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Introduction
One of the biggest international merchants in the UK, Tesco PLC is a prominent supermarket company with operations throughout Europe. The firm was established in 1919 and uses a vast network of supermarkets, convenience stores, and online retail platforms to service millions of people every week. Tesco provides a variety of goods and services, such as apparel, financial services, insurance, and mobile telephones, in addition to food and groceries. The company is one of the biggest private sector employers in the UK, with over 300,000 workers globally. Tesco is a suitable organisation for examining the impact of organisational culture on business success because of its size, diversified workforce, and customer-focused operations.
Mullins & Christy (2016) define organisational culture as the common values, beliefs, presumptions, attitudes, and behaviours that affect how workers interact, make choices, and help the organisation achieve its goals. Leadership styles, communication methods, employee motivation, and organisational performance are all shaped by organisational culture, which also affects how companies handle both internal and external challenges.
This study analyses Tesco’s organisational culture and assesses how it affects the company’s organisational structure and decision-making procedures. To determine Tesco’s dominant culture, it makes use of established theoretical frameworks such as Handy’s Cultural Types, Hofstede’s Cultural Dimensions, and Schein’s Model of Organisational Culture. The report also examines how Tesco responds to external environmental influences through its organisational culture, determines whether culture primarily facilitates or hinders organisational performance, and offers evidence-based suggestions for ongoing organisational improvement.










Organisational Culture of Tesco
Both organisational culture and organisational structure have a significant impact on how an organisation functions, communicates, and accomplishes its strategic goals. Mullins and Christy (2016) contend that while organisational structure offers the formal framework for organizing power, responsibility, and communication, organisational culture influences employee behaviours, management techniques, and decision-making procedures. Tesco PLC’s organisational structure has changed from a conventional hierarchical system to a more decentralized one that promotes more adaptability, reactivity, and customer attention.

Tesco works under a hierarchical organisational structure in which authority is divided across various management levels, including executive leadership, regional management, store management, departmental managers, and frontline personnel. This structure helps the business to maintain clear lines of responsibility and operational consistency throughout its broad network of outlets and overseas activities. While regional and store managers are in charge of putting these plans into practice in accordance with local consumer demands and market conditions, senior leaders set the company’s corporate goals and strategic direction. Although strategic choices remain centralised at top management level, Tesco has progressively outsourced operational decision-making to local managers, enabling shops greater autonomy in reacting to customer demand, inventory management, and personnel planning.
Tesco’s organisational culture, which places a strong focus on customer happiness, staff empowerment, and continual development, is reflected in the company’s progressive trend towards decentralization. Local shop managers are urged to make choices that increase customer experience and operational efficiency rather than depending just on top-down management. Tesco is able to maintain its competitiveness in the quickly evolving retail industry by striking a balance between dispersed operational authority and centralised strategic direction.
A key component of Tesco’s corporate culture, communication greatly enhances organisational efficacy. Effective communication guarantees that all business levels are aware of the organisation’s objectives, performance standards, and strategic priorities. Through frequent team meetings, digital communication tools, employee engagement surveys, and performance evaluations, Tesco fosters both vertical and horizontal communication. Workers are encouraged to offer suggestions and comments that enhance operational effectiveness and service quality. This culture of free communication fosters teamwork and problem-solving while strengthening the bonds between management and staff.
However, the efficiency of communication might be hampered by Tesco’s scale and organisational complexity. It might be challenging to maintain continuous communication when hundreds of thousands of workers are spread across several sites. Senior leadership communications may be perceived differently locally, which might result in inconsistent customer service standards or policy execution. Tesco therefore must consistently make investments in efficient leadership techniques and communication tools to guarantee organisational alignment.
In order to strengthen Tesco’s corporate culture, leadership is equally crucial. The organisation has a leadership style that blends employee empowerment and engagement with a clear strategic objective. In addition to achieving corporate goals, managers are supposed to foster a healthy work environment, support staff development, and foster cooperation. Tesco’s dedication to fostering an inclusive culture where workers feel appreciated and inspired to contribute to the company’s success is reflected in this leadership style.
The company’s focus on employee engagement motivates employees to take responsibility for their work and offer suggestions for enhancing goods, services, and operational procedures. This strategy consists of contemporary leadership theories that support employee participation and participatory management as factors that influence organisational effectiveness. Workers are typically more dedicated, productive, and able to provide excellent customer service when they feel appreciated and empowered.
Tesco’s corporate principles, which place a high priority on customer attention, respect, teamwork, and responsibility, have a significant impact on employee conduct. These common principles help to maintain uniform service delivery across locations and set behavioural standards for the whole organisation. Workers are aware that Tesco’s business strategy places a strong emphasis on customer pleasure, which motivates them to act in ways that promote superior customer service and ongoing development. These cultural expectations are further reinforced by training programs, performance management systems, and incentive systems, which motivate staff to uphold high professional standards.
Tesco’s decision-making process exemplifies how organisational structure and culture interact. Senior executives often make strategic decisions about company investment, growth, sustainability programs, and long-term business goals to guarantee alignment with organisational strategy. On the other hand, local managers, who have a better understanding of local market circumstances, are given operational choices regarding staffing, merchandising, customer service, and day-to-day shop management. Tesco is able to react swiftly to client demands while preserving uniformity throughout the company because of the mix of distributed operational flexibility and centralised strategic management.
The organisational structure has several drawbacks despite these advantages. Decision-making may be slowed down by several levels of management, especially if major organisational changes need top management approval. Administrative procedures that limit flexibility and impede innovation may also be found in large hierarchical enterprises. Furthermore, despite the organisation’s same cultural ideals, disparities in managerial skills among stores may result in discrepancies in customer satisfaction and staff engagement.
Overall, by promoting cooperation, customer focus, employee empowerment, and operational flexibility, Tesco’s corporate culture has a favourable impact on its organisational structure. The organisation can successfully adapt to local market needs while maintaining strategy consistency thanks to the mix of rising decentralisation and hierarchical control. Effective leadership, educated decision-making, and staff dedication are mainly supported by Tesco’s culture, despite persistent issues including administrative processes and communication complexity. This illustrates how important organisational culture is in determining an organisation’s efficacy and maintaining long-term financial success.


Identifying Cultural Types: Models and Frameworks
1. Schein’s Model
According to Edgar Schein (2017), there are three interrelated layers of corporate culture: basic underlying assumptions, stated ideals, and artefacts. With the help of this framework, companies may comprehend not just the outward manifestations of culture but also the values and beliefs that influence employee conduct and corporate decision-making. Tesco’s culture is ingrained across the company and supports its strategic goal of providing value and first-rate customer service, as demonstrated by applying Schein’s model to the company.
At the first level, an organisation’s visible and observable features are referred to as artefacts. These include Tesco’s uniforms, uniform shop layouts, self-service checkout technology, Clubcard reward program, environmental efforts, and customer service procedures. Tesco’s dedication to operational efficiency, innovation, and offering a uniform shopping experience across all of its locations is reflected in these obvious qualities. Digital communication tools and employee training initiatives support teamwork and ongoing development across the whole company.
Established values, which stand for the tenets and norms that direct corporate activity, make up the second level. Putting customers first, treating people with respect, cooperating with others, acting ethically, and encouraging diversity and inclusion are among the principles that Tesco advocates. These principles have an impact on leadership styles and motivate staff to put customer pleasure first while collaborating well. By enabling store managers to make operational decisions that cater to local customer demands, these ideals also assist the company’s growing decentralisation.
Basic underlying assumptions, or the unconscious ideas that shape daily conduct, make up the deepest level in Schein’s paradigm. These presumptions at Tesco include the ideas that long-term success is fuelled by customer happiness, that competition requires constant development, and that people are crucial to accomplishing organisational goals. Employee dedication to customer service, creativity, and cooperation is indicative of these presumptions, even when they are not expressed directly. According to Schein’s model, Tesco has established a robust customer-focused organisational culture that supports organisational performance and long-term strategic success via the alignment of visible practices, shared values, and underlying beliefs.















Culture and the External Environment
Organisational culture has a critical role in helping organisations to adjust successfully to changes in the external environment. Strong organisational cultures offer common beliefs and behaviours that enable businesses to adjust to shifting market situations while upholding their strategic goals, claim Mullins and Christy (2016). Tesco works in the very competitive retail sector, which necessitates constant change due to government restrictions, shifting consumer expectations, economic uncertainties, environmental issues, and quick technical advancements. Tesco has been able to react proactively to these external forces because of its customer-focused culture, dedication to innovation, and emphasis on continual development.
Competition within the UK retail industry has risen due to the existence of big supermarkets and bargain merchants. Tesco has created culture that places a high priority on customer happiness, operational effectiveness, and innovation in order to stay competitive. The company concentrates on providing value through product quality, convenience, tailored promotions, and first-rate customer service rather than competing only on price. The Clubcard loyalty program serves as an example of how Tesco uses consumer data to comprehend shopping patterns and make customized offers, fostering enduring loyalty and improving customer connections. A culture that centers strategic decision making around the demands of the client is reflected in this customer-centric approach.
The retail sector has seen substantial change due to technological advancements, necessitating that businesses adopt digital innovation. In response, Tesco has continuously invested in digital transformation, integrating technology into its organisational culture. The company’s propensity to innovate in response to shifting consumer behaviour is seen by the growth of online grocery shopping, mobile applications, self-service checkouts, contactless payment systems, and automated supply chain innovations. In order to foster a culture that values learning, flexibility, and ongoing development, employees receive training on how to use new technology. Tesco has been able to increase operational efficiency and give customers more accessibility and convenience as a result.
Tesco’s strategic aims have also been impacted by economic constraints, such as inflation and rising living expenses. The desire for reasonably priced goods and promotional deals has grown due to rising food prices and decreased consumer expenditure. Tesco has responded by growing its value ranges, bolstering its own-brand items, and providing targeted discounts through the Clubcard program thanks to its customer-focused mentality. By striking a balance between company success and consumers’ shifting financial situations, these projects show how organisational values impact business choices. In order to control growing expenses while preserving product availability and service quality, Tesco is making investments in operational improvements.
The expectation of sustainability has grown in importance among investors, governments, and consumers. By incorporating sustainability into its long-term business plan, Tesco has ingrained environmental responsibility into its corporate culture. The company has implemented programs to decrease food waste, cut carbon emissions, utilize more renewable energy, use less plastic packaging, and encourage ethical sourcing across its supply chain. These initiatives show that sustainability is viewed as a fundamental organisational principle that affects daily operations and strategic planning rather than just as a compliance requirement. Tesco’s business brand is improved and its ties with environmentally sensitive customers are strengthened by a culture that promotes environmental responsibility.
Tesco’s corporate culture is further shaped by laws and regulations. Being one of the biggest retailers in the UK, the business has to abide by laws pertaining to employment, food safety, consumer protection, competition, and the environment. Tesco uses corporate governance procedures, internal regulations, and staff training to foster a culture of responsibility, moral conduct, and compliance. The company lowers operational risks while preserving stakeholder confidence and safeguarding its brand name by encouraging staff to adhere to legal and ethical standards.
All things considered, Tesco’s corporate culture offers a solid basis for adjusting to outside environmental factors. The organisation can successfully adapt to competitive pressures, technical advancements, economic obstacles, shifting customer expectations, and legal obligations thanks to its emphasis on customer attention, innovation, continuous improvement, sustainability, and ethical responsibility. Tesco’s culture has primarily served as a facilitator of resilience and long-term competitiveness, despite the fact that reacting to numerous external forces necessitates substantial investment and organisational change. Tesco is better positioned to maintain organisational performance and achieve ongoing success in the changing retail sector by coordinating its cultural values with external market needs.









Organisational Culture as a Barrier
Because organisational culture affects employee behaviour, decision-making, and overall performance, it may either help or hurt an organisation’s efficacy. Mullins and Christy (2016) assert that a robust organisational culture fosters cooperation, promotes efficient management, and unites workers with the organisation’s objectives. Although certain obstacles still exist, Tesco’s organisational culture mostly serves as a facilitator by encouraging collaboration, creativity, customer attention, and adaptation.
Tesco’s customer-first culture motivates staff to collaborate in order to provide excellent customer care and efficiently address consumer demands. This focus on cooperation enhances operational effectiveness, employee engagement, and communication. Through ongoing investments in digital transformation, such as online shopping, self-service checkout, and the Clubcard reward program, the organisation also fosters innovation. These programs show Tesco’s readiness to adopt new technology and enhance customer satisfaction while preserving a competitive edge.
Furthermore, Tesco’s culture fosters adaptation by encouraging continual development and allowing store managers to make operational decisions that fit local consumer expectations. Because of its adaptability, the company has been able to successfully address external issues including heightened competition, shifting customer demands, and financial strains.
Tesco’s hierarchical structure, however, may result in complicated processes that impede decision-making and limit organisational adaptability. If they are not sufficiently supported by efficient communication and training, employees may potentially oppose new technology or modifications to working procedures. Furthermore, the 2014 accounting crisis exposed flaws in ethical governance, showing that strong leadership and accountability are necessary to promote corporate culture and stop actions that go against company ideals.
In general, Tesco’s corporate culture serves mainly to facilitate organisational efficacy. The difficulties brought on by bureaucracy and aversion to change are outweighed by its strong emphasis on customer service, teamwork, creativity, and adaptability. However, sustaining long-term organisational success necessitates ongoing investments in moral leadership, staff development, and open governance in order to maintain a successful corporate culture.






Impact of Culture on Organisational Performance
Because it affects customer interactions, staff behaviour, innovation, and overall organisational effectiveness, organisational culture has a big impact on corporate performance. A healthy organisational culture, according to Mullins and Christy (2016), links workers with the goals of the company and promotes actions that boost output. Tesco’s customer-focused culture, dedication to continuous development, and emphasis on collaboration have led to its operational success and long-term competitiveness.
Employee engagement is one of Tesco’s organisational culture’s most important effects. Tesco fosters an inclusive workplace where staff members are motivated to cooperate, exchange ideas, and support company goals. The organisation aims to boost motivation and job happiness through training programs, career development possibilities, and employee wellbeing initiatives. Higher levels of commitment, better customer service, and more production are all associated with engaged workers. In addition to lowering employee turnover, this culture of employee participation aids Tesco in luring and keeping talented workers in the very competitive retail industry.
A key component of Tesco’s business strategy is customer happiness, which is directly impacted by company culture. Employees are encouraged to prioritise service quality and promptly address client requests by the organisation’s customer-first strategy. Tesco’s dedication to comprehending consumer preferences and improving the shopping experience is seen in initiatives like the Clubcard reward program, tailored discounts, and the growth of internet shopping. Tesco has maintained a strong competitive position in the UK retail sector and increased customer loyalty by putting customers at the center of decision-making.
Financial success is also influenced by a good corporate culture. Despite difficult economic circumstances, such as inflation and shifting consumer purchasing habits, Tesco has managed to record robust sales growth and steady profitability. The organisation can efficiently control expenses while investing in technology, staff development, and customer service because to its culture of operational efficiency and continual improvement. By boosting market competitiveness, fostering consumer loyalty, and enhancing operational performance, these cultural values promote long-term profitability.
Another area where Tesco’s organisational culture has a big impact is innovation. The company encourages management and staff to welcome technological change and spot areas for development. Tesco’s dedication to innovation is demonstrated by its investments in digital payment systems, online grocery delivery, self-service checkout, and data analytics. Additionally, the Clubcard program allows the business to evaluate consumer purchase patterns and create customized marketing plans. Tesco is better equipped to adjust to shifting market conditions and preserve its competitive edge by cultivating a culture that encourages learning and continual development.

Tesco’s corporate culture fosters responsibility, cooperation, and clear performance standards, all of which increase productivity. This culture allows businesses to function effectively while meeting local customer expectations, especially when combined with uniform operating processes and growing decentralisation of day-to-day decision-making. Tesco is therefore able to uphold strong service standards over a broad and geographically varied retail network.
Lastly, Tesco’s company reputation is greatly impacted by organisational culture. The company’s dedication to sustainability, diversity and inclusion, ethical sourcing, and community involvement has improved its reputation and increased stakeholder confidence. Organisational principles go beyond financial performance, as seen by environmental activities to lower carbon emissions, decrease food waste, and enhance sustainable packaging. Even though the 2014 accounting crisis damaged Tesco’s brand, stakeholder trust has now been restored because of advancements in corporate governance, transparency, and moral leadership.













Conclusion
Tesco’s corporate culture may be fully understood by applying the three organisational culture models. Schein’s Three Levels of Culture show how Tesco’s customer-focused values permeate every aspect of the company, impacting employee conduct, visible practices, and the underlying presumptions that inform daily decision-making. By encouraging inclusive leadership, teamwork, and ongoing learning, Hofstede’s Cultural Dimensions further demonstrate how Tesco modifies its management techniques to support a varied workforce and global operations.
Overall, Tesco’s current organisational culture is best described as a Role Culture with strong Task Culture elements. This combination promotes creativity, adaptability, and customer-focused decision-making while allowing the company to retain operational consistency and responsibility. As a result, Tesco’s organisational culture provides a solid foundation for maintaining organisational performance and effectively adapting to changing market conditions.
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