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Globalisation is the process of increasing the connectivity and interdependence of the world's markets and businesses. It has been fuelled by advancements in technology, the liberalisation of trade and investment and the increasing integration of global markets. It has brought with it the emergence of new markets, products, services and opportunities, as well as new challenges. The changing business environment has been a major driver of globalisation. The rapid pace of technological innovation, the emergence of new markets and the changing competitive landscape have created a need for businesses to operate at a global level. Companies are increasingly looking to international markets to grow their business and increase their competitive edge (Ristovska and Ristovska, 2014).
The continual rise of globalisation has also created challenges for businesses. Operating in a crowded and competitive marketplace requires businesses to be agile, innovative and creative in order to stay ahead of the competition. Businesses must continuously adapt to changing customer demands, shifting market conditions and the emergence of new competitors. To remain competitive, businesses must focus on developing and maintaining a competitive advantage. This involves leveraging technology, developing strong customer relationships and having a clear understanding of the changing market conditions. They must also continually assess their strategies and adjust their approach as needed (Grossman and Helpman, 2015). Within this context, Tesco has been selected for the presented report; Tesco plc is a British multinational grocery and general merchandise retailer headquartered in Welwyn Garden City, Hertfordshire, England, United Kingdom (DNB, 2022). This assessment includes challenges faced by Tesco such as globalisation and a changing business environment and the continual rise of digitalisation and strategies to overcome these challenges.
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Tesco, one of the largest retailers in the world, is facing many challenges due to a changing business environment. The most prominent of these challenges is the shift toward a digital world. The customers are increasingly shifting to online shopping due to change in their needs. Another challenge that Tesco faces is the increasing competition from other retailers because so many other retailers offer similar products at lower prices. The rising cost of production is yet another challenge for Tesco. With rising costs for ingredients, packaging and labour. Additionally, Tesco is also facing the challenge of changing consumer preferences. Customers are becoming more health-conscious and this has led to an increased demand for healthier options such as organic and vegan products. Tesco may find it difficult to keep up with innovation in the retail sector. Other retailers are pushing the boundaries of technology, offering new and enhanced customer experiences, while Tesco may struggle to keep up due to its large size and existing infrastructure (Rosnizam et al., 2020).. Economic uncertainty in the global market could have an impact on Tesco’s sales and profit, as it has caused a decrease in consumer spending, leading to a drop in sales. This has resulted in Tesco reducing its workforce, closing stores and reducing its product range. Additionally, it has caused Tesco to reduce its investment in new stores, technology and new product, as well as focus more on cost-cutting measures (Davey, 2022). 
The continual rise of digitalisation is presenting Tesco with a range of challenges. Digitalisation has brought about massive changes in the way businesses operate and the way in which customers interact with them. These challenges can be broken down into three main areas: customer behaviour, competition and cost. Firstly, digitalisation is affecting customer behaviour. Customers are now more tech-savvy and are expecting more from their shopping experience. They want convenience, speed and personalised offers. The rise of digitalisation has increased competition because online shopping has enabled new entrants to enter the market and compete with Tesco customers have more choice than ever before. Furthermore, digitalisation is increasing costs so it is expensive to maintain and develop digital platforms and this cost is passed on to the customer (Leeflang, 2014).
The Covid-19 pandemic has posed significant challenges to the retail industry, especially supermarkets like Tesco. The restrictions imposed to stop the spread of the virus had a direct impact on how Tesco operates, with changes in how goods are sourced, delivered and sold (OECD, 2020). One challenge faced by Tesco is the disruption of its supply chain. With the sudden closure of many factories and suppliers, Tesco had to rapidly adjust its supply chain to meet customer demands. This meant that Tesco had to source goods from new suppliers, leading to delays and stock shortages. Tesco also had to modify its delivery methods, switching to contactless delivery services to ensure the safety of its customers resulting in additional costs and logistical challenges. The pandemic also led to a shift in consumer behaviour. Customers have been turning to online services, resulting in an unprecedented demand for online deliveries. Tesco had to quickly expand its online services, which has been a challenge as it requires significant investment in IT infrastructure, technology and staff training (Monte, 2021).
Tesco faced many challenges due to the increasing brand awareness and competitiveness in the market. The biggest challenge was maintaining its market share in the face of competition from other retailers. Tesco had to distinguish itself from other retailers and find ways to stand out in order to remain competitive (Vyshnavi, 2021). Another challenge was the changing market conditions. Tesco had to adjust to the changing trends, needs and preferences of its customers. This included adapting to the growth of online shopping and developing a strong online presence. Additionally, to remain competitive, Tesco had to focus on price and customer service. In addition, Tesco faced regulatory challenges, particularly in relation to labour practices and environmental sustainability. The company faced criticism and scrutiny from stakeholders over issues such as its treatment of workers, the environmental impact of its operations and its supply chain practices. This led to increased pressure on Tesco to implement and adhere to higher standards in these areas, which could be costly and challenging to implement (Ghrmay, 2017).
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Tesco should adopt digitalisation to create a more efficient and customer-centric business because it will enable Tesco to better understand customer behaviour and preferences, which will enable it to tailor its products and services to meet customer needs. At the customer end, digitalisation will enable Tesco to provide a seamless end-to-end journey. Customers will use Tesco’s website or mobile app to browse, order, pay and track their orders. This streamlined process provides customers with convenience and a personalised experience because it offers a seamless end to end customer journey by eliminating unnecessary steps and reducing complexity. In this way, the customers can quickly find the information they need and complete their desired task without having to go through a long and confusing process. Streamlined processes also make it easier to track customer interactions and measure customer satisfaction, allowing businesses to anticipate customer needs and improve customer service (Akram et al., 2021). 
Digitalisation will also enable Tesco to reduce its costs and increase efficiency. It should leverage technologies such as artificial intelligence, automation and machine learning to optimise its supply chain and reduce wastage. This will enable Tesco to reduce costs and improve profitability. Digitalisation will also help Tesco to better engage with its stakeholders and ensure their expectations are met. Through its digital channels, Tesco will now communicate with stakeholders more effectively and provide them with timely updates. This will help to ensure that stakeholders remain informed of the progress being made and can provide feedback. Because digital channels can help to ensure that stakeholders' expectations are fulfilled by providing real-time updates and communication. For example, digital channels such as social media and email can be used to keep stakeholders informed of progress on projects and initiatives, while also providing them with a platform to ask questions and provide feedback (Mostaghel et al., 2022). Overall, digitalisation will enable Tesco to provide a more efficient and customer-centric business, reduces costs and improves profitability and better engage with its stakeholders. This will enable Tesco to meet the expectations of its current and future stakeholders and ensure a successful customer end-to-end journey.
Customer Relationship Management (CRM) theory refers to a business strategy that focuses on building and maintaining strong, long-term relationships with customers. The goal of CRM is to improve customer satisfaction, loyalty and advocacy by understanding and managing customer interactions and data throughout the customer lifecycle. CRM involves the use of technology, people and processes to manage customer interactions and data throughout the customer lifecycle. This includes capturing and analysing customer data such as their preferences, behaviour and interactions with the company, to gain insights and make informed decisions about how to best serve and engage with customers (Debnath et al., 2016). CRM also involves using this customer data to personalize and optimize the customer experience such as through targeted marketing and sales efforts, personalized customer service and seamless communication across channels. CRM helps businesses to better understand their customers' needs and preferences and to create more personalized, relevant and valuable experiences for them. By building strong relationships with customers, businesses will increase customer loyalty, retention and advocacy, which will lead to increased revenue and profitability (Businessballs, 2022). 
Tesco will benefit greatly from the application of CRM theory. By leveraging CRM tools and techniques, Tesco will better understand its customers and their needs, allowing it to create a more tailored and personalized shopping experience. Additionally, CRM will help Tesco to better track customer data, allowing it to better respond to customer feedback as well as identify trends and opportunities for improvement. CRM theory helps Tesco to create customer loyalty by offering customer incentives such as discounts and rewards. This helps Tesco to build customer loyalty and ensure customer satisfaction throughout the customer journey (Harrigan et al., 2015).
Customer loyalty theory suggests that customers are more likely to be loyal to a brand if they have positive experiences with the brand. Loyal customers are more likely to purchase from the same brand, recommend the brand to others and be less sensitive to price changes. This theory is based on the idea that customers have a positive emotional connection with the brand and will respond positively to marketing efforts that reinforce that connection. The theory suggests that loyalty will be achieved by creating an emotional connection with customers and providing a consistent, high-quality experience. This will be done through providing excellent customer service, offering rewards and loyalty programs and engaging with customers outside of their purchase decisions. Additionally, loyalty will be enhanced through providing tailored, personalized experiences and recognizing customers for their loyalty (Kiseleva et al., 2016).
Tesco will benefit from applying customer loyalty theory to its operations in order to create a more successful business. It will help to increase customer retention rates as customers are more likely to return to a store where they are rewarded for their loyalty. This will result in increased sales and profits for Tesco. Additionally, customer loyalty theory will be used to provide customers with incentives to make more purchases such as loyalty programs, discounts and special offers. This will help Tesco to attract new customers and encourage existing customers to become more loyal to the store (Morgeson et al., 2020). Tesco should ensure that its customers have a fulfilling end-to-end journey. It will do this by providing personalized experiences that make customers feel valued and appreciated. For example, Tesco should use customer feedback to make improvements to its products and services. It will also help Tesco to meet the expectations of its current and future stakeholders. It will show stakeholders that it is committed to providing an excellent customer experience, which will help to boost its reputation and increase customer loyalty (Watson et al., 2015).  
Tesco being a MNC should segment its market based upon varied consumer behaviour and psychology along with the native demographic and cultural diversity of various countries. Tesco is a prominent organisation operating in retail space primarily in the UK but it also registers its presence in other countries. The retail market is highly interactive sphere where customer-company relationship matters a lot. Therefore, the enhancement of brand image in the market and retention of ensuing brand loyalty in consumer base needs to be re-evaluated and addressed regularly. For segmentation of the market, Tesco needs to consider geographical variances including regional factors which influence the consumer market trends. Similarly, the behavioural and psychological pattern of consumer derived from sociocultural aspect of the native society is extremely significant in strategizing a robust marketing plan (Dolnicar et al., 2018). 
In utilizing online and offline retailers, consumer decision making depends on the exposure a company inflict on consumer to create a brand image in their psyche. To create a precise market strategy Tesco needs to segment its consumer base into categories such as quality- sensitive, brand- sensitive, price-sensitive and impulsive consumer. Then Tesco should form multiple dedicated strategies targeting each category to maximize its effects. For instance, a price sensitive consumer usually seeks discounts and sale whereas a quality sensitive consumer values best quality product regardless of their price. Thus, a specific strategy for each consumer category will be highly efficacious over a generic strategy for all to evaluate and consider customer journey across their preferred communication channel to boost sales and fulfil potential stakeholders’ expectations (Rezaei, 2015).
After Covid-19, the increasing confluence of online shopping and new emergent web-based competitors is threatening the dominance of Tesco. Therefore, Tesco should return to its core values, restructure them to address these new challengers and formulate a contingency plan. Contingency planning is an imperative tactic to face the shortcomings of earlier strategies, it helps to design and implement best possible methods resolving issues due to unexpected dynamics. In this context, Tesco has an advantage of being resourceful and can afford to restructure its operational framework. To dominate the online sphere, Search Engine Optimization (SEO) is an effective tool as it facilitates online exposure of company and its products. SEO relies on a good content strategy which is optimized for the targeted consumer. To guarantee successful execution of SEO strategy it is required that the organizational structure of Tesco is onboard and contributes in its formation and implementation (Kingsnorth, 2022). Further, by using its strengths including its offline presence as a leading grocery retail chain and having more than 25% of the market share in UK, Tesco can use consumer brand loyalty as a push factor to capture online market-space. Additionally, its huge and growing network of offline retail stores can act as fulfilment stores for online orders in their proximity. 
Tesco also has the advantage of holding the diversified range of products including apparel, home care, kitchen ware, smartphones brands, and more in large quantities to offer variety and best price to undercut its competition. The goodwill Tesco enjoys as being the largest corporate employer in the UK enables it to utilize this aspect in expanding its online endeavour in more countries. Tesco possesses the robust supply chain network and technology to provide assistance in customer journey while benefitting from it to perform and fulfil stakeholder expectations (The Guardian, 2020).
Tesco needs to learn from its mistakes to better strategize, adopt fair business practices and excel in future occasions. Tesco’s mishaps such as, its exit from Japan and US in 2012, fraud and accounting irregularities suit in 2017, 2018’s Clubcard controversy are detrimental to its good will in the market. The recent decline in profits and share price in the fiscal year of 2021-22, and emergency revocation of its popular food products in 2022 which resulted in its adverse publicity hampering its brand image and sparked debate in its stakeholders against its mismanagement and ill practices (The Business Times, 2022). 
Tesco needs to move beyond the shortcomings and attract new consumer base while fulfilling its existing and prospective stakeholder expectations. For that Tesco has to provide swift resolution of the scandalous crisis and hastened redressal of the disputes. It has to discover the evolving markets and develop new stores in African and Asian markets. Tesco can gather consumer feedback concerning the promotional campaign involving advertisements and marketing schemes which inhibits any probable discontentment from the community (Rosnizam, 2020). 
It should regularly conduct a thorough market study and assessment prior to arriving in a new market for evading disappointments and financial losses. Tesco’s current promotional and marketing undertakings require enhancements to attract new clientele while countering its contenders. Further, its online presence entails elevation in commercial activities along with larger portfolio in its e-commerce website and applications to deliver a satisfying shopping experience to its consumers. And finally, Tesco should decide legal and fiscal problems comprising increasing debts, pending tax dues and credit shortages (Moura, 2021).
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In just about any marketplace, one might anticipate that try mega-business would spend billions on marketing. Many companies that enjoy Tesco's market share spend a lot of money on media outlets including television, newspapers, radio, and movies. Tesco understood, however, that this specific marketing approach needed to alter. Tesco invested significantly in marketing efforts in conventional stores. However, Tesco's advertising spending fell precipitously in 2015. Due to this the profitability and customer satisfaction would be decrease (Ali, 2022).
Tesco should use digital marketing to increase brand awareness, competitiveness in the market and also its customer journey. Digital marketing is the best approach to enhance effectiveness of the business and also leads at the top in the competitive market. Tesco can be introduce the new innovative digital marketing strategy that helps in enhance the engaging of customers in the business. In the previous digital marketing strategy Tesco promote its products via magazine, newspaper, radio. But now in the modern time Tesco should use social media marketing to enhance the customer satisfaction and customer journey (Bala and Verma, 2018). Some of the social media tools that help in improve the customer relation, customer engagement and helps in brand awareness are:
Tesco should hire a Instagram influencer to promote its business at the larger border of marketplace and success of the business in the competitive edge. Because influencers have a high degree of public trust, if influencers promote Tesco products, the revenues are certain to rise. As a result, Tesco will attract good and more devoted customers can relate to the business more easily. Due to the Instagram influencer marketing strategy, Tesco will also enhance their customer’s journey, customer should easily access the new product of the Tesco in the market because most of the person are highly engage with the social media platform. 
With the help of celebrity endorsements, businesses can connect with millennial and gen Z populations, who, nearly to close of them, are very receptive to learning about certain items on social media. Tesco might be impact with the social media marketing specially instagram influencer and Tesco will earning higher amount of profit as well (Arora et al., 2019).
Celebrity endorsement provides companies with a practical, unobtrusive approach to interact with customers in contrast to other promotional strategies, irrespective of the extensive use of banner ads. Celebrity endorsement, that offers a better return on investment than some other advertising networks, helps major brands draw \more customers and aids small companies expand by increasing their visibility.. This will also help in the increasing the profit margin of the Tesco and it highly engaged the customer towards its brand and products. Creating conversions and sales is among the top three objectives set that businesses pursue with celebrity endorsements. For B2C firms, celebrities may be a powerful driver for increasing customer interaction. Only with proper motivation, companies can increase traffic, expand their audience, and foster even stronger brand loyalty. The chances to use celebrity endorsement are essentially limitless, whether it be through an Instagram takeover competition (Trachuk et al., 2021)
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It has been identified from the aforementioned in-depth discussion or it can be concluded that, Tesco should embrace digitalization to build a more productive and client-focused company. To optimise its supply chain and decrease waste, it should use technology like artificial intelligence, automation, and machine learning. Tesco will be better able to interact with stakeholders and meet their expectations thanks to digitalization. The goal of customer relationship management (CRM) is to increase client happiness, advocacy, and loyalty. Tesco will gain a lot from using CRM to its operations. The business will have a greater understanding of its clients' requirements, enabling it to provide a more specialised and individualised purchasing experience. Tesco has the benefit of being inventive and having the money to change the way its business is run. Search engine optimization (SEO) is a powerful tool since it helps businesses and their products gain online visibility. Tesco also offers the benefit of carrying a variety of brands for cellphones, kitchenware, home care, and other things. Tesco must overcome its flaws in order to grow its customer base and meet the expectations of both its current and potential stakeholders. Finally, Tesco needs to resolve its legal and financial issues, which include escalating debts, unpaid taxes, and credit constraints. Tesco need to work with an Instagram influencer to sell its products on a wider scale and boost its success in the market.
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