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In the consistently evolving and dynamic landscape of international business, organizations that are operating on a global scale face several multifaceted issues that relevantly influence their marketing functions and other functions as well (Sethi and Gujral, 2022). Marketing plays a significant role in positioning a specific business in different countries and among different business landscapes in modern times. The relevance of marketing is increasing day by day due to the growing inclination of individuals towards social media and digitalization. Therefore, companies are majorly focusing on marketing functions in order to gain a competitive advantage in the highly competing and dynamic market landscape. Similar is the situation of Tesco, which is a well-established international organization operating in the retail sector and is also now expanding its presence in different sectors across the business environment. The further report will focus on the evaluation of Tesco and its engagement in diverse marketing functions for critical evaluation of the issues that the company encounters post-COVID-19 era.
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[bookmark: _Toc151392559]Analyze the global challenges faced by Tesco in post-covid era and its impact
In the post-COVID-19 situation, there are various kinds of global challenges faced by Tesco Plc, which is one of the leading British multinational groceries as well as general merchandise retail firms in the United Kingdom. Tesco has said that the post-pandemic era has entirely changed the behavior of the customers, and due to this, the brand has lost its marketing functionality as well as the growth of the brand in the entire target market. It has been encountered that Tesco Plc has encountered various kinds of global challenges which can significantly impact its marketing functions (Reuters, 2021). The pandemic situation faced by the brand has triggered with a major and drastic change in the behavior of the customers and has also altered the purchasing patterns of the customer. It has been identified that Tesco has faced various kinds of challenges in adapting its marketing strategies to cater for these kinds of changes. This involves numerous aspects, such as enhancing the overall presence; it also leads to optimizing digital marketing approaches as well as the reevaluation of storing experience to ensure more safety and convenience.
 Moreover, disruptions in the supply chain are also a major issue faced by the chosen brand. During the lockdown, travel was restricted, which led to increasing the challenges for stocking the products and food and also faced major issues in managing the inventories. This has affected the marketing functionality of the brand, and this has allowed the firm to reavers the marketing strategies and also focus on the availability of the products for effective supply of the required and essential goods. In addition, because of the COVID-19 pandemic situation, the brand has adopted digital technologies in order to enhance the customer needs as well as for making a robust online marketing strategy and which also resulted in enhancing the e-commerce capability (Market Line, 2021). It has been identified that the drastic change in the digital shift has affected the overall operations of the brand and due to which there are multiple aspects faced by the employees of the organization. This change has also brought resistance among the workforce of the brand because of having lack of training and education about the latest technology which has been adopted by the brand. 
However, Tesco has responded in a highly effective way and make a strong online presence for enhancing its overall growth and productivity in the target marketplace (Tesco, 2023). Further, the next challenges are to have effective health and safety communication at the workplace so as to make employees feel safe in the brand. It has been identified that communicating the right health and safety measures also becomes very important for maintaining the trust and loyalty of the customers and also makes sure a safe shopping environment for the employees. For this, Tesco has faced differences in its marketing strategies which makes it difficult to balance the various safety measures with the experience of the customers, and this has posed various challenges. Along with this, the next issue faced by Tesco Plc is the evolution of customer expectations (Dubey et.al 2021). The firm was not able to meet the expectations and needs of the customers because of the COVID-19 pandemic situation. There was an unexpected kind of demand from the customer side, and Tesco was facing difficulties in meeting the demands of the customers. This has resulted in affecting the overall sales and profitability of the brand in the target market during the post COVID-19 pandemic era. 
Due to all these, the shoppers get relayed on the virtual brand awareness and due to which there was a drastic change in the purchasing pattern as well as behavior of the targeted customers. This had a significant impact on the overall market functionality of the brand and hence which has resulted in reducing the overall competitiveness of the brand. Likewise, resource allocation is also a big issue which has been faced by the chosen brand during the post pandemic situation. Because of the coronavirus situation, there were thousands of employees who had lost their employment and due to which the entire business operations as well as the marketing functionality of the brand gets heavily affected from this. 
The employees left in the company were not able to achieve their desired goals, which has resulted in affecting the overall customer service of the company. Even the business managers were also not able to allocate the resources more effectively, and hence this has a major influence on the overall performance of the business environment. Along with this, the brand has also faced major regulatory as well as compliance issues because of all the coronavirus pandemic situation (Petetin, 2020). It has been identified that Tesco has faced multifaceted challenges in the post-pandemic situation. However, it is very important to essential to balance all these challenges in meeting the consumer expectations.
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In order to evolve the marketing strategies for leveraging new developments and opportunities in the business environment as well as for gaining a competitive advantage, Tesco Plc has adopted various kinds of strategies in its post-pandemic situation. The brand had focused on enhancing the digital presence by focusing on e-commerce. The brand had a significant expansion of e-commerce operations and focuses on user-friendly digital channels and platforms, mobile applications as well as website development. This has also allowed consumers to shop in a convenient way from their natural place and has also leveraged the surge in online shopping during the post-pandemic era (Shastri, 2023). It has been identified that the brand has introduced enhanced click and collect services, which has enabled the customers to do online orders and pick up their purchases from the stores of Tesco which leads to catering for the convenience-seeking experience. Even the brand is also leveraging the data of customers for personalizing the efforts of marketing. This has helped them in analyzing the history related to purchase of customers as well as the preference for offering tailored promotions and recommendations as well as for enhancing the satisfaction level of the customers and loyalty. 
Tesco Plc is offering a club card rewards program, and it has refined to offer more and better personalized rewards as well as incentives. This leads in encouraging repeat purchases and fosters the engagement and involvement of customers. In addition to this, the business organizations are also making good efforts to proactively communicate health as well as safety measures to reassure the customers as well as employees about the in-store shopping experience (Market Line, 2021). This has allowed the brand for providing clear signage, messaging as well as regular updates related to the safety protocols, and this has been emphasized for building trust and loyalty of the customers and also used for maintaining a safe and positive shopping environment. Along with this, Tesco Plc is also investing in sustainable business initiatives as well as enhancing its product offerings. 
Business organizations are also emphasizing sustainable products and services, and this is helping the brand to respond to the changing preferences of the customers. Tesco is also focusing on sustainable as well as environmentally responsible products. It has been identified that the brand is also focusing on implementing various strategies and approaches for reducing food wastage and also committed for sustainable growth and development (Petetin, 2020). All these factors also leads in enhancing the overall growth of the brand and has also gained various kinds of competitive benefits and advantages in the target marketplace. Even the company also started making efforts for sourcing products and services from local places and getting aligned with the demand of the customer relate to ethical and sustainable preferences. 
Furthermore, Tesco Plc is also focusing on agility in the supply chain as well as inventory management. Tesco Plc is also working effectively on enhancing the supply chain resilience and also make sure that the products are available in a consistent way. There are various strategies which need to be adapted for mitigating b disruptions as well as for maintaining the steady supply of products and services. For this, there are multiple kind of theories which need to be adopted by the firm and which is termed as Just-in-Time theory (Shamimet.al 2023). This is one of the effective theories which focuses on reducing the level of the inventory by getting goods as when they are required in the entire production process, and it also helps in reducing the waste as well as for carrying costs. The main aim of this theory is to enhance the overall efficiency, also reduced the lead time and also plays a significant role in eliminating the excess inventory by doing the production process in a synchronized way. 
With the help of this theory, the brand is also able to make sure the products are available for the customers when it is required and needed mostly. The next strategy which has been adopted by Tesco is omni-channel marketing integration, and for this, the brand has integrated online as well as in-store experience. Tesco is also aiming for creating a better and seamless experience in various online channels. This allows them to integrate the online as well as offline experience and also enables the customers to transition between these channels in an effective way hence enhancing the engagement and sales of the customers (Dubeyet.al 2019). In addition, there is an effective theory which can be used by the chosen brand for gaining competitive advantage is Resource-Based view. This theory suggests that the unique resources as well as capabilities of the firm are very important for gaining competitive advantage in the target market. This allows the organization to leverage valuable, rare, imitable as well as non-substitutable resources for gaining competitiveness in the market.
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Stakeholders are in particular groups, entities or individuals that have a concern or interest in the performance and activities of a specific company. Tesco, being an international retail and grocery company, also has its own key stakeholders. These stakeholders specifically include customers, shareholders, suppliers, local communities, government and regulatory bodies, employees, non-governmental organizations, media, financial institutions and competitors (IIDE, 2023). 
Appropriate understanding and management of the relationships of the company with these major stakeholders is relevant for its long-term sustainability and success in the ever-evolving market. This includes addressing the concerns of these stakeholders, keeping in consideration their interests while making decisions and maintaining open communication within the organization and with the external stakeholders as well. One adequate theoretical framework for the identification of the key stakeholders in any organization is the stakeholder theory, which was developed by R Edward Freeman. 
The stakeholder theory displays that organizations should focus on considering the expectations and interests of all groups or individuals that influence or can be impacted by the activities of the organization. According to the theory, stakeholders are often classified into several categories on the basis of their relevance within the organization and their level of influence or impact (Thestrategystory, 2023). Further is the application of the stakeholder theory on Tesco:
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Figure 1 Stakeholder Theory
(Source: Alice brazao, 2023)
Internal stakeholders 
One significant category among the internal stakeholders is our employees, who are considered to be critical to the success of Tesco. 
The motivation, well-being and satisfaction of the employees within the organization majorly contribute to the overall performance of the company. Another category of significant internal stakeholders in Tesco is the management and the board of directors, which help in shaping the decision-making and strategic direction of the company (Marketing week, 2023). Therefore, either of these categories has a significant impact and influence on the operations and positioning of the company as these categories impact the productivity and strategic decision-making within the organization.
External stakeholders 
Firstly, in the case of external stakeholders, first are the customers, as meeting the expectations and requirements of the customers is majorly significant to the sustainability and profitability of Tesco. Next are the shareholders or investors, who are individuals or companies that offer capital and further have an expectation of return on their investments. The interests of these stakeholders are in alignment with the long-term growth and financial performance of Tesco. Furthermore, are supplier, Tesco, is a company which is heavily reliant on suppliers for quality and a steady supply of the required products. Therefore, it is important to build robust relationships with suppliers to develop and maintain the operational efficiency of the company (Fuet.al 2021). Moreover, are the government and regulatory bodies, competitors, non-governmental organizations and local communities. All of these have a significant impact on the operations of Tesco, which makes it important for the company to conduct timely evaluations regarding their satisfaction levels and to understand their concerns.
The key stakeholders of Tesco can have a major impact on the marketing functions of the company. Every stakeholder group majorly influences and is influenced by the marketing strategies, approaches and activities of Tesco. Firstly, are the customers as they are considered to have a direct impact on the marketing functions of Tesco. This is major because their feedback, preferences and behaviors support and shape the communication strategies, product offerings and promotions in the organization. The marketing response of the company towards the impact of customers is that it focuses on engaging in detailed market research for a better understanding of customer preferences and requirements (Chenet.al 2019). This data or information further guides the organization in the development of efficient pricing strategies, promotional activities and product offerings. Moreover, the shareholders or investors who focus on seeking a return on the investment they have met and their overall confidence in the performance of the company impact the financial standing of Tesco and its ability to invest in comprehensive marketing initiatives. The marketing response of the company towards this group of stakeholders should be a demonstration of financial growth and value for attracting and retaining more and more investors. The marketing efforts of Tesco usually include appropriate and understandable communication of future prospects and financial achievements (Tesco, 2023). 
Next are the employees, as the overall levels of employee commitment and satisfaction majorly impact the quality of the overall customer service, which is a critical component of marketing efforts. In response to this impact, Tesco focuses on investing in employee satisfaction, training and engagement programs for the purpose of ensuring a positive and influential customer experience, which further helps in the promotion of the image of the company in the market. Furthermore, the suppliers of the company as quality and reliable suppliers majorly contribute to the ability of Tesco to provide a diverse range of products and further maintain appropriate levels of customer trust (Smart insights, 2023). Tesco focuses on the implementation of collaborative marketing initiatives with the suppliers, like promotions or co-branding, which can further improve the product offerings of the company and also support the development of competitive advantage.
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There are several recommendations on marketing strategies for Tesco in relation to the issues the company has been facing. One significant issue is the continual rise of digitalization. To address this particular concern, Tesco should focus on embracing Omni channel marketing, which will focus on the development of a seamless and smooth experience across offline and online channels. The company should also integrate mobile applications, social media and digital platforms into a marketing strategy for the purpose of reaching a broader range of customers. Another recommendation is to invest in e-commerce, which mainly refers to investing in the overall e-commerce capabilities of the company and enhancing the online shopping experience for the customers (Chenet.al 2019). This can be done by offering personalized recommendations, user-friendly interfaces and convenient delivery options for the purpose of capturing the growing and consistently evolving digital market. The next issue is staff shortage, which can be resolved by automation and technology. 
Tesco should focus on the implementation of marketing automation tools for the purpose of streamlining repetitive activities and tasks within the company and increasing the overall operational efficiency. This will allow the marketing team of Tesco to incline their focus on strategic activities and will also ensure enhancement in the comprehensive productivity levels. Not only this but to mitigate this issue, Tesco should focus on training and development and invest in several training programmed to ensure that the staff is equipped to handle the changing market trends and comprehensively upskill the staff members. Cross-training can also be supportive in addressing the overall skill gaps that are present within the organization.
Next is the issue of social influence on marketing, which can be solved by the implementation of influencer marketing in Tesco. Influencer marketing basically focuses on leveraging social media influencers to promote the products and services offered by Tesco. The company should focus on identifying influencers whose beliefs and values are in alignment with the brand name and further collaborate with them (Smart insights, 2023). This will allow Tesco to reach a broader and more engaged customer base. Not only this, but Tesco should also focus on user-generated content by encouraging customers to share and create content that is related to the brand. User-generated content has the capability of building trust and authenticity among the customers and will also allow the company to tap into the overall social influence of the customers who are satisfied and loyal towards the company. Another significant issue that is faced by Tesco is related to cyber security. To resolve this issue, the company should take efficient cyber security measures that prioritize the aspect of cyber security for protecting customer data and maintaining trust. Tesco should invest in advanced and digitalized cyber security tools, conduct employee training programmers related to cyber threats, and regularly update the security protocols for mitigating this risk. One major challenge at Tesco is flexible work conditions. To address this particular challenge, the company should focus on the implementation of virtual collaboration tools. These tools will help in the facilitation of collaboration and communication among the remote team members (Alicebrazao, 2023). It will also ensure that the marketing efforts undertaken by the company are efficient and coordinated even in work environments that are flexible. Tesco should also implement employee well-being programmes to support the employees after identifying the challenges related to remote work. Engaged and happy employees are considered to be more productive and further contribute to marketing efforts in a positive manner.
Another significant mitigation strategy to solve the issue of integrated marketing communications is consistent messaging. Ensuring a consistent or ongoing brand message across traditional and digital marketing channels is important for Tesco. The integrated marketing communication will specifically help the company in aligning all its marketing efforts to further deliver a unique and unified brand experience to its customers (The strategy story, 2023). Furthermore, Tesco should also adapt content for distinct channels. The company should focus on tailoring content for several platforms and also maintain a cohesive brand narrative. The overall content is required to be optimized in accordance with various digital channels and also consider the behaviors and preferences of the targeted customers. Another major issue that is faced by Tesco is data privacy, and it can be resolved by the implementation of transparent data policies. It is important for Tesco to communicate the data privacy policy of the company clearly and precisely to the customers. This is to assure the customers that their information or data is handled ethically and securely by the company. This will help the company in building trust and will also align with the increasing issues related to data privacy. Lastly is the issue of agile marketing, which can be solved by Tesco through the implementation of agile marketing methodologies for responding quickly and efficiently to evolving market conditions (Smart insights, 2023). The company should also focus on regularly reassessing the marketing strategies and further adapting them on the basis of real-time feedback and data.
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In conclusion, the overall journey of Tesco in the navigation of the issues of the post-COVID-19 era majorly serves as a compelling evaluation for the organizations that are seeking to focus on fortification of their overall marketing functions in relation to the global uncertainties and risks. The report also highlighted that the ability of the organization to evolve its comprehensive marketing strategies, implement adaptive measures and engage with the major stakeholders of the company showcases the commitment of Tesco towards sustained success in the consistently evolving business environment. Therefore, the overall report has contributed to a better and wider understanding regarding the interplay between marketing functions, organizational resilience and international challenges in the post-pandemic era by critical evaluation of the experiences of Tesco and through offering targeted recommendations.
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