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Introduction	
[bookmark: _nxn6x7v4rv8g][bookmark: _Toc26828199]  TESCO PLC trading is a British multinational general merchandise and groceries retailer, headquarters in Welwyn Garden City, England, and United Kingdom. The third-largest retailer in the world by gross revenues. Expanding into a new business market is not an easy task to do, because the international market expansion is tense with difficulties. UK's retail. TESCO expanded them business in US using a Fresh and Easy convenience store. To get in the retail market business, company's structure, culture and marketing operation needs to valuable the consumer (Budhathoki, Schmitt and Michaelidou,2018). TESCO's cultural use a straightforward business mission, to become winner in customers view, giving better, comfortable and quality of life. TESCO use four cultural activities as Clan, Adhocracy, Market and Hierarchy culture. In their business workplace, was analyst each culture to create a direct impact on their business strategy.




















Structure and Culture of Organisation	

    The cultural and structural concept, differentiate and measure the organisation performance. The performance report from private labels retail market shows a quite low performance in the market revenues. Most of the time, the retail Market depending on the private label retail market ,which can be low .This influence the retail store's market internationally .The private label retail market's structure and cultural organisation need to improve to improve the performance of the TESCO (Dimitrova, Rosenbloom and Trina, 2016). The organisational performance depends on the structure, culture and leadership management of the company and behaviour of the people consuming the products.
As per Flic Lewis (Digital Marketing Manager at TESCO, West Midlands), opportunities for personal and career development, excellent working relationship and group communication in TESCO's functional workplace delivers quality products (tescoplc.com, 2019). 
 Work-life balance culture; allows non-experienced employees inside the organisation. TESCO believes in harder work performance for the customers and influences the people to consume their products. Company's value was” to help little, and make the difference” (Jaeger, Kim and Butt, 2016).
[bookmark: _Toc26828200]  In the 20th century, the company's expanding their business to the new market, faced a different kind of structural and cultural challenges in order to adapt to the situation. 
Fatehi Structural Model
Organizational structure of TESCO is evaluated with the help of Fatehi structural model. Based on this the structure of business organization is consists of four factor such as functional, geographical and products. 

	Key Area 
	Significance 

	Functional
	Tesco has an innovative hierarchical structure. It is usually creating a functional structure as it focuses on the different departments in the business. The reason they use a hierarchical structure is that the organisation is large and has multiple layers within it.

	Geographical 

	Geographical structure of TESCO based on their market segmentation approach. TESCO has manufactured its product that is based on specific country, specific region (tescoplc.com, 2019). 

	Products 
	TESCO offer various products in addition to provide offer on specific products such as loans, debit cards, mortgages and car insurance through its website. 


Table 1: Fatehi Structural Model
Source: (Source: Liu et al. 2019)
[bookmark: _Toc26828201]

[bookmark: _687pa4kz4noz]Figure 1: Fatehi Structural Model
[bookmark: _Toc26828202](Source: Liu et al. 2019
Belbin’s Team Roles
	Team Role 
	Significance 

	Shaper 
	Redesign entire business architecture of TESCO in an efficient manner.

	Implementer 
	Create possible business strategy for TESCO.

	Completer finisher 
	Pays attention to all the smallest details and make sure such things is done right in TESCO (tescoplc.com, 2019).

	Co-ordinator 
	This team role brings order into TESCO marketing and manufacture team (Eubanks, 2016). 

	Team worker 
	Coordinate among various team member that can provide various support to team member in a diplomatic way.

	Resource Investigator  
	Develop outside contacts in the marketplace of TESCO.

	Plant 
	Provide innovative and optimize solution to the marketing manager of TESCO.

	Monitor Evaluator 
	Assesses team related decision of TESCO analytically and critically. 

	Specialist 
	This team role expert subject area.



Table 2: Belbin’s Team Roles
(Source: Jaeger, Kim and Butt, 2016)
[bookmark: _Toc26828203]
                                                Figure 2: Belbin’s Team Roles
[bookmark: _Toc26828204](Source: Jaeger, Kim and Butt, 2016)

                                                Figure 2: Belbin’s Team Roles
(Source: Jaeger, Kim and Butt, 2016)
Maslow Model of Leadership
Maslow Model of Leadership define the specific leadership style adopt by marketing manager of TESCO for their business success. TESCO implemented democratic style of leadership approach. TESCO employee haws the fundamental authority for their decision-making process (Soni and Soni, 2016). This leadership style motivates employees and TESCO provides best products and services to its customer as well as employee. 
	Key Term 
	Significance 

	Political 
	Due to decline in one-use income levels and household incomes, Tesco, has shifted most of the focus to advertising value brands rather than the more luxurious items.

	Economical 
	Labour cost is a crucial factor affecting the UK's Tesco supermarket. The annual wage bill is GBP 4.5 billion (Moon and Song, 2015).

	Social 
	The type of goods and services demanded by consumers is influence by their beliefs and attitudes, which, in turn, are influenced by social conditioning.

	Technological 
	TESCO has improved with high technology that increase competitive advantage in global market (tescoplc.com, 2019). 

	Structural 
	Skillsets and behavioural approaches of employees need to lead to potential performance (Lukic,2016).
Labour costs and demographic pool are the key factors to increase the performance of an organisation.

	Legal 
	TESCO workers took legal action against the company's employer for age and gender discrimination within the workplace.



                                                    Table 3: PESTLE Analysis 
[bookmark: _Toc26828206](Source: Moon and Song, 2015)
Figure 3: PESTLE Analysis 
[bookmark: _Toc26828207](Source: Moon and Song,2015)
Porter Five Forces
	Term 
	Significance 

	Threat of substitute products and services
	Threat of substitute products in non-food items such as clothing is high.

	Threat of entry of new competitors
	Threat of entry of new competitors is reasonability high because of the competition (Mosca, Puches and Buzza,2015). 

	Intensity of competitive rivalry

	The Intensity of competitive rivalry in TESCO is high because of the increase of number of retailing industry. 

	Bargaining power of buyers

	Bargaining power of buyers is high due to the variety of products.

	Bargaining power of Supplier 

	Bargaining power of Supplier is low in TESCO (tescoplc.com, 2019).



Table 4: Porter Five Force Model
(Source: Mosca, Puches and Buzza,2015)
[bookmark: _Toc26828208]
Figure 4: Porter Five Force Model
[bookmark: _Toc26828209](Source: Mosca, Puches and Buzza, 2015)
Value Chain Analysis
	
	

	Coming in Logistics
	TESCO focus on every aspects of manufacturing process from raw material to finished goods. 

	Operations
	Operator focus on launch of products to global economy. 

	Outbound Logistics
	Provide the process in which products of TESCO comes to customer (tescoplc.com, 2019).

	Marketing and Sales
	Provide marketing strategy for promoting products.

	Service 
	In this process pre-sale and post-sale operation evaluate.


 Table 5: Value chain Analysis 
(Source: Mosca, Puches and Buzza,2015)
                                      Figure 5: Value chain theory
(Source: Mosca, Puches and Buzza, 2015)
The cultural theory of TESCO is very diverse. TESCO objective culture is that its people. TESCO provides best quality of products and services to customer.  Defining any cultural activities in TESCO is very difficult because that depends on the people's attitudes, behaviour, assumptions and beliefs on the company's products (Mosca, Puches and Buzza,2015). TESCO’s tectonic activity defines cultural activities, where the work environment is strict to the marketplace. The organisational culture and structure are the business expectation that mostly rules on the work ethic, wear and overall business structure. The culture sets standard, goals and objectives for employees and acts on the employee’s work ethics to improve the organisation performances (Liu et al. 2019).
[bookmark: _Toc26828211]Factors affecting organisational performance
TESCO is a retail supermarket company, which deals with groceries products with broadband, insurance and mobile services. The gross revenues, it is the ninth-largest retail supermarket company in the world.
Structural 
Targeted resources acceptable for the consumer.
Cultural 
Perspective and work ethics of the organisation and workplace becomes effectiveness.
Cultural view per customer expectations and needs to be considered, developing regional characteristic needs to be considered (Moon and Song, 2015).
Political
Importing duty on goods from outside the UK 
Tesco Tax initiation in a supermarket can affect TESCO by the UK government (Mosca, Puches and Buzza,2015).
Economic
“UK’s wage rate in 2017 was minimum, which was increased by 4.4% in 2018 and this increasing shift resulting in cost Tesco in millions of pounds because dependent with 27.7% of the UK's market share” (tescoplc.com, 2019).
Environmental 
TESCO face immense pressure from the UK government to reduce the use of plastic and wastes. This problem uses renewable resources for collection of unwanted plastic products and recycling them (Neatby, Rioux and Aubé,2015).
[bookmark: _we4tqm5joquq]TESCO required meeting with their Hierarchy cultural activities (Pinho, Ana and Dibb,2014). 
    TESCO’s has six-strategy development process to create a long-term value for stakeholders.
[image: ]
Figure 2: Risk Management Model
(Sources: Radulescu and Tîrla,2014)
Brand 
TESCO's value a strong brand to meet with long-term value creation for every stakeholder. Tesco's brand focus on quality products and services with a unique offer and Hearty and Food quality. Customer expectation and perceptions becomes a priority for the company. Reducing the plastic products uses and wastage up to 2.7 points per year, helps in increases customer perceptions (Radulescu and Tîrla,2014).
Cost
TESCO's business model simplify their strategy and reduce the operation and products cost saving yearly 594 million euro to 820 million euro and contribute to ambitious saving of up to 1.5 billion euro yearly. Identifying and reviewing the operation create opportunities. Logistics and distributions, saving 541 million, 104 million and 174 million euro.  The company focus on the cost-conscious culture setting, benefit the customers. In recent time, TESCO also simplified the shopping experience for customers by reducing the cost of procuring goods and services (tescoplc.com,2019).
Cost
Company's cost generation strategy increased the operation cost by 495 million euro to 2.77 billion euro this year, improving of the products, profitability.
The operation generation cost removes the unnecessary journey from the suppliers to ensure customer requirements (Shi et al. 2018).
Products 
In order to meet 3.5% to 4 % margin by 2019/2020 financial year, TESCO builds sustainable profitability in supermarket, channels and products ranges. Increasing the operation margin point up 57 essential points by 2.9% with managing the combination of a mix, volume and cost-effectiveness of the business. Improvement in online economic business while giving customers satisfaction with more excellent choice and flexibility boosting up the company's performance (tescoplc.com, 2019). 

Value
Maximising the property value by next year can increase the performance of the company by the TESCO also create value for the customer by exploring customer needs. In central Europe, TESCO working with partners and brings a new offer to a consumer in several retail stores.
Innovation
[bookmark: _vmd45ffvx9fe][bookmark: _Toc26828213]Feedback and reviews from the customer and shoppers need to monitor daily to ensure customers’ requirements and satisfaction on reliable products. The kitchen range for plant-based dishes increases the demand for vegan and vegetarian food and becomes accessible for the customer. Customer satisfaction and requirements are the key factors to innovate new products into the market (Sun, Ni and Wang, 2016).

Effective Management and Leadership
TESCO's business organised with three pillars as Customers, Products and Channels. Organisation business trends and variations in economics change the perception of doing business and create awareness, values and expectations for the customer. According to Vasiloaia (2018), company's effective management identified and measured the risk factor considering potential business strategy. Risk management is vital for any business while it is forecasting on returns on investment. TESCO identifies six-strategy management policy to improve the performance of the organisation:
Grow sales
After identifying the risk, carefully with potential effects on consumer behaviour and then only allows them to grow sales.  TESCO's sale grows by 0.6 % in 2018 as compared to 2017 with 51-billion-euro.
Customer Recommendation
Evaluation of customer recommendation is essential for the company by ensuring and improving customer feedback. TESCO manages strategy, helps to build a reflecting workplace, that increases the group net promoter by 12 points (Wedel, Zhang and Feinberg, 2015).
Delivery cost
Price reduction increas the profit in the previous financial year by 26% with 1.64-billion-euro group operating profit. In the second half of the year, the group margin profit increases by 3% (specialityfoodmagazine.com, 2019). 
Partnership
[bookmark: _minkz3sbrbo7][bookmark: _Toc26828214]A strong partnership can build ultimate features for a company, and TESCO committed to building a strong, fair, open and transparent partnership with the suppliers. This strategy increases the group supplier’s satisfaction by 75% (tescoplc.com, 2019). 

Management behavioural approach 	
[bookmark: _km0c4kz8fxn2][bookmark: _Toc26828215]A Bayesian econometric model behavioural management approach to the customer, improve the performance of TESCO and the performance of retail management behaviour. The relationship between quantity, satisfaction, quality and behavioural intentions can attract a great deal for the retail marketing business approach, to the customer provides the greatest security to the company and builds a cultural and profitable environment (Yildiz,2014).





















Conclusion	
A retail market’s structural and cultural behaviour makes a significant impact on the consumers, of quality products and services. The customer purchases quality products as per their needs and did the review after uses of the products. Structural and cultural behaviour outstand with quality products to reach to the maximum consumer. Tesco’s structural and cultural products development as per customer feedback can improve the organisation's performance in future. Retail supermarket business needs to innovate reliable products as per the customer requirements with the reduction in selling costs and increase in operation cost. Retail market needs to analyse the culture of the new market and requirements of the customer while enabling a profitable share market.
[bookmark: _lwurzcvvlxw0]
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