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Executive Summary
The report is all about the globalisation aspect followed by Tesco by expanding its business over the new market Romania. Knowing the Romanian market, it has been understood that the open trade system is very much prominent in the new market which can be used by Tesco to get success in this new market. It also has been observed that Romanian political stringent rules and regulations impact the opening days for a new business as 20 days instead of 9 days for other countries. 
Tesco has always preferred internationalisation as online shopping portal has become very much popular since the pandemic situation. In opening the new market, Tesco is required to opt for a diversification business strategy for its new market with a new range of products and services to develop a differentiated brand name in the new market. Tesco also is required to follow the joint venture option with the local market followed by the price match option effectively. Customer-centric business aspect has been planned to be followed by Tesco management. Thus, overall, joint venture, diversification, price match option and localisation based on the R & D report of Romania market, overall business strategy for Tesco in opening the market to a new market has been discussed in this task. 


Table of Contents
Task 1	5
Introduction	5
An inclusive introduction to the context of international business and business environmental analysis and organizational strategy	5
Section 1	5
Brief introduction to the selected developing country	5
Section 2	6
Pestle model analysis of Romania market	6
Section 3	8
Porter’s Diamond	8
Section 4	9
Value network	9
Section 5	10
Porters five force	10
Section 6	11
Hofstede model	11
Section 7	12
SWOT of Tesco	12
Critical evaluation of opportunities and challenges that are present	13
Discuss and analyze the different barriers experienced by foreign businesses in the selected country supported by different examples	14
Conclusion	14
Provide appropriate strategies and other relevant recommendations to enable the company to succeed in the selected developing country	15
Task 2	16
Present and discuss the key findings and conclusions of the work	16
Challenges and limitations that would hinder the recommendations suggested for the successful execution of the business	22
References	25



[bookmark: _Toc112331460]Task 1 
[bookmark: _Toc112331461]Introduction
[bookmark: _Toc112331462]An inclusive introduction to the context of international business and business environmental analysis and organizational strategy 
Globalisation is the most important part of the business to be make it grow and also to make it sustainable in nature. In the present era, globalisation has become the integrated part of the business operations wich is also aggressively followed by Tesco to develop a strong foothold over the global markets. Based on the external business environment analysis and internal business environment analysis, relevant strategic steps for the international market expansion by the business facilitated. It has been highlighted by Anh and Tien (2021) that the internationalisation can be addressed as the process of increasing the enterprise's involvement in the international market aiming at better sales volume earning profitability earning and also to develop the brand recognition in the new international market. 
Globalisation also facilitate better working environment developed for the employees reflecting the cultural diversity aspect positively (Kieltyka et al, 2022). Thus overall. Globalisation not only offer the benefits to the organisation in terms of profitability earning and sales volume earning along with the market share development but it also offer employment opportunity to the local population. The key business strategy of Tesco is to concentrate over-aggressive expansion into the overseas grocery market. 
[bookmark: _Toc112331463]Section 1
[bookmark: _Toc112331464]Brief introduction to the selected developing country 
The organisation chosen here is Tesco which has been planned to be opened in the new Romania market. It is the most important for developing country to open a business and to meet the needs and demands of the population here. The rising competition in the online grocery retail market in Romania can be visible (Romania Insider, 2022). In the market of about EUR 20 bln, the estimated online sales can be observed as EUR 200 mln in 2020 which is 3 to 4 times higher than the pandemic year. It is the PLC Public Limited Company. The online shopping frequency of the brand in Romania for the year 2020 has been displayed as below:
Figure 1: Online shopping frequency in Romania in 2020
[image: ]
Source: (Statista, 2022)
Thus, overall online grocery retail market in Romania has been perceived as the most booming market which has reflected a better opportunity for Tesco to expand in this developing country. As per the statistics report in 2021, 9.2m people have been observed as the user of the E-commerce users. The E-commerce revenue in 2021 has been reported as 5.6 bn EUR (Statista, 2022). Thus, this developing market can be considered as the most important market to open up.  
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[bookmark: _Toc112331466]Pestle model analysis of Romania market 
With the help of the Pestle model analysis, the external business environment can be analysed. The discussion is as below:
Political factor: The political stability of the market is poor in nature and the corruption level also is high in nature. After the communist regime fall in 1989, the country pursued a strong policy development for strengthening its relationship with other countries. At the same time, due to the fall of the communist regime, gradually, Romania has liberalised its effective trade regulations. The Government of Romania is continuously upgrading its policies so that the overall economic status can be made better (Ali and Anwar, 2021). The country suffers with widespread corruption issue and those the business profit are reduced. But, the constructive bilateral relationships between Canada and Romania can be proved as the best business opportunity for organisations. Thus, opportunity for Tesco in the new Romania market can be highlighted as successful in near future (Ali and Anwar, 2021). 
Economic factors: The economic status of Romania is developing and over many years Romania has faced the growth of the foreign direct investment (FDI) inflows. Thus, the overall business environment for Romania has been developed (Ilie et al., 2021). The country is ranked at the 15th position in the EU countries and 40th globally. But, due to the high inflation and high-interest rates, mall and middle-size businesses are not able to borrow loans to expand their businesses. The poverty level is high here which is looking after by the Romanian Government to develop the situation. Thus, the macroeconomic status of Romania is not strong which can be posed as the threat by Tesco. 
Social factors: based on the high migration rate, the birth rate of Romania is negative in nature. The household income of the average population has been highlighted as high. Annual household expenditure per capita in 2018 was $4,283.457 and in 2019, it was $3, 239.712 in 2017 (Ilie et al., 2021). During the pandemic situation, demand for online grocery business has increased which can be stated as the good opportunity for Tesco to open its business in Romania market. The business growth of Romania has been impacted positively by the expenditures of the households (Ilie et al., 2021). Critically, it can be stated that Romania is not the excellent country in successful retaining and attracting the talent which is required by the Government to look after. Thus, the country faces notable difficulties for hiring the talent population which also may pose challenge to Tesco in hiring the local population.
Technological factors: The IT technology is rapidly growing the Romania market. From Fig 1, high frequency of the online grocery shoppers has been increased after the COVID 19 pandemic situation. But, critically, it can be stated that Romania does not invest over the Research and development session (Gareeb and Rwelamila, 2022). The digital skills among the staff is low which is required to be focused by Tesco while planning to enter and expand the business in Romania. The country is active in better patent application activity which can be used as the opportunity for Tesco to grow here.
Legal factors: There are no restrictions for the FDI option in Romania which can be posed as the great business growth opportunity for Tesco in the country. Various laws and policies have been imposed so that the foreign investment can be made stronger and the desired business growth can be met (Gareeb and Rwelamila, 2022). This also has developed overall competitiveness of the country in terms of advancement of technology.
Environmental factor: Environment conservation also is strong in Romania reflecting the ethical business environment. Thus, while entering the market, Tesco is required to abide by the rules and regulations offered by the country (Gareeb and Rwelamila, 2022). 
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With the help of this model, the organisation competiveness and its impact over the industries can be judged. 
Figure 2: Porter’s Diamond model
[image: Tesco Expansion into the USA (Fresh & Easy) | by Michaelmccor | Medium]
Source: (Fernando, 2021)
The Tesco brand is financially stable brand that has spread its business in international business like in Hungary, Ireland, and also in other regions. The hierarchal tall structure of the organisation is recognised as another important competitive advantage of the organisation as it defines the better information flow in the organisation. The financial strength of Tesco can be highlighted as the important strength in developing the opportunity to strategically form joint alliances with some important global brands like Samsung in South Korea and with Sime Darby Behad in Malaysia (Fernando, 2021).  
Tesco has gained its relevant competitive advantage through effective market diversification with the help of better skill management and strategy management. The diverse portfolio of Tesco by the help of continuous merger and acquisition business has overall developed the sustainability capability of the organisation. Looking from the point of view of the demand conditions, it can be mentioned that maximum Tesco’s products are used by the households. Thus, demand of the products are always high in the UK market and other markets (Fernando, 2021). It is also likely to develop opportunity for Tesco to develop the demand in the new Romania market for household goods and to expand the market share. As a part of the Internationalisation strategy, the condition factor has been highlighted as the joint venture approach in Korea and Malaysia which can be used in the new Romania market as well (Fernando, 2021). For effective supply chain competitiveness, for better financial support and better product distribution, Tesco has been engaged with successful partnerships with various global firms. It is also important to mention that to minimise the intensity of the competition from the rivals, Tesco has preferred to get engaged in the localisation business for effective market control to be gained. 
[bookmark: _Toc112331469]Section 4
[bookmark: _Toc112331470]Value network 
The effective value chain analysis of Tesco has been described here. The model illustration is as below:
Figure 3: value chain analysis of Tesco
[image: ]
Source:  (Fredman, 2022)
Primary Activities of Tesco
Strong inbound logistics help the organisation to develop a strong cost leadership strategy. Tesco is engaged in continuously upgrading the ordering patterns. The strong operational department of Tesco is based on strong IT support to support the low cost leadership planning. Strong R & D concentration is done by the organisation for effective operational streamlining. The outbound strategy of Tesco also is string to ensure better and effective delivery of the goods to the target customers for online shopping (Fredman, 2022). The important delivery patterns are Express, Superstores¸ Home plus, Metro and others as per the need of the target audience. 
The marketing and sales background of Tesco also is excellent which can be used by the firm for its upcoming Romania market as well. The loyalty programs as loyalty card through the IT department is issued to the target customers to better attract the attention of the customers. The firm also is involved with the process of informing the customers about prevention of the food wastage during the meal preparation (Fredman, 2022). The duplex scheme of cost leadership and well-balanced differentiation process is the effective part of the business service offering. 
Secondary activities of Tesco 
The procurement strategy of Tesco is very much effective in nature. Minimisation of the expense and utilisation of the processes can be stated as the most important aspect followed by Tesco. Human resource support of Tesco also is strong in nature. High level team orientation, better and developed motivation offering and better commitment development can be stated as the important aspects of Tesco HRM (Mohapatra and MV, 2021). The IT background of Tesco is really strong which also supports in better innovation management. High technology advancement supports the firm for effective customer service management (Mohapatra and MV, 2021). 
Thus, the perfect linking between the value network of Tesco and cost leadership strategy reflects low cost operational activities. Thus, each and every segment of the value chain is required to be optimised positively by the Tesco management. 
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With the help of the Porter’s five force analysis, the industry analysis can be done as below: 
Threat of the new entrants (Threat): there are no restrictions for the FDI business opportunity for which the number of the new organisation entering the market has got easy for the Romania market. Thus, there are no barriers for new player’s appearance in the market which may be challenging for Tesco to develop a strong hold in Romania market (Apriyanti¸2021). But on the other hand, the capital support from the Romania government also has created the threat situation for Tesco to enter the new market here the entry of new organisation is easy.  
Bargaining power of buyers (Opportunity): Demand for the online grocery options has become an important aspect in the Romania market which can be utilised by the Tesco to develop its string position by offering a differentiated brand image in the market and by offering something very much unique (Apriyanti¸2021). Thus, Tesco after opening a new outlet in Romania penetrating the new market will be required to meet the demand of the market so that the trust factor can be developed in the mind of the target clients about the new brand value.
Bargaining power of suppliers (Opportunity): the suppliers are reflected as the local distributor companies which has offered less dominating power. Strong connection with the grocery companies is strong which has been stated as the opportunity by Tesco to develop strong collaboration with the local suppliers to better business growth (Apriyanti¸2021).  Tesco is required to develop negotiation based relationship with the local supplier for best business operations.
Threat of substitute products ( Threat): The large size of selling capacity of the existing organisations and their diversified products selling capacity of them have developed force from the substitute products (Apriyanti¸2021). This force can be stated as the threat from Tesco in the Romania market. Thus, it is required by the management of Tesco to develop a strong strategy so that the most unique and differentiated brand image in the market can be developed. Extending the product list of Tesco after starting the new business unit is very much important so that the force from the substitute products can be controlled. 
Rivalry among the competitors (Threat): The rivalry is strong for the online retail grocery market of Romania. Thus, offering unique set of products and differentiated brand image development better growth of the business in the market cannot be developed (Apriyanti¸2021). The important competitors are: KooKoo, Alt_Markt, Virtual, Fiorino, We shop, deliverME, and others. The rivalry competition can be controlled if Tesco will look after the product and service portfolio expansion.
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With the help of this model explanation, the business culture of Romania will be discussed. The model illustration is as below:
Figure 4: Romanian culture by Hofsstede model
[image: ]
Source: (Hofstede Insights¸2022)
The power distance culture highlighting the less powerful members and centralised decision-making environment for the business units is prominent in Romania. Individualism isles in this country. The cultural score of Romania is 30 which highlights the collectivistic society which defines the long-term commitment to the member group. Loyalty -based relationship, and following the societal rules and regulations and developing a most effective business environment is the basic social-cultural values of Romania. The Romania is the feminine society which highlights the word hard culture (Pop et al, 2022). Romanian culture also indicates the fact that uncertainty avoidance is the key feature of the cultural values of this country's culture. The long-term orientation and long-term commitment also is prominent in this culture. 
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With the help of the SWOT model analysis, the internal business environment can be defined. The model application is as below:
Strength factors: Tesco is the biggest grocery retailer in the UK market and has the opportunity to grow in the international market. It is geographically diversified brand which is the key competitive advantage of the organisation. Diversified stores of Tesco supports in better product delivery of the target customers as per their needs. Effective supply chain network and excellent online shopping support offering by the firm to the target customers also can be stated as the important strength factors of the brand which can be used for the market development in Romania market (Soegoto, 2021). 
Weakness factors: Failed operations in the USA and in Japan market can be stated as the important weakness. Low-cost strategy of Tesco sometimes does not support the profit maximisation of the brand (Soegoto, 2021). Exploitative labour issue also can be stated as an important weakness of the brand. Inadequate market research information collected by Tesco to enter any specific market also can be highlighted as the key weakness factor of the organisation. 
Opportunity factors: Expansion of the business into the new markets, to get engaged into the strategic alliances with other brands and to opt for the price match option inclusion in their service offering can be highlighted as the range of the opportunity factors of the organisation (Soegoto, 2021). One hour delivery system to develop the service portfolio also can be stated as an important opportunity to the concentrated effectively. 
Threat factors: The impact of Brexit in the UK market, and competition with the other supermarkets giants like Walmart, Aldi and others can be stated as the important threats of Tesco. The economic crisis situation due to the pandemic situation also can be stated as the important threat factor faced by the Tesco (Bakhat and Marroun, 2022). The rising costs and the effective supply chain issues also can be stated here as important threats.
[bookmark: _Toc112331477]Critical evaluation of opportunities and challenges that are present  
Based on the Hosfetede model analysis, it has been observed that the feminine-based society culture is very much prominent in Romania which indicates the work hard business culture rather than concentrating over the masculine business culture, Thus, focusing over the cultural diversity and bringing the new talents for the Tesco brand to enter the new Romania market is the biggest challenge to be faced (Ilieet al, 2021).  
One of the most important drawbacks that Tesco poses is less attention over the R & D activities which is required to be taken seriously by the brand while entering the new Romanian market. This R & D approach is important so that the basic needs and demands of the target population can be understood and overall business environment culture in Romania can be understood. The business strategy application as the cost leadership approach and diversification approach should be wisely used in this new country so that a perfect balance between the cost expenditure and the revenue generation can be managed (Mohapatra and MV, 2021). 
The price match optioning inclusion is very much important to be opted by Tesco so that the unique differentiated brand image can be developed. At Tesco, the members are committed to maintain the high standard of corporate Governance. Using the right systems, and effective structure across the organisation and strongly maintaining the corporate leadership to support the new market entrance also can be stated as the important challenge to be faced by the organisation for its new market entrance (Fredman, 2022). Thus, matching the Tesco business culture with the Romanian business culture and matching the needs and demands with the products and services offered by the management of Tesco along with strong business culture management in the new market by the management showcasing the cultural diversity and the importance challenging issue. 
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Some of the challenges aspect in doing business in Romania has been highlighted below:
· The strong legislation-related changes have been seen frequent in the Romanian business culture which has been faced by the Romanian business. This frequent legislation related change in Romania can be faced by Tesco which will be difficult for Tesco to cope up. 
· Apart from that the legislation-related issues, the natural reaction if the monetary policy restriction also can be highlighted as the important barrier to be faced by Tesco while entering the developing country Romania (Ali and Anwar, 2021). 
· The number of days a new business to start managing all the restrictions in Romania takes 20 days’ time compared to the regional average of 9 days. 
· The biggest issue of the Romania is the health-related issues faced by the average people. At the same time, the present economic status in Romania also is the important barrier to be faced by Tesco at the initial period (Ali and Anwar, 2021). 
To cope up with the situation, Tesco management is required to develop a strong connection with the local investors so that the continuous money flow will support Tesco to develop a strong market hold in the new Romania market. 
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Thus, overall, the strong Tesco business culture reflected in Romania using the market diversification and price match option, Tesco will be able to develop a strong market position in the new market. Looking after the R & D, and also hiring the staff locally and using the localisation strategy also are recommended for the organisation. 
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It is required by Tesco to get engaged with strong R & D activities so that the better understanding about the market can be facilitated. To develop suitable strategy, Ansoff matrix application can be sued as below:
Figure 5: Ansoff matrix
[image: Ansoff matrix - Wikipedia]
Source: (Mečionytė and Žilinskij, 2021)
For the new market Romania. Diversification strategy using the localisation option can be used by Tesco so that the basic needs and demands of Romanian market can be covered by the products and services offered by the Tesco (Mečionytė and Žilinskij, 2021). Here, in the new Romanian market, Tesco can get engaged into the joint venture process with local Romanian company so that a small shop like Tesco extra can be started in the new market to make the people know about the existence of the brand, Diversification strategy will be sued here by the Tesco management. 
As a part of the business recommendations, it can be stated that R & D activities should be made strong, and cultural diversity in the staff hiring should be concentrated to better management the talent resource in the organisation. At the same time, price match option is recommended for Tesco to opt to develop a unique brand image of Tesco in the Romania market (Mečionytė and Žilinskij, 2021). Development of strong relationship with local suppliers as well as investors also is the most important recommendation for Tesco in Romania market. Good relationship management between employees and employers by managing strong IT support and facilitating better information flow also is required to be managed (Mečionytė and Žilinskij, 2021). Collaboration with the local partners as a gesture of joint venture also is required to be focused by Tesco so that the resource strength of Tesco can be developed to meet the market demands. 
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[bookmark: _Toc112331482]Present and discuss the key findings and conclusions of the work
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Business environment of Romania
The Business environment of Romania is full of challenges and restrictions, several restrictions in terms of monetary policy and financial resource usage can be mentioned here. For this situation, Tesco is required to develop a strong relationship with the local investors and also is required to follow the rules and regulations offered by the Romanian Government so that the basic business needs can be fulfilled and smooth business flow can be managed. Romania's business environment is based on the aspect of collectivism aspect and thus, group work and team work is preferred by the location organisations (Pop et al, 2022).  At the same time, Romanian culture is based on the aspect of feminism (working hard for the organisation target meeting irrespective of gender preference) and also concentrates over the uncertainty avoidance. Thus, proper planning is required to be done by Tesco with the local comoany to penetrate in the new market with success. 
Strengths and challenges of Tesco to enter new Romanian market
Some of the important strengths and challenges faced by Tesco to enter the new Romania market are as below:
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Strength points
Tesco is well known brand with global presence all over the global market. Internationalisation is the key success pillar of the organisation. Cost leadership aspect, the price match option inclusion, successful value chain network of the organisation can be stated as the important strength points of the organisation. Geographically diversification of the products and services can be stated as the key competitive advantage of Tesco (Soegoto, 2021). This feature of the business strategy can be used by Tesco while planning to enter to the new Romanian market. Superior technology used by the organisation as RFID-enabled barcode system usage also can be stated as the important strength factor of the organisation. 
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Challenges faced
The key challenge that Tesco is likely to face while executing the R & D activities so that a better market situation can be understood. Recruiting and hiring the local professionals also will be the biggest challenge to be faced by the organisation. The management of the organisation is likely to add the R & D value to the strategy development of the organisation (Soegoto, 2021). Recent economic crisis situation of Romania as well as the unstable political condition also can be stated as the important challenge to be faced by the organisation while planning to enter the new market. 
Strategies to be used by Tesco in Romania
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It is required by Tesco to follow several steps to enter the Romanian market and to stay active in the market to develop a strong foothold. The strategies to be used are as below:
· The key strategy to be used by the organisation is the diversification and the joint venture strategy with one of the famous local company 
· Opening as Tesco extra also has been suggested so that understanding the Romanian market culture and understanding the demand of the market can be understood by the Tesco management to include a different set of products and services.
· The price match option inclusion also is the most important aspect to be considered by the Tesco management so that the unique brand name can be developed for the organisation to develop a strong market hold (Bakhat and Marroun, 2022). 
· Collaboration with a new local company of Romania is likely to develop an overall resource base and effective supply chain platform for the organisation so better market demands and needs can be fulfilled.
· Developing positive relationship between the employees and employers also is the most important aspect to be considered (Bakhat and Marroun, 2022). 
· Open trade system of the organisation can be stated as the important opportunity for Tesco to enjoy. 
[bookmark: _Toc112331483]Challenges and limitations that would hinder the recommendations suggested for the successful execution of the business
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There are some important limitations and challenges to be faced by the organisation which will hinder the recommendations to become successful. These are as below:
· Mismatching the organisation culture as the hierarchal structure with the centralised market culture can be stated as the important limitation or the challenge to be faced by Tesco.
· Trade-related obligations and restrictions followed in the Romanian market for the new organisation can be stated as another important limitation. As an example, it can be mentioned that in Romania market, opening a new firm will take 20 days where in other countries it approximately takes 9 days’ time (Mečionytė and Žilinskij, 2021).
· The economic crisis situation as well as the strong political gesture of the Romanian market also can be stated as an important limitation or the challenge to be faced.
· Developing a unique brand image in the market based on the presence of the various online grocery retail market in Romania also can be highlighted as the biggest challenge (Mečionytė and Žilinskij, 2021). 
· Another important limitation in Romanian market can be highlighted as the trust development of the target population of Romania about the Tesco brand value offering 
· Opting for effective advertisement and promotional activities in the Romanian market also is the biggest challenge for Tesco as Tesco has to build its individuality in the Romanian market (Mečionytė and Žilinskij, 2021). 
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Overall discussion can state the fact that Tesco is about to collaboration with the local Romanian market company with the gesture of Joint venture so that understanding the market needs and demands, sharing the local resources, develop strong supply chain network and also developing suitable advertisement and promotional aspects can be managed. Concentrating over R & D activities and also spending wisely on the business strategy implementation is very much important to be considered by Tesco while planning to open Tesco extra store in Romania. 
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Introduction

The presentation is all about the Tesco brand entering the new Romania market based
on analyzing the market situation . capabilities of the organisation and the barriers to
be faced by the organisation in the new Romania market.
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Business environment of Romania

The Business environment of Romania Is ful of challenges and restrictions

several restrictions In terms of monetary policy and financial resource usage can be.
mentioned here

= Tescols required to develop a strong relationship with the local investors.

Tesco s required to follow the rules and regulations offered by the Romanian
Government

Romania's business environment s based on the aspect of collectivism aspect
Group work and team works preferred by the location organisations
Romanian culture Is based on the aspect of feminism

The proper planning is required to be done by Tesco with the local comoany to penetrate
in the new market with success
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Strengths and challenges of Tesco to enter
new Romanian market

Strength points
= Tesco is well known brad with global presence all over the global market
= Internationalisation is the key success pillar of the organisation.

= Cost leadership aspect. the price match option inclusion. successful value chain
network of the organisation can be stated as the important strength points of the
organisation

= Geographically diversification of the products and services can be stated as the key
‘competitive advantage of Tesco

= Superior technology used by the organisation as RFID-enabled barcode system
usage also can be Stated as the Important strength factor of the organisation.
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Challenges faced
u The key challenge that Tesco s kel to face while executing the R & D activties

= Recrulting and hiring the local professionals also will be the biggest challenge to be
faced by the organisation

= The management of the organisation is likely to add the R & D value to the strategy
development of the organisation

= Recent economic crisis situation of Romania as well as the unstable political
condition also can be stated
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Strategies to be used by Tesco in Romania

= The key strategy to be used by the organisation i the diversifiation and th joint
venture strategy with one of the famous local company.

‘Opening as Tesco extra also has been suggested
The price match option inclusion also is the most important aspect to be considered so
that the Unique brand name can be developed for the Organisation to develop & strong.
market hold

= Collaboration with a new Jocal company of Romana i [ikely to develop an overall
resource base and effective supply chain platiorm for the organisation so bewer market
‘demands and needs can be fulfled (Bakhat and Marroun, 2022)

Developing positive relationship between the employees and employers

‘Open trade system of the organisation can be stated as the important opportunity for

TESCO
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Challenges and limitations that would
hinder the recommendations suggested for
the successful execution of the business

Mismatching the organisation culture as the hierarchal structure with the
centralised market culture can be stated as the important imitation or the
challenge to be faced by Tesco.

= Traderelated obligations and restrictions followed in the Romanian market for the
new organisation can be stated as another important limitation. A an example, it
can be mentioned that in Romania market, opening a new firm willtake 20 days.
where in other countries it approximately takes 9 days' time.

= The economic crisis situation as well as the strong political gesture of the Romanian
market also can be stated as an important imitation or the challenge to be faced
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= Developing a unique brand image in the market based on the presence of the
various online grocery retail market in Romania aiso can be highiighted as the
biggest challenge.

= Another important imitation in Romanian market can be highlighted as the trust
development of the target population of Romania about the Tesco brand value
offering

= Opting for effective advertisement and promotional activities in the Romanian
market also is the biggest challenge for Tesco as Tesco has to build its individuality
in the Romanian market
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Conclusion

= Tesco is about to collaboration with the local Romanian market company with the
gesture of Joint venture.

= Understanding the market needs and demands, sharing the local resources, develop
strong supply chain network and aiso developing sultable advertisement and
promotional aspects can be managed effectively using Joint venture option

= Concentrating over R & D activities and also spending wisely on the business
strategy implementation s very much important for opening the Tesco extra store in
Romania.
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