Belief, Attitude and Values (BAV) of Tesco Plc

An organization is always driven by its values where the attitudes are flexible which are guided by values of an organization. The resultant outcome of such values simply based on attitudes and behaviour of people working within the organization. The values are derived from the cultural morals which is actually a long-run vision of an organization where such vision may be liked or disliked by the individuals. Sometimes a change in behaviour or attitude might harm the prospect of the organizational vision which is required to be monitored or analysed by the Human Resource Management system of an organization.   

[bookmark: _gjdgxs]
[bookmark: _30j0zll]The chosen company for this assignment is Tesco Plc which is one of the world’s leading food retailers that is operating mostly around Ireland and the UK including Asia and Eastern Europe as well. Tesco is a UK based company where it holds around 27% of the market share which is nearly double in comparison to its rivals. The supermarket chain of Tesco acts as a neighbourhood store, where it is found that 11% of the revenue comes from petrol globally. It is also found that 40 % of Tesco’s business operation is conducted where the company became much popular all around the world. In this study, the belief, attitudes and values of Tesco are analysed in a detailed manner. 
[bookmark: _uetyfd4e3cp]
The values of Tesco help the company to understand its core purposes along with their attitude to work together as a team. Some of the key behaviours, attitudes and values of Tesco are depicted accordingly as follows:
· Tesco literally focuses on its customers for the purpose of fulfilling their requirements and being responsible towards the growth of the entire community.
· Each and every member of Tesco must be treated in such a manner so that the collaboration and cooperation among the team members are effective and efficient. 
· It is also important for the company to make a positive contribution for the purpose of making a significant difference within the community where the company operates. 
I think these three beliefs, attitudes and values help Tesco to enhance their business operations globally.
 
Tesco’s main objective is to make a contribution towards the natural environment for attaining long-term success. The success and growth of the company also benefit the members associated with the organisation. Tesco is making a significant contribution towards enhancing the corporate governance and promoting healthy cultural value that will add value to the company. The board of management of Tesco is responsible towards delivering some of the key values and strategies for maintaining long-run sustainability and generating value for shareholders. Tesco treats its colleagues with respect and compassion, which tends to be essential towards building a culture of trust- which is further considered as a key success of Tesco. I think that the committee strongly believes in diversity and ensuring that culture helps to eliminate crises by providing support to effective decision making. 


Tesco believes that their values fall under the integral part in the way the company does business. The values of Tesco do create an impact on the organisational member by ensuring them about their integral values. It is important for the members to take feedback from their stakeholders and also to ensure that there is certain progress made towards attaining stakeholders’ interest by analysing the key insight, metrics and KPIs. The organisational members strive to enhance working culture within the business environment for attaining long-run sustainability. The problem solving, reasoning and analytical skills must be embedded within the organization that falls under the critical thinking model to add value towards Tesco’s objectives. It is important for the organisational members to maintain right behaviour and to ensure that the colleagues are driven to do the right things in the right way to develop a positive working culture.     
 

I believe that having strong personal values that are aligned with the organisational values- which include job satisfaction, motivation, organisational commitment, etc.- helps to enhance productivity of the organisation. The personal values must be aligned with values of Tesco which will further help the colleagues or members to maintain positive work attitudes or behaviour. The ability to adapt to the transformative business environment and creating a working environment which is full of innovation and creativity help to meet the actual outcome of the company. I believe that the colleagues or members of Tesco must match their values with the organisation as well, which will help them to take better career decisions and attain success in the long run. 


Workplace conflict occurs when the needs, values and interests of the people don’t match with that of the organisation. In that case, it is important for Tesco to monitor the behaviour and attitudes of the members within the organisation along with their contribution as well. If the personal needs and demands are not fulfilled while working for Tesco, then it might be a problem or issue which the management of Tesco needs to encounter. Tesco must develop policies to eliminate or minimise the organisational conflict with the help of high stakes negotiation. It is quite challenging for Tesco to understand the cause of such conflict and to treat it in a much sophisticated manner. Intragroup conflict that arises within the organisation must be taken care of by the management of Tesco to ensure that positive working culture is maintained. This will help to further attract the potential stakeholders in the market.     
 

The future initiative of Tesco is to set a high goal standard to provide best experience to the customers. The success of Tesco simply depends on its core values and clear business strategies where Tesco aims to be a zero-carbon business by the year 2050 respectively. The management of Tesco is further looking to enhance its BAV strategically for the purpose of gaining competitive advantage in the market. The driving forces behind the strategies of Tesco are quality, range, price and innovation. The management is trying to focus on interrelating vision and cultural values to make strategies successful in the coming years of business operation. 


The current initiatives of Tesco are effective; but it is important for the HRM (Human Resource Management) system of the organisation to monitor and analyse behaviour and attitudes of the organisational members. Due to rapid development of technology and innovation, it is quite important for Tesco to ensure that the colleagues or members of the organisation are flexible and adaptive towards rapid change in the business environment. Setting high standards and much enhanced values will help Tesco to understand and meet the necessary requirements of the consumers for the purpose of attaining long run business sustainability and growth- as per my perspective.     

Direct link of Video Presentation:  
https://web.microsoftstream.com/video/e6bba714-3e07-4ee7-8444-4fc49f7a1497
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