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[bookmark: _Toc71039794]Introduction
Tesco PLC was first invented by Jack Cohen in the year 1919. After that in 1924, he snapped up a tea shipment from TE Stockwell. And by then he named his company by putting the three words of TE Stockwell and with the addition of his own two initials. Tesco is the largest and well- known food retailer all around the globe and plays a significant role in the food retail sector in the UK. They have undertaken almost 3200 stores (tescoplc.com 2021).
 
Tesco believes in social responsibilities which is a part of being a good citizen. Tesco grasps this very easily that any steps that will cause bad effects on the society, that impact will be on the brand image. For that Tesco took an edge for the awareness campaign on the reduction of power (energy, fuel) in 1996. All the employees including the managers took a pivotal role to reduce the consumption of power. They got success by reducing the utilization by 34% per square foot in the time span of 1997 to 2005. They thought of reducing further by 10% in the next 5 years.
[bookmark: _Toc71039795]Relationship between Stakeholders and Engaging Them 
The help of TESCO's collaborating and engaging stakeholders helps TESCO to develop their priority and sustain their relevant issues. TESCO maintains a conversation with their investors regularly every year and also analyses the conversation. They can do it with the help of responding to questions given by the people of society and arranging meetings regularly. In 2019 ESG organized by TESCO to provide opportunities for their investors. TESCO has a huge base of stakeholders where government and regulators are among them. NGO, community groups and media are also part of them. TESCO maintained direct contact between their stakeholders . As a strategy of the business, TESCO always provides their colleagues with fulfilling their targets. The main aim of the stockholders of TESCO is to examine internal and external parts of social engagement. In January 2019 TESCO's biggest stockholders are Blackrock, Norges bank and Schroders plc with 6.64%, 3.99% and 4.99% respectively holding stakes (Miles and Ringham, 2018). Millions of customers are served by TESCO every week. TESCO deals with a huge number of suppliers and also producers, by this they provide excellent quality and sustainable products to the customers. Besides in the UK, there are a huge number of competitors who challenge TESCO day by day.  Every stakeholder is treated equally by TESCO. Sometimes we see a stakeholder is more efficient than the others but the company treats them as the same as others. Every stakeholder has their own expectations; often these different expectations become the reason for conflict between the stockholders. TESCO has shifted their business towards digital marketing. They invest billions in cinema, television, the press, and many other social media platforms. Now they realised a marketing strategy that changes their business. In their traditional outlets, TESCO has paid out nearly 110 million pounds on their marketing effort. In 2014 this paid out had fallen down near about 10% (Peeroo, 2019). The people of the UK now made up their mind that they will shop from a particular store where they found everything they want. TESCO provided all the necessary steps for that and it attracted the people of the UK.
[bookmark: _Toc71039796]Different Eras of Community Engagement
Over the years community engagement has changed their values, programmes and mottos. Before the first industrial revolution started, the industries were considered in two types of groups- i) Rural Industry ii) Urban Industry. There was no concept of engaging communities. Most of the village's people used to come for the daily wages in urban-based industries and other people from urban areas used to go to the rural areas for working as managers. Over time the Colonial British started ruling most of the world and different countries' people started working in different regions in the world. It was all started with small business industries. After many years communications and transport get more equipped and efficient and big agencies started opening their branches in third world countries (Hollebeek et al. 2017). Many companies e.g Tesco a British multinational groceries and merchandise started their business all over the world around 2008. In that year they opened nearly 3751 stores over the world. Now, many people started coming from other continents to work in other countries and continents because of the improvement of transports and communications. For this, the mixing of the people from different parts of the world started and it also had the con of being involved in different types of racism and quarrel between them. Soon the managers find it very difficult to manage all these things at once. So they came up with the idea of engaging these people in different types of programs and schemes. For example, managers started making their employees engaged in different social programs like awareness campaigns, different religious programs etc. In this 21st century, the community engagement term has evolved its meaning. Industries are full of different people from different cultures, religions and countries. But they celebrate all the occasions together and mix and communicate with respect to other people of different communities (David-Chavez and Gavin, 2018). The industries nowadays include training and development programs and make the employees learn the etiquettes of different cultures as a part of their policies. The organisations are teaching the values of other cultures and teaching how to respect them and the people from other countries. And that indeed is making a way of a better and brighter future of a peaceful world.
[bookmark: _Toc71039797]Social Media Outreach
In this 21st-century social media platforms play a vital role in promoting brands and advertising to reach more people throughout the world. There are different types of social media and each acts and influences people differently. To promote their brand a company nowadays sends free products to the social media influencers who have more followers and have more influence on people (Dessart, 2017). They mostly asked to write or give a review about that product by using it for days. In social media, the company puts their advertisements and people view it while using that platform and that particular company gets more customers (Henderson, 2018). Social media are a very good way to introduce their various offers and new launches for their old customers and attract new ones also. 
One of the key advantages of social media is that it enables direct interaction between a company and its customer base. The needs and requirements of the customers can be easily found out by the social media teams of a corporation by just going through the comments or just by the numbers of likes or upvotes, it is also easier to keep track of the competitors by doing online research. Social media gives an opportunity to the companies to do an instant market survey through online poles. Now most companies choose their brand ambassador on the basis of that person's reach through social media. Social media campaigning has given a new meaning to the advertisement of a brand. A company can reach millions of customers at a time if it is used in a proper way. Studies suggest that how people use social media and interact online influences their decisions while buying something. In a time where most people buy things online, it is important to have a significant social media presence that Tesco has successfully done.
Creating a website also helps the companies solve customer problems in an easier and more efficient way. Tesco has invested in building an easy to use and customer friendly website. Interacting with customers and solving their problems is the topmost priority for the company. It has also successfully created a customer database for them to understand the trends of the customer demand. This database keeps track of the regular as well as the newer customers.
[bookmark: _Toc71039798]Training and Development for Employees to deal with Socio-Cultural Issues
It is very common for global organizations to hire employees from different nationalities and ethnic groups. Issues such as difference in pay or difference in treatment caused by cultural differences could be seen as discrimination (Anderson, et al. 2019). To counter these problems different companies including Tesco have taken the required steps.
Tesco, as an organization, has come up with several training and development programs for the employees to equip them with the necessary skills required to deal with socio-cultural issues within the society. These development programs have been strengthening their resource pool in a way that has helped the company in dealing with major setbacks over the years.
One such program is Cultural Diversity Training Program. It helps the employees of Tesco coming from different socio-cultural background to get together and create a better workplace atmosphere. It is important for co-workers to respect each other's culture. Also, the company has taken special care of the team building sessions so that there is more bonding among the employees within the team irrespective of their socio-cultural identity. Employees are especially encouraged to bond with other employees so that they become aware of each other's culture.  
Whether a company has global operations or not it is really important to have a complete understanding of cultural diversity. Managers should be given diversity training as a part of development and training programs so that they can effectively deal with diversity issues within the company. These programs have helped Tesco to become one of the largest companies globally.
[bookmark: _Toc71039799]Multiculturalism
Before analysing any company culture, we first need to know exactly what it is. So, multiculturalism basically signifies the concurrence of several cultures including different religious and cultural groups, various nationality and races inside a proponent culture. Two main obstacles are there in achieving multiculturalism. Actually, it highlights the certain quality of a particular group which is basically scouring the potential one over the splinter group. And the second one, this multiculturalism subverts the concept of equal opportunity which in another way enervates the diplomatic values of uniformity.   
Multiculturalism often creates problems in business communication. Various groups working together may lead to problems of misinterpretation and misbelieve and also inexactitude. It may happen when one person gets an assumption that the man at the opposite table understands everything but the reality is not that. Though the language is the same people interpret it in different ways (Szmidt, 2020).
Many companies face the issues of multiculturalism. It is a common problem that people tend to make an assumption and try to find out the conclusion with that. This type of stereotype thinking often leads to internal issues. Judging others without knowing the facts causes miscommunication sometimes. The same thing happens with Starbucks. As a result of these, all the stores in Starbuck in the USA got closed for 15 days and higher put a notice on all the employees to get trained with their behaviour. 
In the same way, if we see that Tesco took a decision to give a try in the American market. After launching the outlets Fresh & Easy, this English company took an initiative to market their products in California, Arizona and Canada and also in New York. But their initiative failed and didn't work out because they failed in understanding the behaviour of the people, their lifestyle, their taste and preference. As the stores were filled with the goods and products familiar to the English man which was unlikely to the US people.
[bookmark: _Toc71039800]Conclusion
In the UK TESCO became a well-known organisation. It made different strategies in marketing organisations to grow their business. TESCO'S primary focus is making the business profit higher and attracting people to their organisation. TESCO invested a huge amount of money to improve the sale and gain an advantage over their competitors.  TESCO had improved their information technology to do the same. It has their primary focus to attract the people with their organisation. To attract their customer it applies many technologies and with the help of it knows the customer's needs, likes and dislikes. TESCO applied some specific layout in all the branches of its. With all of these TESCO is trying to be a good company in the market. They are providing all the needs of their customers and trying to improve good relations with their stakeholders. TESCO is doing all this with the help of social media platforms.
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