Standard Operating Procedures (SOPs) at Tesco to represent success in Pakistan. The paper introduces practical concepts, academic resources, and life experiences to offer some practical guidelines.
[bookmark: _Toc220810063][bookmark: _Toc220965765]2. Benefits and Challenges of International Operations
[bookmark: _Toc220810064][bookmark: _Toc220965766]a. Why Tesco Can Be Designated an MNC/TNC
Tesco plc is a global enterprise that is headquartered in Welwyn Garden City, UK. Outside the UK, it has retail outlets in other countries and does business outside the UK.
· Tesco is also involved in several countries in Europe, such as Ireland, Hungary, the Czech Republic and Slovakia.
· Tesco has already entered the Asian market in Thailand and Malaysia. It is currently undertaking a wholesale business in Pakistan. It evidences the fact that Tesco is a multinational corporation, and it can be considered as a transnational enterprise (He et al., 2025).
· Tesco is a seller of numerous products and services. These are groceries, Tesco Bank, Tesco Mobile, and Tesco.com online retail.
These points reveal Tesco to be an MNC/TNC. It is represented in a number of countries and has international operation and incorporation integrated in the world economy.
[bookmark: _Toc220810065][bookmark: _Toc220965767]b. Nature of Tesco’s Global Operations
The Tesco operation is global and includes a wide range of value chains. This includes sourcing, production, sales, distribution and compliance.
i. Research & Development and Market Intelligence
Tesco makes the investment in global consumer preference. Tesco changes products and services to local research. Indicatively, Tesco in Central Europe has changed its product mix and marketing according to the research. This ensures that Tesco becomes attentive to the local customers.
ii. Sourcing
Tesco obtains products both locally and internationally. In most of its markets, Tesco is localised to avoid expenditures and monitor cultural tendencies (Broadbridge et al., 2025). Slovakia and Poland in Slovakia and Poland the sourcing of non-food products locally is high.
iii. Production/Operations
Depending on the market, Tesco uses different formats of stores:
· In developed countries, big hypermarkets do so in order to provide product variety.
· Small outlets or convenience-orientated stores in markets characterised by different shopping behaviours.
Tesco also has an effective supply chain and logistics network. This eases the movement of inventory between cross-country stores and warehouses.
iv. Sales and Marketing
Tesco promotes its products not only in the physical shops but also online. The existence of physical stores appeals to conventional shoppers. The Tesco.com, online platform is attractive to the e-commerce users. The strategies of marketing are market-orientated. Tesco Clubcard loyalty programmes are used by many countries. Loyalty cards are customised in the Czech Republic and Poland as an example.
v. Financing and Support Functions
Tesco Bank offers banking services to the retail business. This includes shopping credit cards and loans. Tesco integrates financial services into the use of customer data. This will help Tesco with cross-selling their services and increasing revenue.
[bookmark: _Toc220810066][bookmark: _Toc220965768]c. Entry Modes Used in International Markets
Tesco also utilises different strategies of entering new markets. This is determined by market conditions, local culture and risk.
i. Acquisitions
Tesco is a regular purchaser of local retail chains when they become international.
· In Hungary, Tesco made a majority investment in Global.
· In Czechia and Slovakia, Tesco acquired the Kmart stores and converted them into Tesco stores (Danielova & Trembošova, 2025).
The acquisitions give Tesco immediate access to retail infrastructure and labour force as well as local market expertise. This reduces the risk and speeds up entry.
ii. Joint Ventures
Tesco uses the joint venture in the high-risk or culturally different markets.
· Tesco has entered into a joint venture with Charoen Pokphand in Thailand. The shops were under the Tesco Lotus brand.
· Tesco partnered with Alpha Superstores in Pakistan in order to distribute goods on a wholesale basis.
The joint ventures enable Tesco to share risks and the local expertise.


iii. Organic Growth and Greenfield Strategies
There are occasions where Tesco enters markets with new store constructions. This is not as widespread as acquisitions or partnerships. The greenfield investment would allow Tesco to arrange stores and systems according to its specifications.
Dominant Entry Mode
The primary modes of Tesco in the past are acquisitions and partnerships. Acquisitions are also used as a market entry mode in Europe. Joint ventures are preferred in the markets that are of high risk or where there are local knowledge requirements.
[bookmark: _Toc220810067][bookmark: _Toc220965769]d. Key Benefits from International Operations
i. Revenue Diversification: The global business activities render Tesco less dependent on the UK market. Increased profits in Central Europe and Asia increase the global income. This provides a stabilising factor in case the UK market is not growing at a healthy pace.
ii. Economies of Scale: By going global, Tesco is able to engage in mass purchase. Bulk purchasing minimises the price per unit. Effective supply chains also reduce the overall cost of operation (Liu, 2025).
iii. Brand Recognition and Competitive Advantage: The global presence increases the brand awareness of Tesco. It renders Tesco a formidable global competitor. Tesco can transfer the best practises in markets, which increases product quality and efficiency.
iv. Local Market Learning: Being in different markets helps Tesco to develop consumer behaviour in different cultures. Tesco learns in the market by adapting products, services and marketing strategies.
[bookmark: _Toc220810068][bookmark: _Toc220965770]e. Challenges of International Operations
i. Cultural Differences: Various cultures affect customer behaviour and management practises. Tesco must adapt to the local taste, culture, and shopping habits. This may result in reduced sales or consumer satisfaction in case it is not done. Thai tastes in food are quite different, as an instance, compared to the UK.
ii. Legal and Regulatory Compliance: The laws on retail, employment, taxes and safety are different in the countries. The local laws require Tesco to adhere to the local laws, which is a cost of administration. Lack of compliance would result in fines or lawsuits (Wilkinson and Kowalski, 2025).
iii. Political and Economic Risks: Tesco operations in the international arena can be influenced by political or economic instability. Exchange rate fluctuations can lead to cost increases. An example would be that there is a higher risk of venturing into such emerging markets as Pakistan compared to the stable countries in Europe.
iv. Competition in Foreign Markets: Tesco has to compete with local outlets as well as with international chains. The local firms may be better in touch with the customer preferences. Tesco should not be discriminated against in terms of price, quality, or services in order to be competitive.
v. Supply Chain and Logistics Challenges: The international supply chain is a complex one. Shipment delays, customs or distribution can affect the availability of the stocks. Tesco must make sure that it has proper logistical systems in order to avoid shortages or overstocks.
vi. Staffing and Human Resource Issues: Managing employees is a challenge across countries. The difference between the labour law, training, and organisational culture should be addressed. Tesco must be able to retain the same quality of services and not to intrude on the local practises.
[bookmark: _Toc220810069][bookmark: _Toc220965771]f. Strategic Responses to Challenges
i. Adapting Products and Services: Tesco adapts the lines of products to local taste. Tesco, as an example, sells local food products and brands in Asia. In Europe, Tesco tailor’s non-food products to the local trends (Lindberg et al., 2025).
ii. Local Partnerships and Joint Ventures: The experience of partnership with local corporations reduces the risk. JVs provide familiarity with the local market and faster market penetration. Tesco ventures into partnerships in markets of which it is not familiar or has resources.
iii. Investing in Technology and Supply Chains: Tesco also involves itself in technology to manage international operations. There are systems of logistics networks and inventory management which guarantee the presence of the products.
iv. Staff Training and Development: Tesco develops expatriates to maintain service delivery. The employees are sensitised about the company policies and local expectations through management programmes (Nair et al., 2025). This makes operations easy and makes the customers content.
v. Monitoring Political and Economic Risks: Tesco monitors the political and economic changes in the overseas markets. The risk assessment allows the company to implement the right corrections in time.
[bookmark: _Toc220810070][bookmark: _Toc220965772]g. Summary
The global operations of Tesco have many benefits. Diversification in revenues, economies, global brand and market learning make the company stronger. The Tesco activities involve research, sourcing, production, sales and finance. The entry modes include joint ventures, greenfield and acquisitions. International operations have problems too. They should manage their culture, regulatory and political risks, competition, logistics and staffing needs (Simamora et al., 2025). Tesco addresses these issues by adapting products, partnering, investing in supply chains, training staff and monitoring risk.
[bookmark: _Toc220810071][bookmark: _Toc220965773]3. OLI Framework and Market Entry Mode Analysis
The ownership, location and internalisation (OLI) model explains why Tesco is choosing specific markets and entry modes. It helps in the study of how company-specific benefits, market forces, and control mechanisms influence foreign expansion decisions.
[bookmark: _Toc220810072][bookmark: _Toc220965774]a. Ownership (O) Advantages
Firm-specific resources are ownership benefits and offer a competitive advantage to the firm in the foreign markets. The advantages of Tesco ownership are:
· Brand reputation and customer loyalty – Over decades Tesco has developed a strong brand in the UK. It has the confidence of its customers in its products and services.
· Retail expertise – Tesco already has the experience in omni-channel retailing and supply chain management. It can operate both physical stores and online stores (Han et al., 2025).
· Economies of scale and global purchasing power – Tesco will have the option of buying goods in large quantities, and this will reduce costs and increase efficiency in the supply chain.
· Customer data systems – The Tesco Clubcard loyalty programme provides information about consumer behaviour. This data helps Tesco to market customised products in markets.
These assets saw Tesco acquire a competitive advantage in the global market. Tesco could differentiate between the local competitors using the brand reputation, the expertise of its work, and data.
[bookmark: _Toc220810073][bookmark: _Toc220965775]b. Location (L) Advantages
There is the location endowment that goes with the attractiveness of overseas markets. Tesco has a belief in three important variables:
i. Market Potential
The potential of emerging markets like Pakistan is enormous. Big populations and the underserved retail markets are appealing to international retailers. These markets provide a chance to capture new clients and to increase the revenue on the international level.


ii. Resource Availability
There are markets where labour and cheap suppliers are available. The distance between Tesco and the UK was an advantage of Eastern Europe that the company could manage (Christiansen et al., 2025). In Pakistan Tesco has employed the local partners' network of distribution to reach the customers effectively.
iii. Cultural and Economic Environment
There are some countries which are attractive in terms of cultural acquaintance and economic affiliations. As an example, Ireland, the Czech Republic and Hungary share the same similarity with the UK in consumer behaviour and business activities. Political and regulatory conditions also impact on location decisions. For instance:
· FDI in retail in India is limited. Tesco was denied the right to own shops, and it depended on wholesale alliances.
· The regulations in Europe were favourable, and Tesco could easily acquire local chains and establish stores.
The rationale of Tesco to pick the markets where the growth potential is high and the resources and favourable regulatory conditions are available is explained by location benefits.
[bookmark: _Toc220810074][bookmark: _Toc220965776]c. Internalisation (I) Advantages
Internalisation implies that Tesco would prefer to do the key operations in-house rather than outsource or licence them. Internalisation is done at Tesco when it provides a competitive advantage. Examples include:
· Brand management and customer experience – Tesco has standard store formats and levels of service across countries. This ensures quality and faith.
· Supply chain coordination – Centralised distribution allows Tesco to control seasons, preserves the quality of goods and saves expenses (Dujak, 2025).
· Data and loyalty programmes – Tesco holds customer intelligence through Clubcard. This helps in promoting and decision-making on products.
Tesco used alliances or sales in cases where it was inefficient or costly to do something internally. In one case, Tesco exited Thailand and Malaysia due to the difficult operations. It shows that Tesco is balancing internalisation and local cooperation to deal with risk and efficiency.
[bookmark: _Toc220810075][bookmark: _Toc220965777]d. OLI and Emerging Market Choice: Tesco in Pakistan
There are three OLI factors that influence Tesco's entry into Pakistan, and these are:
Ownership Advantages: Tesco sold its brand name, retailing skills and supply chain experience to Pakistan. The absence of stores did not present a disadvantage to Tesco because of the brand and operating systems.
Location Advantages: It is obvious that the potential of growth in Pakistan is high. The country has a high population and an emerging middle-income group. Tesco has a lot of potential in numerous underserved retail sectors.
Internalisation Advantages: Instead of the full ownership, Tesco adopted a wholesale partnership form in Pakistan. This allowed Tesco to:
· Retain the branding and supply chain of the product.
· Utilise the distribution channels of a local partner in order to reach stores.
· Removes operational and regulatory barriers that are associated with stores.
The partnership model has helped Tesco to penetrate the market and maintain strategic control of its core businesses (Garnett et al., 2025). Tesco would not need to operate its full-line stores in a complex and restricted environment to apply its international benchmarks.
[bookmark: _Toc220810076][bookmark: _Toc220965778]e. OLI Framework Summary for Tesco
Under the OLI framework, Tesco can leverage its ownership advantage, locational advantage, and internalisation decisions to take advantage internationally:
1. Ownership advantages – Strong brand, business knowledge, size of business, and information will give Tesco the confidence to explore new markets.
2. Location advantages – Market choice depends on market size, resources, cultural familiarity as well as favourable regulations. Emerging countries like Pakistan have high growth potential.
3. Internalisation advantages – Strategic control is over brand, supply chain and customer data to ensure uniform quality. Where total control is costly or dangerous, partnerships or divestment are preferred (Maltais et al., 2025).
Under OLI, Tesco would be able to make sound decisions about the countries to venture into and the form of operation. The model explains why Tesco buys in Europe and partners in Pakistan and India.
[bookmark: _Toc220810077][bookmark: _Toc220965779]f. Key Insights
· The OLI-based Tesco strategy reduces the risks at the expense of maximising foreign market advantages.
· The provision of ownership benefits gives Tesco an exclusive competitive edge in brand and operational effectiveness.
· Location choice ensures that Tesco enters into markets which are potential and manageable.
· Internalisation helps Tesco to keep the control where it matters and to collaborate where some local expertise is needed (Astramani, 2025).
· This strategy in Pakistan will enable Tesco to utilise its resources in retail without store ownership.
Overall, the OLI framework demonstrates that Tesco did not just find itself going global. It is based on a sharp analysis of the company strengths, the market opportunities and the control policy. The strategy also helps Tesco succeed in its growth and legalising in the domestic environment.
[bookmark: _Toc220810078][bookmark: _Toc220965780]4. Cultural Differences and Their Impact on Market Entry Strategy
MNCs should be aware of the cultural differences. Cultural awareness will help the companies adapt the strategies and succeed in new markets. Tesco is located in the UK, a developed country where the culture is low-context, individualistic and low uncertainty avoidance. Pakistan is a relatively young state, and it is a high-context, collectivistic and hierarchical community. These differences influence the market entry policy and Tesco operations.
[bookmark: _Toc220810079][bookmark: _Toc220965781]a. Hofstede’s Cultural Dimensions
The dimensions introduced by Hofstede reveal part of the critical differences between the UK and Pakistan and their consequences for Tesco:
	Dimension
	UK
	Pakistan
	Implications for Tesco

	Power Distance
	35 (Low)
	55 (Moderate-High)
	Tesco must alter management style. In Pakistan, authority and hierarchical decision making are respected.

	Individualism vs Collectivism
	89 (High)
	14 (Low)
	Marketing should be focused on families and communities but not on individuals.

	Uncertainty Avoidance
	35 (Low)
	70 (High)
	The Pakistani consumers are risk averse. Tesco needs to emphasise on trust, quality and safety.

	Long-Term Orientation
	51
	57
	Loyalty programmes can be advertised at Tesco. A message should show community long-term benefits (Ziliani and Ieva, 2025).

	Indulgence vs Restraint
	69 (High)
	0 (Low)
	The products may need to be altered. Their western luxurious products should be localised to Pakistani consumers.


Such dimensions imply that Tesco will need to change marketing and operation strategies. The cultural variation affects leadership, promotions, product mix and customer contact.
[bookmark: _Toc220810080][bookmark: _Toc220965782]b. Language and Communication
One of the key cultural issues is language. In English, business is quite common in Pakistan. But it is the Urdu and the local languages which dominate the daily retail. Tesco should train employees on the use of multiple languages. The marketing and signage must be considerate of culture. Customer confidence can be oppressed by the use of language, labelling or advertising misunderstandings. Communication through local languages will help in building brand credibility and loyalty.
[bookmark: _Toc220810081][bookmark: _Toc220965783]c. Consumer Behaviour and Preferences
Comparably, the shopping trend of the Pakistani consumers is different compared to the UK consumers. In order to meet the needs of the local market, Tesco must localise its products, services and store formats:
· Preference for fresh, local produce – Pakistani people prefer fresh meat, vegetables and fruits. Local sourcing plays an important role in dealing with these expectations. The stores should feature products that can be used to represent the tastes and quality standards of the region.
· Affordability and value – Many customers are sensitive to prices. It needs to be competitive on pricing. Product bundles and value packs encourage buying the product and boost customer satisfaction (Khanal, 2025).
· Family shopping culture – Shopping is normally a family or group business. This will have to be countered by the stores by offering more space and larger packs of the products. The shopping experience and customer loyalty can be enhanced with the help of promotions and layouts that are friendly to the family.
Tesco can adjust by offering:
· Smaller pack sizes – The majority of the families in Pakistan are small or day shoppers. Tesco should offer smaller quantities of their products in packs to such households. This ensures cost-effectiveness and reduces food wastage.
· Halal-certified meat and food products – Food and meat items must be halal. Tesco should also ensure suppliers supply certified halal products. Customer trust and loyalty are formed by obeying religious and cultural requirements.
· Localised promotions and marketing campaigns – Marketing should be communal and family-based. Collectivist culture-based campaigns should be favoured over individualistic-based campaigns. Local festivals are to be promoted and sold.
The changes enable Tesco to appease customers without infringing cultural and economic conditions.
[bookmark: _Toc220810082][bookmark: _Toc220965784]d. Social Norms and Religious Considerations
Islamic culture influences retail consumption in Pakistan. Religious practises should be tolerated by Tesco:
· Halal compliance – The meat and food products should also be halal. Tesco must ensure suppliers provide certified halal products. This preserves the customer confidence and legal necessities.
· Avoiding alcohol – Pakistan is not able to sell liquor. Alcoholic products are to be removed from shelves. Advertisement and marketing should not refer to alcohol.
· Religious holidays – Special offers should be aligned to major holidays such as Ramadan and Eid. They can be advertised by special product bundling and offers (Azzaakiyyah and Rijal, 2025). The marketing programmes must be culturally sensitive and religiously orientated to earn brand loyalty and acceptance within the society.
Tesco will hurt its reputation by ignoring such cultural and religious practises. Legal compliance enhances brand credibility and customer loyalty.
[bookmark: _Toc220810083][bookmark: _Toc220965785]e. Managerial Implications
There are cultural differences in terms of management and operations:
· Leadership style – The management style in Pakistan is top-down. Managers should treat authority with reverence and follow the local decision-making practises. Reporting lines are clear and ensure order and efficiency.
· Marketing approach – Marketing messages should target community, family, and common values. With its individualistic promotions, the UK may not work in Pakistan. The campaigns should be a reflection of the local culture and social norms (Lee et al., 2025).
· Customer engagement – Loyalty programmes are to be localised. Personal points are not as useful as community or family rewards. The programmes should encourage repeat buying and long-term relationships with the customers.
The cultural orientation and recognition of cultural aspects reduces operational risks and increases chances of Tesco success. The managers must consider culture in strategy, staff marketing and training.
[bookmark: _Toc220810084][bookmark: _Toc220965786]f. Summary
There are high cultural differences between Pakistan and the UK. The UK is a low-context, individualistic, and less risk-averse country; Pakistan is a hierarchical, collectivist, and high-context country. The Hofstede dimensions show Tesco should transform the following: leadership, marketing strategies, products, and interaction with customers. Other important considerations include language, consumer behaviour and religious practises. The Tesco will succeed in Pakistan through localisation of products, communications, store formats, and promotions. Halal laws, family shopping sensitivity and risk-averse consumer expectations are obligatory (Suhud et al., 2025). Cultural knowledge in Tesco operations can enable Tesco to build trust and a strong brand as well as improve performance in its operations. Cultural adaptation is something that Tesco cannot afford to disregard. It is a long-term strategic requirement in Pakistan. Given the differences in power distance, collectivism, uncertainty avoidance, and indulgence, Tesco can align its market entry and operation strategies with the local expectations.
[bookmark: _Toc220810085][bookmark: _Toc220965787]5. Recommended Adjustments to Standard Operating Procedures (SOPs)
The OLI analysis and cultural assessment indicate that Tesco needs to make amendments to its Standard Operating Procedures (SOPs) in Pakistan. All these changes are efficient, satisfying to the customer and a win in the long term. Three main recommendations are possible.
[bookmark: _Toc220810086][bookmark: _Toc220965788]a. Localisation of Product Assortment and Supply Chain
Rationale
Shopping locally, culture and nutrition require Tesco to have a tailored product line. The consumer expectations of the Pakistani may not be met by the normal UK products.
Adjustments
· Product assortment – Tesco should include halal products, local food, including rice, lentils and spices, and packaged food that is culturally preferred. This is in regard to local tastes and food requirements.
· Local sourcing – Purchase more locally in order to reduce costs and freshness. Helping communities also boosts the brand image and customer loyalty (Fatawu et al., 2025).
· Inventory management – Adjust the inventory to the family-pack meals and bulk-buy trends. Big packs meet consumer needs and absorb shopping patterns in Pakistan. Proper inventory management reduces stock-outs and wastage and improves the customer shopping experience.
Expected Impact
· Higher customer satisfaction and repeat purchases – Customer satisfaction is improved when products that are provided are of local tastes and cultural preferences. Happy customers will do repeat purchases and will become loyal.
· Stronger relationships with local suppliers – Local suppliers can help Tesco build trust and long-term relationships. These relations enhance brand reputation and supply chain reliability in Pakistan (Hayman and Lorenzoni, 2025).
· Reduced logistics costs and supply chain inefficiencies – Local sourcing and improved inventory planning reduce transportation costs, delivery time, inventory stockouts or waste, improving the overall operation.
Localisation will not only make Tesco meet the expectations of the Pakistani consumers, but it will also increase its operational base.
[bookmark: _Toc220810087][bookmark: _Toc220965789]b. Cultural Adaptation in Marketing, Customer Service, and Loyalty Programmes
Rationale
In Pakistan, the UK marketing may not work out directly due to the collectivist culture and the diverse communication norms. Messages and services at Tesco should be localised.
Adjustments
· Train staff in cultural awareness – Employees need to familiarise themselves with local language, mannerisms and faith. The cultural training improves customer service and helps employees to treat all customers with respect.
· Tailor advertising – The marketing should be aimed at family benefits, community and long-run benefits. Keep off personal messages. Pakistan entails culturally sensitive campaigns that enhance activity and brand acceptance.
· Modify loyalty programmes – Tesco Clubcard should possess community-based rewards. Local charities may be given points as family purchases or as donations to increase customer loyalty (Gupta et al., 2025).
· Localised promotions – Have promotions during festivals like Ramadan and Eid. Promotions through cultural events, which are customer-centred, will contribute to the sales.
Expected Impact
· Increased brand trust and loyalty – By showing respect and cultural awareness, Tesco can strengthen its reputation. The customers will have more faith in the brand and will remain loyal to the products.
· Improved customer engagement – Individualised reward systems and culture-wary marketing improve the participation in Tesco programmes. Customers interact more with the brand, and this boosts sales and interaction.
· Reduced cultural friction – Marketing, promotions, and interactions between staff are localised to reduce confusion. In Pakistan, operations are made easier, and the general customer experience is enhanced (Majeed et al., 2025).
Localisation of marketing and loyalty systems will make Tesco attractive to the Pakistani customers and increase its competitiveness.
[bookmark: _Toc220810088][bookmark: _Toc220965790]c. Governance and Hierarchical Management Adjustments
Rationale
Tesco should alter the management and decision-making structure since Pakistan has one of the highest power distances and collectivist cultures. The local managers are to be given authority, but brand similarity ought to be globally managed.
Adjustments
· Introduce clear hierarchical reporting structures – Create effective reporting relationships on local operations. This renders management to be culturally compliant and effective and acceptable in decision-making to employees.
· Empower local managers – Allow local managers to make decisions on operations. The key control is assurance of Tesco global standards and adaptation to the local situation (Sitnicka and Serhiienko, 2025).
· Conduct regular training programmes – Train Pakistani managers to incorporate both Tesco best practises in the foreign country and local cultural and business practises to be able to operate.
· Implement cross-cultural management teams – new skill teams of the UK and the local skills to enhance the decision-making and working performance in Pakistan.
Expected Impact
· Faster operational decisions – The empowerment of local managers and hierarchical reporting can make decisions fast. Operations are localised and reduce delays and maximise efficiency.
· Reduced misalignment – International SOPs should be aligned to local practises due to consistency and sensitivity to cultural differences. This reduces conflict between local operation realities and head office policies (Alsetoohy et al., 2025).
· Enhanced employee morale and performance – Culturally sensitive leadership, good expectations and appropriate training all enhance employee motivation. Workers perform better, feel valued and contribute to the success of Tesco in Pakistan.
Effective changes in governance balance the global coherence of Tesco and local responsibility.
[bookmark: _Toc220810089][bookmark: _Toc220965791]d. Additional Operational Considerations
1. Pricing Strategy
· Prices must reflect the emerging economy – Tesco has to be priced on a Pakistan economy basis. Price competition will also facilitate customer attraction; however, the products should be affordable to the local consumers.
· Tiered pricing and value packs – The pricing and value packages offered are appealing to price-elastic customers. These options encourage purchases and customer satisfaction in the new market (Akram et al., 2025).
· Maintaining profit margins – Tesco can create a sustainable and profitability-balanced price. Effective pricing policies will help the firm grow and deliver value to the Pakistani customers.
2. Technology and Digital Platforms
· Expand the online shopping in urban Pakistan using the experience that Tesco had in e-commerce.
· Online forums and applications should be translated to Urdu to become more accessible.
· Urban clients would find it easier through online ordering, delivery, and online promotions and will expand the scope of Tesco.
3. Corporate Social Responsibility (CSR)
· Engage in community-building projects to demonstrate that Tesco cares about Pakistan.
· CSR activities can include local education, health, and environmental initiatives (Msambali and Mwonge, 2025).
· Positive CSR practises promote brand image and social credibility that apply in new markets.
[bookmark: _Toc220810090][bookmark: _Toc220965792]e. Summary of SOP Adjustments
Tesco SOPs in Pakistan are founded on localisation, culture adaptation, and governance.
· Localisation in products and supply chains ensures that the products and services are specific to dietary, cultural and shopping preferences. Local sourcing improves supplier relationships and reduces costs of operation.
· Engagement, loyalty, and trust are the results of marketing and customer service cultural adaptation. The promotions and loyalty programmes should be pegged on family and community and loyalty values.
· Changes in governance bring about a clear hierarchical system, local authority and integration of the UK experience and the local experience (Fujiwara, 2025). This improves decision-making, efficiency, and labour satisfaction.
· Other measures that complement the use of SOP adjustments include CSR, pricing and technology. Pricing level and value packs appeal to price-sensitive customers. Communications through the internet enhance reach, and CSR activities enhance brand trust.
These SOP adaptations allow Tesco to globalise in local practises. It helps in overcoming the cultural, regulatory and market challenges and keeps operations efficient and customer satisfaction high.
[bookmark: _Toc220810091][bookmark: _Toc220965793]f. Ending
The internationalisation of Tesco into the Pakistani markets demands that its SOPs be localised to achieve success. The products are relevant to the consumers in terms of localisation of product assortment, supply chain, marketing, and loyalty programmes (Holloway, 2025). Adjustment of governance and management structures facilitates high power distance and collectivist values. Additional pricing, technological, and CSR strategies facilitate the overall competitiveness and brand credibility. The transfer of cultural and market knowledge into SOPs will help Tesco to operate in Pakistan effectively and build long-term confidence in the country. Localisation will not jeopardise the global standards, but Tesco will be able to flourish in a complex and dynamic emerging market.
[bookmark: _Toc220810092][bookmark: _Toc220965794]6. Conclusion
To sum up, Tesco plc can be described as a powerful multinational business with operations in various countries and regions. Its ownership benefits, including brand recognition, operational experience, and customer loyalty programmes, are used by the company to compete effectively in the foreign markets. Tesco has employed flexible entry strategies. It is based on the acquisitions in Europe and the joint venture or the wholesale partnerships in the emerging markets such as Pakistan (Sharma et al., 2022). The strategy can be traced to the OLI framework and enables Tesco to grow in an efficient way and remain risky. The cultural analysis reveals a distinct difference between Pakistan and the UK. These are the power distance, collectivist values and consumer behaviour. In Pakistan, Tesco must be flexible in terms of marketing, product line and management style to suit the local needs in order to succeed. SOP changes that must be implemented include localisation of product assortment, culturally sensitive marketing campaigns, and hierarchical changes in the management to enhance operations and customer acceptance. These recommendations can enable Tesco to minimise the risk of cultural misalignment and operational difficulties. It also enables the company to exploit the growth opportunities in the retail sector in Pakistan. This report throws light on the need to integrate theoretical frameworks and practical strategies, which would be applicable to the local contexts (Abu-Bakar and Charnley, 2024). Tesco shows that the combination of the careful consideration of the factors of OLI, the understanding of the cultural differences, and the flexibility of operations is essential to preserve the competitive advantage.
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