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[bookmark: _Toc57972667]Introduction 
In the era of digitalisation, most of the organisation which wants to sustain in the long run and achieve its ultimate goal sustainable profitability is trying to operate its business in such a manner that helps to resolve various social, environmental issues which put an impact on humanity (Brito, 2012). This process is called social business which ensures both profits for the organisations and social welfare. Tesco has taken a target of switching to 100% renewable electricity by 2050 worldwide. Through this initiative, Tesco has decided to reduce carbon emission and help to fight climate change (HILL, 2019). The organisation already saved £200 million per year with the help of energy and refrigeration efficiency effort. Throughout this assignment, Tesco’s community engagement practices connected with energy efficiency which provides benefits to society, shareholders participation, various eras of Tesco and its community engagement evaluation, the ranges of skills and knowledge of the employees of Tesco to achieve its ultimate goal, social media using strategies of Tesco, training and development scheme for its employees has been discussed briefly. In the last part of this study, a brief conclusion and some recommendation has been given.     


[bookmark: _Toc57972668]Identifying and establishing the relationship of Tesco and engagement procedure with its stakeholders
According to CHEN (2020), stakeholders are those party/people who have an interest in an organisation and can influence or get influenced by the business. Organisation’s main goal is to maximize its stakeholder’s wealth. A giant company like Tesco is trying to engage with stakeholder’s community through taking and implementing an environment-friendly initiative like “energy efficiency” (Flower, 2018). Tesco has taken an initiative of becoming a carbon-neutral organisation worldwide within 2050. To achieve this goal-achieving energy efficiency is a must need. From 2017 to 2019 the organisation already cut 9% of energy consumption in the bakery section.  This project is related to its stakeholders as through this project Tesco is trying to cut retailers energy which would ultimately increase sales because according to a carbon trust estimate, around 20% cut in energy cost results in 5% increase in product sale which will ultimately maximize the wealth of the stakeholders. 
There exist various parties as a stakeholder of Tesco. A brief idea of the parties which are included in the stakeholder's list of Tesco is discussed below:

[bookmark: _Toc57972680]Figure 1: Stakeholder’s of Tesco
Source: (tescoplc.com, 2020)
Customers:
Customers are the one who plays a very crucial part as a stakeholder. Customer’s behaviour pattern, changes in customers buying pattern, customer’s knowledge about product put a direct impact on Tesco. To keep updated itself with the customer, Tesco runs independent customer research every year to find out what the customers are thinking about, in which service Tesco should put more emphasis to attract and increase its customer base (tescoplc.com, 2020). Now a day the customers have become more health and environment conscious. Tesco’s initiative about achieving energy efficiency and reducing carbon emission to save the planet has put a positive impact on the customer's mind. Tesco is planning to generate its green electricity which is successfully attracting environment-conscious customers. Tesco is engaging with its customer through social media and running researches to understand and provide customer’s preferences.  
Colleagues:
Colleagues or employees are the internal stakeholders of Tesco. Tesco has introduced “Every Voice Matters” colleague listening programme to find out how their colleagues feel about the actions taken to run the business (tescoplc.com, 2020). Throughout this program, Tesco tries to take feedback from its employees about a different initiative like going carbon emission-free initiative. Every year Tesco arranges global colleague contribution panel which is hosted by the independent non-executive director to find out and put an emphasis on specific areas. Tesco is contributing to its local communities (Boothby, 2017).  
Suppliers:
Tesco is focusing on reducing carbon emission and generating its green electricity. To do that Tesco tries to ensure open discussion with their suppliers and the organisation is committed to its suppliers to build a trusted partnership which not only assists the organisation to not only deliver a good quality affordable product to its customer but also help the suppliers to improve and grow (Christina, 2013). Tesco also tries to gather supplier’s feedback on their initiatives to practice best supply chain management and build a strong relationship with the suppliers. 
Shareholders:
Shareholders are the internal stakeholders of Tesco. Tesco maintains its relationship with the shareholders through regular meetings based on particular issues. In the general meeting, Tesco’s management discusses their initiative with the shareholders and its benefit and takes shareholders permission on implementing the initiatives like reducing carbon emission initiative. 
Wider society:
Wider society stakeholders include Government, trade bodies, rules regulators, NGO’s and media. Wider society stakeholders are the external stakeholders of Tesco (tescoplc.com, 2020). Tesco maintains its community engagement and creates a strong relationship with these stakeholders through meetings, visits, workshops, responding to info requests and researches, various stakeholders’ projects etc. 
[bookmark: _Toc57972669]Evaluating different eras of the Tesco and highlighting how Tesco’s community engagement has evolved
Tesco is the market leader in the retailer industry in the UK with 28.4% of total market share. Being a market leader in a country like the UK, Tesco is continuously exposed to an immense level of competition (tescoplc.com, 2020). To hold the market-leading position, Tesco is continuously formulating and implementing different business strategies and improving its community engagement (Simon, Barthelemy and Richardson, 2011). Community engagement refers to the process of participating and involving in a company or institution for the development or improvement of the community (KOTABE, 2020). A brief explanation about the evaluation of different eras of Tesco focusing on the organisation’s community engagement is given below:  
[bookmark: _Toc57972670]Former operations and skills of Tesco
Tesco was founded in 1919 and the first Tesco store was opened in 1929 in north London. From the 1930s the founder of Tesco started to buy lands and expand his business (tescoplc.com, 2020). In 1934 the founder of Tesco, Jack established the first modern food warehouse in the UK. During the outbreak of World War II in 1939, Jack comes up with the system of rationing to provide equal treatment to both the rich and poor customers.  From 1950 Tesco started to expand its business drastically. With the motto of providing healthier food at the lowest price, Tesco launched its brand of healthy eating products for its customers at an affordable price in 1985. Tesco’s management involved itself with a high-profile ad campaign to highlight a various range of their high-quality product in front of their customers (Johnston, 2016). In 1992, Tesco conducted a scheme for helping the schools around the UK to purchase computers for its student. Tesco raised and contributed £185 million worth of equipment for the schools across the UK in 1992 (tescoplc.com, 2020). In 1993 Tesco introduced “Every Little Helps” which attracted around 1.3 million new consumers in just 2 years. Tesco goes online in 2000 and after that, it sponsored life events and helped to raise money for Cancer Research UK’s Race for life for the last 18 years (tescoplc.com, 2020).   
[bookmark: _Toc57972671]Current operations and skills of Tesco
In 2012, the first week of December, Tesco started to work with FareShare and The Trussell Trust on Tesco food collection project where customers were encouraged to donate food to charity, vulnerable people who are in need. In 2015, Tesco launched Bags of help scheme to increase the number of green spaces in local communities (HILL, 2019). This scheme helped the consumer to save around 1.5 billion single-use bags (tescoplc.com, 2020). In 2019, Tesco along with FareShare developed The Tesco Community Cookery School to assist the community about how to make nutritionally healthy meals with surplus food and decrease the level of wasting food tendency. In 2019, Tesco has made a huge level of investment to achieve energy efficiency. Energy efficacy helped Tesco to reduce 25% of carbon emission per case of a product which is delivered in 2020. The main motto of Tesco is to turn its business into a Zero carbon business within 2030. Tesco has already saved £200 million per year by following the energy efficiency scheme. Through the energy scheme, in the last 10 years, Tesco has reduced 41% of its carbon emission and contributing to making its business environment-friendly (tescoplc.com, 2020). 
[bookmark: _Toc57972672]Usage of different social media platforms for supporting the business of Tesco
In the era of digitalisation, social media has opened a huge opportunity for business organisations to get engaged with its customers, promote and advertise its business and increase the customer base. There exists various social media platform like Facebook, Twitter, YouTube, Instagram, LinkedIn, and Pinterest and so on. A brief explanation of the usage of the Tesco of social media to do business activities is given below:
[bookmark: _Toc57972673]Tesco’s strategy on Facebook
Tesco tries to engage with its customer through Facebook.  Tesco engages with its customers through live chats which are generally hosted by different food and health experts. Through the Facebook page of Tesco, it offers the customers “Here to Help” tab which provides contact details of customer care channels to the customer (KOTABE, 2020). Tesco posts about their newly taken initiative like “go green” activity to attract and let the customers know about Tesco’s environment free initiative (Simon, Barthelemy and Richardson, 2011). Nowadays the consumers are becoming more conscious about the environment and giant company like Tesco is trying to reduce its carbon emission and achieve 100% renewable electricity within 2050 worldwide (Boothby, 2017). 
[bookmark: _Toc57972674]Tesco’s strategy on Twitter
Tesco has different Twitter accounts for its different business units. Tesco’s Twitter account has got 618k followers. Tesco’s customer care and Offers accounts are the most popular one. Tesco’s customer care Twitter account is very active and it quickly responds to solve thousands of its customer’s problems in every hour. Through Twitter, it is maintaining proper engagement with its customer.  In its Twitter account, it posts about different offers, sales, advertisement, healthy products etc. (tescoplc.com, 2020) 
[bookmark: _Toc57972675]Tesco’s Strategy on LinkedIn 
Tesco’s LinkedIn account has around 440k followers. LinkedIn is a platform for professionals to get connected (twitter.com, 2020). Through the LinkedIn account, Tesco is trying to be connected with professionals and employ qualified employees from LinkedIn. Tesco also posts about its achievements, launching updates, professional talks and updates about their different initiative like “generating own green electricity” in its LinkedIn account to become connected with the professionals around the world (Dwivedi et al., 2016). 
[bookmark: _Toc57972676]Required training and development of employees for dealing with socio-cultural issues
Socio-cultural is the combined form of social and cultural aspects. Socio-cultural factors such as culture, language, religion, education, customers’ needs and society’s attitude toward foreign goods and services put a major effect on the business operations of a multinational company like Tesco.  
Cultural Relationship: Tesco is a multinational company with 450,000 employees around the world (tescoplc.com, 2020). 450,000 people with different cultures, believes, social norms, values and so on. Every employee should be given training about to respect everyone’s culture, belief, values etc.  
Language: Different country, the different nation has a different language. Language is a very important thing as people interact with each other; communicate with each other through a common language (Okyere-Kwakye and Nor, 2016). Training of developing communication skill should be given to the employees of Tesco.
Religion: Different employees and customers with different religion exist in this world (Boothby, 2017). How to respect every single person’s religion should be taught to every single employee.
Education: One’s education level can affect his/her health. Every employee should be educated enough to suggest the customers their needed product (HILL, 2019). Every employee should have some basic knowledge about the healthy product Tesco sells.  
Customer needs and preferences:  Tesco should provide some training to its employees through which the employees can easily find out the customers need and preferences (Boothby, 2017). Depending on the preference the employee could quickly suggest the most reliable environment-friendly product that Tesco produce to the customer. 

[bookmark: _Toc57972677]Conclusion 
The main motto of Tesco is to provide a healthy, best product at an affordable price (tescoplc.com, 2020). Tesco is following a cost leadership strategy because they are providing the best quality product to its customers (Brito, 2012). To sustain in the market and holding the market leader position, the organisation is maintaining engagement with both the external and internal community through taking various initiative like switching to 100% renewable electricity, generating own green electricity etc. (Boothby, 2017). Considering the changing needs of the community, Tesco is evolving its business strategy continuously. Tesco has started to maintain its relationship with its customers and stakeholders through the use of social media like Facebook, Twitter, Instagram, LinkedIn etc. Tesco is providing quality training opportunity to its employee to cope up with socio-cultural issues.   
[bookmark: _Toc57972678]Recommendations
Based on this report, it can be said that Tesco is using different online engagement to attract and increase its customer base. Tesco is continuously putting out emotional, behavioural and cognitive contents to attract its customers and build a strong relationship with them. Tesco’s customer service on Twitter is very active but they should also try to present things which make the customers feel like they want to meet the customers need. Tesco should try cognitive engagement with the customer like offering them by asking “what type of drinks you like the most?”, “How much you do you like to pay for the drinks”   to find out their feedback. Tesco should also provide an update about their “energy efficiency” and “generating their own green electricity” initiative in Facebook to let the followers know about Tesco’s environment-friendly initiative. Through Instagram, Tesco may create mini content of preparing easy healthy food recipes in such a way which would make the customer lucrative about the taste of the foods. Tesco’s Facebook community is very strong and through the Facebook page, it can advertise different offers, sales, donation scheme and its consequences to let the customer know about its contribution toward the society. Tesco should provide realistic training and workshop session to its employees to teach them how to become more socially integrated. 
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