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1. Introduction 
[bookmark: _Toc214198218]1.1 Background of the Report
This consultancy report analyses the global business strategy of Tesco, a large UK-based multinational company known to have a significant global retail presence and diversified business of operation (Chen, 2022). Due to the increased consumer demand and the willingness to invest in foreign retailing, Malaysia is a strategically significant place considering that Tesco has already moved into many emerging markets (Hussein et al., 2024). The case on Malaysia is the center of interest in the report; it is used to test the interaction of Tesco global capabilities with the local market conditions.
[bookmark: _Toc214198219]1.2 Purpose and Scope
This report is aimed at a critical analysis of the international operations of Tesco and an assessment of its strategic positioning within the Malaysian market. The range covers the evaluation of the advantages and obstacles of multinationalisation, how Tesco approached the entry, and the implementation of OLI paradigm to reveal its internationalisation rationale (Moon, 2022). The report also explores the culture issues affecting Tesco performance in the market (Monrouxe et al., 2022) and ends with a recommendation to make Standard Operating Procedures (SOPs) fit Malaysia to improve organisational performance.
[bookmark: _Toc214198220]2. Benefits and Challenges of International Operations 
[bookmark: _Toc214198221]2.1 Why Tesco Qualifies as an MNC/TNC
A multinational corporation (MNC) is typically defined as a multinational company that owns or controls income-generating resources in a foreign nation and conducts business through foreign subsidiaries and coordinates international production or market operations (Moon, 2022). The Tesco company perfectly meets this definition, as the extent and form of its overseas activities are large. The company has been investing heavily in foreign direct investment and managerial control in Europe and Asia through its retail subsidiaries, distribution facilities, and sourcing offices (Chen, 2022). It has global supply chain networks that connect various nations with sourcing, logistics and technology systems further supporting its connection as a transnational retailer. The fact that Tesco has expanded to new markets in emerging economies such as Malaysia, Thailand, China, India, and Central Europe indicates that the company has dedicated itself to working in a wide range of institutional contexts, transfers capabilities overseas, and local market adaptation (Tian, 2021). These features strongly make Tesco a mature MNC/TNC.
[bookmark: _Toc214198222]2.2 Tesco’s Global Value Chain
The Tesco global value chain incorporates research, procurement, operations, marketing, and finance in various geographies. This integration will enable the company to take advantage of global efficiencies and be able to adjust to local market needs.
[bookmark: _Toc214198223]2.2.1 Research and Development / Innovation.
The competitive advantage of Tesco is based on innovation and data analytics. Tesco has an active loyalty programme, Clubcard, that is considered among the most effective retail data systems in the world, as the company can collect specific profiles of customers and customize its pricing and product mix and promotions schemes (Chen, 2022). Tesco also invests in technologies in retail that can streamline operation efficiency and inventory management in the markets. The capabilities are ownership advantages that reinforce the multinational operations of Tesco.
[bookmark: _Toc214198224]2.2.2 Sourcing and Procurement
Tesco has a complicated system of sourcing used worldwide, where the company buys its products with its suppliers both in Europe, Asia, and Africa. The company has corporate-labeled brands that are founded on the diversification of suppliers to ensure quality, cost-effectiveness and reliability of supplies. It is an internationally structured procurement strategy that facilitates economies of scale and provides Tesco with a chance to employ the experience of multiple markets (Moon, 2022). These capabilities have enabled Tesco to be competitive in the emerging economic markets like Malaysia whereby, international sourcing is supplemented with local supplier relationships.
[bookmark: _Toc214198225]2.2.3 Production / Operations
The business processes of the company include local distribution centers, excellence in logistics, and technologically advanced inventory management processes. These systems expose more markets with the products and they reduce redundancies in the operations. The customisation of its activities and the standardisation of the operations should assist Tesco to be feasible in the management of large networks of outlets (Chen, 2022). The markets such as Malaysia had such capabilities and spread Tesco to offer a constant retail experience as it navigated local supply-chain systems.
[bookmark: _Toc214198226]2.2.4 Marketing & Sales
Tesco has been using a multichannel marketing strategy involving the use of both physical outlets and strong online retail platforms. The recent studies point to the importance of digital and social media marketing that help Tesco to become more visible and engaged with customers throughout the globe (Stanikzai and Ali, 2024). Such digital plans also enable Tesco to localize the communication, customize the promotions, and adapt to cultural variations across markets. Online interaction in Malaysia has especially played a crucial role in the development of the successor brand of Tesco, the Lotus (Ruslan et al., 2023).
[bookmark: _Toc214198227]2.2.5 Finance
Tesco is a multinational retailer and this has the advantage of being able to finance around the world and has diversified sources of revenues in the various markets. International diversification offers the option of risk reduction through diversifying earnings in different countries that have varying economic cycles. Nonetheless, there are cases where profitability across markets can differ dramatically because of the variation in the competitions, regulatory environment, and consumer behaviour (Catalão, 2022). These financial inequalities have informed strategic decisions of Tesco such as exiting less lucrative markets like China and Korea.
[bookmark: _Toc214198228]2.3 Entry Modes in Tesco’s International Markets
The Tesco has embraced various international modes of entry basing on market situations, institutional settings, and long-term goals.
Joint Ventures
In Malaysia and Thailand, Tesco employed the joint venture whereby it shared the ownership with the local companies already present in those countries. This strategy gave Tesco the requisite local understanding, familiarity with the regulations, and cultural knowledge, which proved to be the keys to success in the new economies (Kar et al., 2021).
Acquisitions
In Poland, Korea and Thailand, Tesco has made acquisitions to hasten market penetration and have ready resourced store networks, logistical systems and customer bases. Fast scaling by acquisition also came at a cost of more integration problems.
Greenfield Investments
In Central Europe, Tesco used the greenfield approach, where the creation of new stores in the country allowed it to implement UK-style working systems and supply-chain patterns directly in the domestic market (Tian, 2021).
Licensing/Franchising
Tesco has also tried licensing setups in few smaller markets although this has been less common. Nevertheless, these modes do not feature in the international strategy at Tesco.
[bookmark: _Toc214198229]2.3.1 Dominant Entry Mode
Joint ventures and acquisitions have been the most common forms of entry by Tesco which have been the most favored modes of entry since the company is more into rapid scaling with local expertise. These modes correspond to the necessity of Tesco to adjust to new institutional setting and maintain the control over the work and the brand expectations (Moon, 2022).
[bookmark: _Toc214198230]2.4 Benefits Gained from Internationalisation
International expansion has offered Tesco with a number of strategic advantages:
Economies of Scale
The Tesco internationalisation strategy has created a number of important gains which have intensified its competitiveness and sustainability in the international market. The attainment of economies of scales can be considered one of the most remarkable benefits. The global sourcing and market standardisation of operational tasks allow Tesco to consolidate the procurement, negotiate with the suppliers more favourable terms, and cut the total production and distribution expenses. The benefits of these scale efficiencies go right to price competitiveness and margin improvement especially in markets where cost sensitive consumers are the majority.
High-Growth Market Access
The other significant advantage is the availability of high growth markets particularly in the emerging economies where the demographic and economic factors have offered a high demand of the modern shops. Malaysia is a case in point, and boasts of a fast-growing middle-income population, growing urbanisation, and a proactive governmental encouragement of foreign direct investment (Hussein et al., 2024). 
Resource Diversification
The most important advantage of Tesco international activities is also resource diversification. The move to diversify in various countries will enable the company to lessen its reliance on the UK market, which would limit its exposure to economic changes and saturation of domestic retail markets (Catalão, 2022).
Knowledge Transfer
Lastly, knowledge transfer within markets is very valuable to Tesco. Managerial competences, technological development, as well as operational knowledge that are developed in one country, are spread throughout the organisation and enhance worldwide performance. International learning increases the strategic flexibility and facilitates the ongoing enhancement of customer analytics, supply-chain management, and store operations (Anwar et al., 2022).
[bookmark: _Toc214198231]2.5 Challenges Faced During International Expansion
Besides the positive factors, Tesco international growth has come with significant challenges.
· Cultural Differences: The dissimilarity in the cultural aspect between the UK and the growing economies may affect the management, consumer, and marketing practices. Studies indicate that there is a great difference in communication norms and cultural expectations by the region (Monrouxe et al., 2022; Ismail et al., 2025).
· Institutional Voids: New markets have weaker regulatory frameworks, underdeveloped supply-chain network, and differing standards, which makes it challenging for Tesco to implement its model of operations in the UK (Tian, 2021).
· Regulatory Restrictions: Restructuring and expansion can be impeded by competition laws and merger control. As Aksorngarn (2024) says, the growing regulatory focus in the Asian markets impacts the retail mergers and acquisitions (Aksorngarn, 2024).
· Supply-Chain Complexity: The process of cross-border suppliers management, perishable goods, and halal compliance is highly complex in Malaysia, as well as the ASEAN markets, in general (Mohamed et al., 2021).
· Political/Economic Instability: Some Asian countries have exchange rate fluctuations, policy changes, and risk to the extent that they can limit profitability and risk exposure (Hussein et al., 2024).
[bookmark: _Toc214198232]3. OLI (Eclectic Paradigm) Analysis: Tesco & Malaysia 
The Eclectic Paradigm (OLI) invented by Dunning is a comprehensive approach to explaining why multinational corporations decide to go global and why they choose specific entry mode. Using the OLI model to analyze the Tesco entry into Malaysia indicates the strategic rationale of its foreign direct investment and the reason why the company has succeeded, as well as the local issues the firm faces.
[bookmark: _Toc214198233]3.1 Ownership Advantages (O)
Tesco has a sound ownership-specific advantages that help it in the successful international expansion. This is because one of the most important is its international brand image that has been developed over many decades as one of the largest and most recognisable retail chains in the world. This branding is what will enable Tesco to build trust in new markets fast and increases bargaining power with suppliers as well as local partners (Chen, 2022).
The second major ownership strength is the excellence of Tesco supply chain. The company has established high-tech logistics, sourcing systems, and distribution systems that enable it to handle great product volumes effectively and consistently in the market. The operational systems in place at Tesco such as centralised procurement and advanced inventory processes allow the company to get economies of scale and keep prices competitive (Moon, 2022).
Tesco should also have an advantage of retail innovation, especially its data-driven capabilities. The Clubcard customer loyalty programme is recognized as one of the finest customer analytics in the world, as Tesco can customize promotions, individualize customer experiences, and maximize product assortments (Chen, 2022). 
[bookmark: _Toc214198234]3.2 Location Advantages (L)
Malaysia has a number of attractive location-specific advantages that can support the expansion strategies of Tesco. The increasing middle class in Malaysia with its increasing disposable incomes, increased consumer spending as well as demand of more quality retailing experiences is one such factor. This ageing population is favourable in the expansion prospects of large format supermarkets and hypermarkets in the long term.
Another great benefit is urbanisation. The rapidly urbanising population of Malaysia has contributed to the need to have modern retail infrastructures, better supply chains, and easy shopping conditions. The large-store format suits Tesco well in high population-density cities and the clients are inclined to be offered diversity, prices, and convenience.
The geographical location, in terms of the Malaysian government being pro-financial in its disposition towards FDI, by offering an incentive, clarity in the government regulations, and liberalisation, can be considered a critical factor. Studies show that Malaysia has remained attractive to foreign investors because of good political and economic conditions in the state (Hussein et al., 2024). These policies minimized the risk of entry that Tesco faced and were considered as making Malaysia a favorable investment destination.
Malaysia is also characterized by high demand in the modern retail formats. The changing consumer lifestyles are predisposed towards hypermarkets, integrated retail centres and organised supply chains that offer quality and competitive prices. These are the consumer needs that are in line with the Tesco global retail model.
Moreover, Malaysia has a very high potential of halal market, which is also a critical factor in a Muslim-majority country. The halal quality of the supply chain is essential in the market acceptance and the retailers that compete successfully in halal compliance will be able to distinguish themselves. It is noted that halal supply-chain management is central to the credibility of the food sector in Malaysia (Mohamed et al., 2021). 
[bookmark: _Toc214198235]3.3 Internalisation Advantages (I)
Internalisation benefits state the reason why Tesco decided to expand into Malaysia by direct investment instead of outsourcing or licensing. The other significant internalisation strength is the capability of retaining control over its supply chain. The fact that Tesco controls its operations by owning equities allows this company to maintain its logistics, sourcing, and product standards in line with the international standards (Ren, 2024). This is especially significant in food retail, the quality, freshness, and safety being the core competitive factors.
Operations are also internalised by Tesco to secure proprietary technologies, such as customer analytics, retail management systems, and Tesco Clubcard data platform. The external operators would pose risks through leakage of intellectual property or unstable implementation when such systems are shared. The internalisation process helps to protect strategic assets (Ren, 2024).
The other internalisation advantage is that it is possible to achieve a standard homogeneity of quality and operations across the markets. The direct control instead of using the third-party intermediaries can assure strict adherence to the operational practices, halal specifications, supply-chain operations, and ethical sourcing standards by Tesco. 
[bookmark: _Toc214198236]3.4 Linking OLI to Tesco’s Market Entry Mode in Malaysia
Tesco has ventured into Malaysia by joining forces in a joint venture a move which is highly advocated within the OLI framework.
Ownership–Location Interaction
Tesco had good ownership opportunities, brand power, logistic capabilities, retail technologies, but it required local knowhow to overcome the institutional environment in Malaysia. The joint venture made local networks and familiarity with the regulations, land acquisition procedures, halal certification system and cultural understanding that Tesco did not have. Therefore, the O and L factors were mutually supportive.
Location–Internalisation Interaction
The regulatory conditions in Malaysia at the time of Tesco entry were favorable toward the local alliance in the retail market. Making the operations in a joint venture helped Tesco keep the major systems under control and at the same time, remain in line with expectations of the local ownership. The internalisation was also supported by the necessity to have halal-compliant supply chains, since Tesco needed a high level of quality control instead of depending on the post-sourcing services.
Ownership–Internalisation Interaction
The Tesco proprietary technologies, brand standards and the retail processes demanded a high level of internal control. A joint venture enabled Tesco to internalise key systems besides sharing the risk and enjoying the local expertise of the partner.
Explaining Success and Limitations
OLI assists in resolving successes and challenges of Tesco in Malaysia. Its ownership advantages allowed it to grow and interact with customers quickly. Location benefits provided an open market that had high growth potential. The concept of internalisation provided consistency of operations and safeguarding of strategic assets.
[bookmark: _Toc214198237]4. Cultural Differences Between the UK and Malaysia 
Cultural differences are critical aspects that multinational organisations must understand when entering different markets, and the experience of Tesco as it expanded its business operations into Malaysia depicts that they need to be sensitive to local norms, behaviours and expectations. The Cultural Dimensions developed by Hofstede offer a systematic framework of reference to the comparison of the UK and Malaysia in order to gain some understanding of the impact of culture on management behaviours, consumer preferences, and retailing activities. Findings of cross-cultural studies also indicate that the two nations are largely apart in terms of their cultures (Monrouxe et al., 2022; Ismail et al., 2025).
[bookmark: _Toc214198238]4.1 Hofstede Cultural Dimensions Comparison
[bookmark: _Toc214198239]4.1.1 Power Distance
Malaysia has a very high score in power distance which shows that the society is highly respectful of hierarchy, authority and formal structures. This is very contrary to UK, which puts more value on equality and participative decision making. In the Malaysian work environment, subordinates are willing to be guided by their managers and do not want to oppose any authority (Ismail et al., 2025). In the case of Tesco, it will entail the adoption of more hierarchical management systems, the application of straight forward reporting relationships and the management to make managers visible heads of stores. This needs to be aligned so that no misunderstandings occur at work and so that the employees are engaged.
[bookmark: _Toc214198240]4.1.2 Individualism vs. Collectivism
Malaysia is collectivist-oriented, whereas the UK is one of the most individualistic nations in the world (Monrouxe et al., 2022). Family ties, group loyalty, and communal affiliation play a very important role in purchase behaviour in societies that have a collectivistic society. This directly affects the retail strategy. Tesco should put extra focus on family-based promotion, package deals, Christmas packages and advertisement messages that resonate with group-based identity and collective consumption. The Malaysian workers are also likely to appreciate harmonious relationships, teamwork and decisions that are made via consensus. The HR practices of Tesco should thus focus on group incentives, team building and communication styles that enhance cohesiveness.
[bookmark: _Toc214198241]4.1.3 Uncertainty Avoidance
Malaysia exhibits moderately high uncertainty avoidance, i.e. consumers favor predictability, consistency and assurance in shops (Ismail et al., 2025). Customers demand predictable prices, proper labeling of the products, promotions, and quality customer service. This is unlike the UK consumers who might be more familiar with the dynamic pricing, or flexibility in the promotional structure. This means that Tesco will have to ensure consistency in store to store, have predictable discounting periods, and have the ability to communicate the offers. It can be made to win trust and customer loyalty by adjusting its promotional strategy to match the Malaysian preference of stability.
[bookmark: _Toc214198242]4.1.4 Masculinity
Malaysia is moderately masculine, which is, the consumers appreciate the competition, performance, and achievement, but not as West European markets. The UK, being also a moderately masculine nation, articulates these values in a different way. Value-for-money propositions, status-enhancing purchases, and visible brand recognition have a role to play in consumption behaviour in Malaysia (Monrouxe et al., 2022). In the case of Tesco, promotions which emphasize the saving, quality guarantee and branded products passes can be very good. It is also possible that Malaysian consumers prioritize family well-being and offering the best to the family, which supports Tesco in the necessity of having strong value propositions.
[bookmark: _Toc214198243]4.1.5 Long-Term Orientation
Malaysia has a relatively high long-term orientation, as evidenced by customer-loyalty, relationship-oriented behaviour, and the preference to make gradual and lasting enhancement (Ismail et al., 2025). This cultural aspect is in tandem with Tesco Clubcard model. The loyalty programmes are especially successful in the markets where the relational relationships of long-term character are appreciated. The fact that Tesco is able to reward repeat purchases, to personalise offers and ongoing relationships with customers helps to create a better embeddedness in the market in Malaysia than may be witnessed in short-term oriented environments.
[bookmark: _Toc214198244]4.2 Impact on Market Entry Strategy
The cultural differences also contributed substantially to the market entry strategy of Tesco in Malaysia. The attraction towards hierarchical organization and familiarity with the institutions motivated Tesco to move in using joint venture instead of wholly-owned subsidiary. Local partners also offered the necessary cultural expertise, regulatory insights, and existing networks, which facilitate in the cross-cultural gaps reduction of the operational risk (Ismail et al., 2025).
In addition, the collectivism culture required high levels of local participation in management. The decision to hire Malaysian leadership teams guaranteed the alignment of culture, supervision, communication patterns, and workplace norms. The UK participative style of management used by Tesco had to be changed in Malaysia to have more directive leadership and formalised structures. Harmony, respect and group work were also required to be stressed in training programmes which is in line with what is expected at the workplace in Malaysia.
The necessity to comprehend the local family and social setups also dictated the stores design, target demographics of the areas, and promotional activities of Tesco. This cultural understanding strengthened the need to have a Malaysian partner to facilitate the decision-making process at the market-entry level.
[bookmark: _Toc214198245]4.3 Impact on Business Success Potential
The cultural differences between the UK and Malaysia directly influence the success of operations of Tesco. Especially significant are the differences in consumer behaviour. Malaysian consumers are more likely to use shopping with family members, make decisions based on the community, and be interested in the products that are related to the safety, compliance with Halal standards, and social cohesiveness (Ismail et al., 2025). These cultural preferences must then be incorporated in the products that Tesco offers, the signage, and the services offered in the stores.
Regarding HR factor, Tesco needs to change practices in recruitment, training and communication to meet local expectations. Malaysian workers are usually sensitive to direct instructions, defined tasks and duties, and respectful working relations with managers. The practices of UK-style informality or egalitarianism might be ineffective to translate. The success of Tesco depends on the localisation of the workplace culture in order to enhance staff morale and retention.
Store layout should also be changed. Shoppers in Malaysia have their own preference of liking the aisles to move around in a group, well-placed fresh food stores, and sections culturally inclined (e.g., halal-certified food, festive goods). The correlation of the physical store setting to cultural inclinations enhances the satisfaction of customers and competitive differentiation.
[bookmark: _Toc214198246]5. SOP Adjustments for Tesco in Malaysia 
The success of Tesco in Malaysia will be determined by its capability to modify its Standard Operating Procedures (SOPs) in line with the internal, cultural, and country-specific circumstances of the host country. Although Tesco already has good global strengths, the Malaysian retail setting needs strategic adjustments to HR processes, supply-chain framework, and market involvement strategies. The three SOP modifications proposed below are suggested based on previous OLI analysis themes as well as cultural analysis and include alignment with the Malaysian culture, regulations and consumer behaviour trends.
[bookmark: _Toc214198247]5.1 SOP Adjustment 1: Localised HR & Management Practices
In Malaysia, people management requires cultural and organisational alignment. The power-distance orientation and collectivist culture of the country are high, and employees want to have well-defined leadership frameworks, respectful communication, and strong group unity (Ismail et al., 2025). Thus, the HR SOPs of Tesco will have to be modified to include culturally aligned workforce-management and leadership practices.
Local Leadership Training
Since the Malaysian workforce is inclined towards formal authority, Tesco needs to formalise the leadership training programmes to the local managers, focusing on directive but respectful supervision styles. Conflict avoidance, consensus building, and relationship-based management should be trained, skills that were demonstrated to foster employee motivation in collectivist cultures (Panagopoulos et al., 2023). The empowerment of Malaysian managers also helps to minimize the cultural friction between the UK expatriates and the local workers by bringing the leadership jobs nearer to the cultural norms.
Hierarchical Culture respect
The management culture at Tesco in the UK is more inclined towards egalitarianic communication and decentralised decisions. Nevertheless, the Malaysian employees are fond of more top-down oriented structures. Defined reporting lines, protocols of formal communications, and frequent briefings of the managers should be thus required by SOPs. This will provide a feeling of safety and reliability and improve the harmony at the workplace (Ismail et al., 2025).
Collectivist HR Incentives
The collectivist orientation of Malaysia implies that group based rewards are more productive than more individual oriented ones. Tesco ought to amend its HR SOPs to incorporate team performance bonuses, collective goal-setting as well as recognition programmes that encourage group performance. As noted by Panagopoulos et al., (2023), culturally aligned incentive can contribute greatly to employee engagement in the multinational retail setting. The change will help to foster the unity of the workforce, decrease the turnover, and improve the quality of the customer service.
[bookmark: _Toc214198248]5.2 SOP Adjustment 2: Supply Chain Localisation and Halal Compliance
The localisation of supply-chains and halal compliance are the key to success in retailing in Malaysia because of the regulatory background of the country, consumer expectations, and religious needs. Tesco should, thus, integrate additional local procurement, enhanced halal governance procedures, and supplier development programs in its SOP system.
Increase Local Sourcing
Malaysia is a country that enjoys well-developed agricultural and processed food industry where Tesco retailers can improve their local sourcing. Local sourcing helps to minimize the supply-chain lead time, freshness, and increase the confidence of consumers in Malaysia who tend to buy local products. According to AS and Ramanathan (2021) localisation enhances the resilience of supply-chain in emerging markets. The revision of SOPs to focus on Malaysian suppliers particularly fresh and halal certified products will enhance market suitability and minimise reliance on imported products.
Enhance Halal Certification Procedures
Halal assurance is not a choice in Malaysia; it is an important requirement of both consumers and regulators. Mohamed et al., (2021), highlight that the concept of halal integrity should be controlled throughout the supply chain, including sourcing and management, as well as transportation and storage. The SOPs of Tesco should hence institutionalise measures of serious compliance with halal that include:
· Compulsory halal certification of all the concerned suppliers.
· Individual halal-compliance store managers.
· Separated storage, processing and handling facilities.
· Frequent internal audit according to JAKIM (Malaysian Islamic Development Department) standards.
The inability to comply with the halal norms will lead to losses in consumer confidence, fines, and loss of reputation.
Supplier Capability Development
Tesco is dealing with markets in which the abilities of suppliers differ greatly. In Malaysia, building proper relations with the local suppliers is a way of guaranteeing consistency in quality and halal integrity. Mohamed et al., (2021) emphasize that the performance of halal compliance is better with the training of suppliers. The SOPs developed by Tesco should hence include organised supplier development programmes on quality standards, logistics expectations and halal management systems. This enhances the effectiveness and quality of supply chain.
[bookmark: _Toc214198249]5.3 SOP Adjustment 3: Market Adaptation & Digital Strategy
The retail landscape in Malaysia is changing very fast, and consumers are shifting towards digital platforms to make purchases and interact. Digital channels gained greater significance as Tesco Malaysia shifted into that of Lotus. In order to be competitive, Tesco needs to revise digital retailing, marketing, and promotional strategy related SOPs.
Enhance Online Retail Channels
The Malaysian economy has seen a boom in its e-commerce adoption and online shopping is currently becoming a significant source of revenue among giant retailers. As Ruslan et al., (2023) emphasize, online customer satisfaction is one of the key success factors of the Lotus (previously Tesco Malaysia). Tesco must, therefore, amend SOPs to give emphasis on:
· Quick and efficient delivery services
· Inventory visibility in real-time.
· Combined click and collect facilities.
· Mobile-first online shopping.
The standardisation of these processes will make sure the company is able to achieve increasing customer demands and enhance the competitive edge against digital-based retailers.
Social Media-Based Marketing
The role of digital marketing in the development of consumer behaviour is on the increase. As it is shown by Stanikzai and Ali (2024), the global reach of Tesco is greatly promoted by social media. Tesco, in its marketing SOPs, has to include platform-specific approaches in its marketing, which include:
· Influencer partnerships.
· Short-form video content.
· The engagement campaigns involve community engagement programs.
· Hyperlocal advertising was in line with neighbourhood profiles.
These measures will assist Tesco to maintain a better brand presence and enable it to reach younger consumers who are more digitally inclined.
Local Festival Marketing (e.g. Hari Raya)
The Hari Raya, Chinese New Year and Deepavali are some of the major retail drivers in Malaysia. Tesco should therefore incorporate promotion strategies that are culturally aligned in its SOPs. This includes:
· Party packages and gift boxes.
· Decorations and thematic aisles of the stores.
· Special seasonal discounts.
· Online advertising related to cultural holidays.
As Ruslan et al., (2023) emphasize, culturally adjusted promotions can be extremely important to increase customer satisfaction and emotional bond to the brand.
[bookmark: _Toc214198250]5.4 Linking Recommendations Back to OLI and Cultural Analysis
All the adaptations in the SOP are direct mirror reflections of the OLI framework and cultural dimensions as determined by Hofstede.
Link to Ownership Advantages (O)
The ownership advantages of Tesco include its progressive HR practices, technologies in retail, expertise in supply-chain, and digital capabilities. The SOP modifications that are proposed will enable Tesco to utilize the mentioned strengths and adjust them to meet Malaysian expectations. Tesco has digital strategies that capitalise on the global innovativeness of the Tesco brand (Clubcard insights), and supply-chain localisation that builds on Tesco procurement strengths.
Link to Location Advantages (L)
The locational incentives in Malaysia are high because of the demographic growth, population needs of halal products, and digital-aware population. SOP changes about halal compliance, festive promotions, and digital retailing are the direct answers to such location-specific opportunities.
Link to Internalisation Advantages (I)
The benefits of internalisation underscore the importance of maintaining ownership of retail technologies, quality standards and integrity of supply chain. Hefstring the halal SOPs, having organised leadership mechanisms and internalisation of digital processes can enable Tesco to maintain global standards and still practice in an emerging market environment.
Link to Cultural Differences
The recommendations are indicative of the high degree of power distance, collectivism, medium degree of uncertainty avoidance and long-term orientation in Malaysia. The HR practices, which are culturally oriented, halal processes, and family-oriented promotions are what make Tesco sensitive to the Malaysian cultural norms, improving consumer confidence and employee engagements.
[bookmark: _Toc214198251]6. Conclusion 
This report has discussed the international operations of Tesco with particular attention to its workforce expansion into Malaysia to clarify the strategic advantages of expanding internationally coupled with the challenges that have the potential to cause issues that need to be handled with caution. The review showed that Tesco has good ownership advantages which include brand reputation, retail innovations, and supply-chain capabilities which enable it to access the global competitive environment. Malaysia has attractive location potential, such as an increasing number of middle class, favourable FDI policies and strong demand of modern and halal-compliant retail formats. The benefits of internalisation also justify why Tesco adopted a joint venture entry mode because the firm was in a position to continue with operational control and still exploit local expertise which was critical.
Malaysia is also a strategically viable market to Tesco based on its dynamic consumerism market, diversity, and sustainable growth potential. Nevertheless, to achieve success within such an environment, one must be culturally sensitive and adapt to operations constantly. The proposed SOP changes, including localised human resources, localisation of the supply chain to meet the requirements of halal, and the reinforcement of digital and market approaches, are necessary in order to make Tesco more consistent with the Malaysian culture and regulatory requirements. The above changes will ensure Tesco maintains a competitive edge and contributes to its long-term development in the changing retail segment in Malaysia.
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Hofstede Cultural Dimensions – UK vs Malaysia
	Dimension
	UK Score
	Malaysia Score
	Implications for Tesco

	Power Distance
	Low
	Very High
	Requires hierarchical management, clear authority structures

	Individualism
	Very High
	Low (Collectivist)
	Family-oriented marketing, group incentives

	Uncertainty Avoidance
	Moderate
	Higher
	Predictable promotions, clear procedures

	Masculinity
	Moderate
	Moderate
	Value-driven buying behaviour

	Long-Term Orientation
	Moderate
	High
	Favourable for loyalty programmes (e.g., Clubcard)



Tesco Global Value Chain Overview
	Value Chain Component
	Examples in Tesco
	Relevance to Malaysia

	R&D / Innovation
	Clubcard analytics; retail tech
	Supports personalised promotions

	Sourcing & Procurement
	Global suppliers; private labels
	Enables economies of scale and local sourcing mix

	Operations
	Distribution centres; logistics systems
	Ensures product availability and efficiency

	Marketing & Sales
	Omnichannel retailing; digital campaigns
	Important for digital-savvy Malaysian consumers

	Finance
	Diversified global revenue
	Reduces exposure to country-specific risks



SOP Adjustments Summary
	SOP Area
	Adjustment Required
	Rationale

	HR & Management
	Local leader training; collectivist incentives; clear hierarchy
	Aligns with Malaysian power distance and collectivism

	Supply Chain & Halal Compliance
	Local sourcing; halal certification audits; supplier development
	Meets regulatory and cultural expectations

	Digital & Marketing
	Strengthened online retail; social media; festive promotions
	Supports modern Malaysian retail behaviour





1

