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Brief description of values, beliefs and attitudes
Attitudes are a construct of internal beliefs and value systems. Within an organisation, positive attitudes are needed in an individual in order for them to be motivated and engaged in a task. You may possess the knowledge and skills to a do a task, but the task can be achieved with a positive attitude, motivation and engagement. 
Beliefs are assumptions and convictions we hold to be true based on experiences. According to the belief Pyramid model, it shows that actions of individuals within an organisation is driven by their set of beliefs. Their beliefs are based on previous experience, opportunities of education and training during their time within the organisation. (Partners in Leadership, 2019). 
Values are worthy ideas based on things, concepts and people. In terms of organisational values, they guide you within your place of work. They motivate employees and encourage their best performance at work. The organisational values represent the true reflection of the company and their ambitions, as they strive to promote a positive working culture. (Worklogic 2020). 
Recognising Assumption
Exploring the assumption of Tesco’s commitment to their values as an organisation. This presentation will be looking at the claim that Tesco commits to their value, which states that, “Every little help makes a big difference.” This is achieved by, “Making it easier to live more healthily.”
Every little help makes a big difference – it is the value we live by to ensure we serve our customers, colleagues and their communities a little better every day. Tesco can make a big difference to the issues stakeholders care about, such as customers, colleagues, communities and the wider society. (Tesco.com). 
Recognising Evidence:
In order to explore this claim and assumption, we will be investigating this by considering the following evidences from several of sources. According to an article by Askew (2018), UK supermarket group Tesco has joined forces with celebrity chef and health campaigner Jamie Oliver to promote ‘helpful little swaps’ that aim to get UK consumers picking healthier alternatives.
“Over the past few years, under the new leadership, Tesco has consistently raised the bar when it comes to so many important initiatives: form food waste, to leading on industry reformulation and helping kids eat more fruit with its brilliant Free Fruit for Kids in-store programme,” Oliver suggested. (Askew 2018).
The implementation of this value can have a positive effect on employees, customers and the community, as it guides people who have a limited understanding about healthy eating. It makes it easier for them to make healthier choices. 
This source is supported by another article written by Hardy (2018), where it states that Tesco has introduced a new initiative called Change4Life. This initiative aimed at getting parents to select healthier snacks for their children.  It includes in-store point of sale promotional materials of healthier kids’ snacks, such as Pink Lady apples, cereal bars and pineapple pieces, with Change4Life branding. 
According to the Barrets Model, individuals can reflect on their values and try to join an organisation that matches their personal values. Personal values side with organisational values, as they can influence an employee’s decision when working with an organisation. Some employees may personally value a healthier lifestyle or enabling to help others who are from disadvantaged backgrounds. This can connect them to the organisational values emotionally. It also focuses on a particular need of an individual that is common to all people. 
When critically analysing the sources using the Red Model, both sources do give examples of how Tesco is trying to implement their value through healthy eating. These sources are reliable and relevant to the organisational values, as they have provided quotes from a successful and globally recognised chef. However, it would be interesting to see if the sources provided opinions and judgements of Tesco employees or the community regarding this initiative. It would give an accurate account and a fair representation on whether Tesco’s healthy eating initiative is accessible in all parts of UK and whether it is having a positive impact on the wider society. 
Both sources are challenged by another article from Clifton (2019). Although these sources suggest how Tesco are trying to implement healthy eating initiatives, Clifton (2019), states how Tesco has been misleading customers with what they label as “healthy.”
According to nutritionists, supermarkets are misleading shoppers on healthy food. BBC researchers visited the top five supermarkets in the UK and found Sainsbury's, Morrisons and Tesco were stocking products high in salt and saturated fat in sections marked "healthier choices" and "healthy and diet meals". In Tesco's "healthy and diet meals" section, a "lamb hotpot" contained 8.5g of saturated fat, 45% of the recommended maximum daily amount. (Clifton, 2019). 
When applying the Linear Model, this source suggests that Tesco is not always reliable when it comes to educating what is healthy eating, as they mislabel their products. This is significant when it comes to Tesco’s commitment toward their values, as it is a false representation of healthy food. They will not succeed with their value, if they continue to promote products that include high salt and saturated fat. Tesco would need to re-evaluate their products and ensure food in their healthy eating sections are in fact good for your health. However, this source does contain limitations as the independent regulator investigated the issue in 2019. Therefore, there is no evidence suggesting the labelling issue has not been resolved since then. The investigation has been carried out on a single occasion, based on a single product and there is no evidence of a follow up investigation. The article uses a lot of emotive language to instil shock and anger within its readers. 
All the sources lead us to draw a conclusion that Tesco are implementing strategies and initiatives to achieve their value. There are evidences that suggest how these strategies are affecting their employees, customers and the community in a positive way. Tesco is encouraging to make healthier choices and trying to make healthy food accessible to everyone. However, they do need to reflect on their marketing and labelling techniques, to ensure their healthy options do not contain high amounts of salt or saturated fat. 
Youtube Link
https://youtu.be/x_RhT6gpVsA
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