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	Globalization is the considered as the method where the goods or services of the organisation are transferred among nations or commodities so that they could be move easily across the borders. This procedure assists in the speedup of movements as well as exchanges all over the globe that benefits the society. Promoting as well as increasing interactions among separate type of regions and population are one of the positive effects of globalization. Increased global cooperation and increased cross-border investment are the benefits of globalization (Keller and Olney, 2021).
	The method or a procedure of altering analog to digital form is referred as digitalization as it could assist the human society in making things easier to understand. Increased productivity, enhanced efficiency, improved customer experience along with improved communication are the benefits of digitalisation. The continual rise of digitalization assists in creating the brand awareness of the firm. With the assistance of digitalization, many sectors have been upgraded such as banking sector has gone to the next level through online banking, ATM and so on (Rodríguez, Svensson and Mehl, 2020). 
	Information management is one of the emerging fields in the marketing sector that assists the firms to know about the customer’s preference. The information collected aids in utilization to manage, gather, reserve and deliver information of the organisations so that fulfil the demands of rising expectations of customers. Enhanced efficiency and improved performance are the benefits of information management (Anshari et al., 2019). Within this context, J Sainsbury Plc has been selected, as it is in one of the biggest multi-retailer which provides groceries, clothing products, home wares, financial services and general merchandise. The firm’s drives retail outlets of numerous formats such as convenience stores and supermarkets (Kuijpers, Simmons, and Van Wamelen, 2018).The report consists of challenges faced by Sainsbury in detail. It also comprises of strategies that are recommended to Sainsbury.
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	Sainsbury is one of the biggest multi-retailer companies in UK and it has confronted numerous challenges in the altering business environment. One of the biggest hurdles that Sainsbury have faced is the rapid change of digital world in the business environment. The continual rise of digitalisation has attracted the customers to the online shopping as per their needs. Without the assistance of digitalisation, the firms including Sainsbury were not able to reach their existing as well as new customers for its products(Fernie and Sparks, 2018). Another challenge which Sainsbury was facing is the increased competition from other retailers since numerous retailers were offering similar products at the lower price. Furthermore, Sainsbury is also fronting the challenge of altering consumer likings. Nowadays, clienteles are more focused on their health-conscious that leads to an increase in demand for improved selections including organic as well as vegan products. Pushing the boundaries of technology, proposing new as well as improved customer experiences are the factors that other retail companies are doing, which could be problematic for Sainsbury due to its large size and current infrastructure (Fernie, Fernie and McKinnon, 2018).
	Sainsbury’s is facing a number of challenges as digitalization continues to advance. Digitalisation has resulted in major shifts in the way companies operate and how consumers interact with them. These difficulties could be divided into three categories: competition, cost and consumer behaviour. For starters, digitalisation is influencing customer behaviour. Customers are more tech-savvy than ever before and they expect so much from their own shopping experience. They want speed, convenience, and personalised offers. Even though an internet purchase has enabled new competitors to penetrate the market and start competing with Sainsbury, clients have had more choice compared to ever before. Furthermore, as the cost of maintaining and developing digital platforms rises, this expense is transferred to the customer (Bonetti, Perry and Quinn, 2018).
	Sainsbury faced numerous challenges as brand awareness and market competitiveness grew. The most challenging thing was trying to maintain its market share against competitors in the market from other retailers. To remain competitive, Sainsbury needed to differentiate itself from other retail outlets as well as find strategies to stand out.The shifting of market conditions was another issue that Sainsbury was facing. Sainsbury had to adapt to changing client trends and desire along with preferences. This included adjusting to the increased popularity of the internet as well as establishing a robust online presence (Coleman-Fountain et al., 2017). Sainsbury also needed to focus on premium subscription such as providing vouchers of their existing customersincluding customer support services in order to remain competitive. Furthermore, Sainsbury was confronted with regulatory challenges, especially in the areas of labour practises as well as environmental sustainability. Stakeholders criticised and scrutinised the company on issues such as worker treatment, the impact on the environment of its operations, and supply chain practises. This added to the pressure on Sainsbury to enact and comply with better expectations in these regions, which could be expensive and difficult to implement (Mkansi and Nsakanda, 2021).
	The modern digital technology is enhancing the efficiency of many logistics firms. For example, several organisations are turning to cloud-based operating system from providers to automate their supply; many organisations are turning to cloud-based software from providers. This is necessary for them to coordinate their operations. With time, increasing numbers of enterprises will see the advantages of a single technical platform for automating information flow. Eventually, they would be able to provide high-quality, consistent services to clients (Singh, 2022). Without the assistance of modern technology, Sainsbury would not able to enjoy the benefits of the continual rise of digitalisation. The above discussed aspects such as utilisation of cloud-based softwareis one were lacking in the Sainsbury that impacted on its efficiency.
Time is a valuable commodity in the corporate sector, regardless of the industry. Every footstep and procedure is meticulously designed to guarantee on-time arrival with little disruption. Additionally, because of the utilization of cutting-edge technology, businesses are now undertaking low-cost trials which were previously inconceivable. It is easier to develop ambitious targets as well as evaluate them in a low-risk environment, providing organisations with more insight into future courses and if they will be cost-effective (Christopher, 2016). Despite their future is uncertain, their business tactics are based on it. The above aspects such as cutting-edge technology was not utilised by Sainsbury impacting on the firm’s transaction at a higher cost (Matyskevic and Kremer-Matyskevic, 2020). 
Customer expectations are effectively defined as the activities or behaviours that customers anticipate while interacting with a firm including Sainsbury. Clienteles have traditionally anticipated great service at a reasonable price and customers' expectations are much greater today. Consumers expect courteous as well as efficient service. Not only should the service be nice, but it should also seem individualised for them. They also demand seamless experiences across numerous digital media. Consumers nowadays have high expectations of the firms including Sainsbury with whom they do business and those expectations could encompass a wide range of elements and touch points (Steinhoff et al.,2019). The rising expectation of customer’s from the brand as they want quick and simple answers to their problems or difficulties due to which Sainsbury is facing issues in managing them. Brands could be reached through their chosen service channels and chances to response questions themselves through self-help options are the rising expectation of customers that Sainsbury was facing. Customers were getting irritated and spending more expenditure due to glitches, failures and defects in their software provided by Sainsbury. Customers were getting irritated if they expect their problem to be resolved within a week and instead the clientless have to wait for more than a week in Sainsbury (Evanschitzkyet al., 2020).
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	The five stages of customer’s buying experience are Purchase, Awareness, Advocacy, Retention and Consideration. There are separate stages in which the potential consumer passes through and would be directed consequently in imperative to be introduced. Awareness refers to the customer becomes acquainted with the brand through marketing, word-of-mouth or social media. Retention refers to the consumer utilises the product, occasionally seeking advice from the provider or indeed user group and possibly being approached by the supplier to foster brand loyalty. Consideration defines the seeing a pressing need, the customer actively analyses whether or not purchase the goods or service on offered. Advocacy describes whether their view is good or bad, the client disseminates information about the product (Kumar and Gupta, 2016). Sainsbury need to adopt digitalisation to the upgraded or next level so that it could enhance its efficiency and reduce its costs. It should utilize artificial intelligence, automation and deep learning to enhance its distribution network and reduce waste. Sainsbury would be able to cut costs and increase profits as a result of the above discussion. The advantage of artificial intelligence would assist Sainsbury to increase the productivity of the product that is required by the customer by providing customer survey. Sainsbury would also be able to more effectively engage with its stockholders and meet their expectations as a result of digitalization. The firm would then develop communication skills more effectively as well as help them find timely updates via its digital channels. This would help make sure that stakeholders are kept up to date on progress and could provide feedback. Because digital channels, by giving actual updates and communication, can assist in making sure that stakeholders' expectations are exceeded (Cole, Stevenson and Aitken, 2019).The virtue of digitalisation would assist Sainsbury in five stages of customer experience especially in the purchase and awareness factor.
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Figure 1: Five stages of customer buying journey
(Source: CIM, 2023)
The first stage is of online communities such as Instagram and Twitter could be utilized to keep stakeholders up to date on project and initiative progress while also providing a forum for them to ask questions and offer comments. It would attract the customers to Sainsbury, as they would be aware of new and variety of products. Ultimately, digitization will help Sainsbury to run a more productive and customer-centric business, lower costs and enhance profitability and communicate with its stakeholders more effectively. Sainsbury will be able to satisfy the objectives of its current and prospective stakeholders and guarantee a good customer end-to-end journey as a result of this (Ninan, Clegg and Mahalingam, 2019). The aspect of online marketing would assist the Sainsbury in understanding the desire and needs of customer. The awareness factor of the five stages in the customer journey states that the consumer becomes accustomed with the brand through word-of-mouth orsocial media(Yuliantoro et al., 2019).
Sainsbury should embrace digitalization to become a more productive as well as customer-centric company as it would allow firm to better understand consumer behaviour and preferences that allowing it to adjust its products and services to match their demands. Sainsbury would be able to create a smooth end-to-end customer journey as a result of digitalization. Consumers will pay, monitor, order and browse their orders by means of Sainsbury’s website or mobile applications (Netzer et al., 2017). Since it delivers a smooth end-to-end customer journey by removing superfluous processes and decreasing complexity, this streamlined process gives consumers with ease and a personalised experience. Customers could thus easily access the information they want and execute their intended action without having to undergo a lengthy and perplexing procedure. The above aspects to monitor and browse would assist Sainsbury to understand the customer journey, especially in the consideration factor (Ruiz and Holmlund, 2017).   
	Customer Relationship Management (CRM) theory applies to a company approach that focuses on developing and sustaining strong, long-term customer connections. CRM seeks to increase customer happiness and loyalty along with advocacy through analysing and managing customer interactions as well as data across the customer lifecycle. CRM entails managing customer interactions and data across the customer lifecycle by utilising technology, people and procedures. This includes gathering as well as interpreting customer data like preferences, behaviour and encounters with the firm in order to obtain insights and make educated decisions on the way to effectively serve and engage customers (Guerola-Navarro, Oltra-Badenes and Gil-Gomez, 2021).
CRM also include leveraging this customer information to customise as well as maximise the customer experience, like through focused activities in sales and marketing individualised customer care and cross-channel communication. CRM enables organisations to better apprehend their consumers' requirements and preferences in order to provide them with more relevant, value experiences and personalised. Businesses that develop excellent customer connections would boost customer loyalty, retention and advocacy, resulting in higher revenue and profitability (Baran and Galka, 2016).
Sainsbury would substantially benefit from the utilization of CRM concepts. Sainsbury would better understand its consumers and their requirements by employing CRM technologies and processes, allowing it to provide a more customised and personalised purchasing experience (Maheshwari and Kushwah, 2019). Furthermore, CRM would assist Sainsbury in better tracking consumer data, enabling it to respond to customer input more effectively as well as detect patterns and chances for development. CRM theory would assist Sainsbury in building customer loyalty by providing benefits including such discounts and prizes. This enables Sainsbury to increase customer loyalty and happiness throughout the customer experience. The aspect of CRM theory of tracking customer data would help Sainsbury in retention of current customers and advocacy of the potential customers which would also assist the firm in knowing about their preference and desires for the company’s product (Alshurideh et al., 2020). 
According to the customer loyalty theory, individuals are more inclined to be loyal to a business if they had a great experience with it. Customers that are loyal to a brand are now more likely to buy from it again, suggest it to others and are less affected by price fluctuations. This theory believes that clients have a favourable emotional connection to a company and will respond favourably to marketing activities that reinforce that relationship (Hossain, Kibria and Farhana, 2017).Developing an intellectual connection with clients as well as offering a constant and high-quality experience would result in loyalty. This would be accomplished through providing exceptional customer service, giving incentives and loyalty programmes and connecting with consumers in ways other than purchasing decisions. Moreover, consumer loyalty would be promoted by delivering unique and personalised experiences including thanking clients for their commitment and loyalty (Fang, Li and Bhatti, 2021).
Information management could assistnumerous firms including Sainsbury, in enhancing productivity, improving efficiency and faster access to the information. The aspect of using information management could assist Sainsbury in knowing the preferences of their existing customers and attracting new customers for their products (Lim, Tseng and Bui, 2017). Utilization of information technology could be done through the new innovative and advanced operating systems such as Distributed Operating System, Network Operating System and Artificial Intelligence. It would assist Sainsbury to store the data of their clients and sort the products online (Helo, and Hao, 2019).This would ease the work of Sainsbury in a way thatdistribution could be done systematically according to the needs of the clients in the specific regions such as UK customers specify environmental concern as keyfactor, on the other hand US buyers are more driven by quality (Popovic, Bossink and van der Sijde, 2019). The aspect of client preference with the assistance of new advance operating system would assist Sainsbury in the five stage of customer buying journey, especially in the case of retention and advocacy.  The distributed operating system would assist Sainsbury in the retention factor for the existing customers as getting feedback survey from the customers would enable Sainsbury to understand the preference of its clients so that they could deliver the desired products. The aspect of feedback survey would assist Sainsbury in acknowledging the advocacy and consideration factor of the customer buying journey (Ramanathan et al., 2017). 
Openly addressing potential solutions is an important method for Sainsbury to manage customer service expectations. Support teams enable Sainsbury consumers to comprehend the intricacy of a given problem as well as engage directly with help desk software including its solution by presenting many viable resolutions up front. Providing clear timelines to customer would assist Sainsbury in addressing the rising expectation of customers (Wright et al., 2019). To genuinely create eccentric customer experience, Sainsbury needs to be customer-centric and prioritise the consumer in everything they do. This also implies that Sainsbury needs to be upfront and honest with their clienteles. Honesty with customers and openness are critical for properly managing B2B customer service expectations and influencing clients' willingness to trust a Sainsbury (Quader and Sohel, 2018).
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Brand storytelling is a growing marketing strategy that taps into the fundamental human drive to interact with others via stories. It is a strategy that makes the consumer the major character in the story, rather than its brand or product. Telling a brand story is one of the important techniques to increase the brand awareness for Sainsbury.Storytelling is an excellent technique to promote brand recognition as well as return on investment (Bonnin and Alfonso, 2019). According to Marketsmiths.com, “55% of individuals who admire a brand narrative are much more likely to purchase the item in the future, 44% will discuss the story, and 15% would buy the product right away”(West, 2018).
Storytelling is used to improvize Sainsbury’s brand results in more communicative activities and emotional ties with the target client. Furthermore, in order to properly send the correct message to the intended client, the organisation must precisely define its brand identity. Digital marketing is the most efficient method for increasing business effectiveness as well as staying at the top of a competitive industry. Sainsbury could implement a new unique digital marketing approach that aids in increasing client engagement in the firm (Jones and Comfort, 2020).
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Figure 2: Benefits of social media influencer marketing
(Source: QuikPlace, 2021)
Sainsbury should engage an Instagram, Twitter and Facebook influencer to advertise its business at the bigger border of the marketplace and to ensure the firm’s success in gaining a competitive edge. Since influencers have quite a high level of public trust, promoting Sainsbury items will almost certainly increase revenue and would enhance more the reputation of the firm. As a consequence, Sainsbury would attract more loyal consumers that can relate to the firm more readily. As shown in Figure 2, Sainsbury’s brand awareness would be improved as a result of their Instagram influencer marketing plan; customers will be able to readily access Sainsbury’s new products in the market as most people are highly engaged with the social media platform (Zhan et al., 2021).
Businesses could interact with millennial and next generation audiences through celebrity endorsements that are particularly open to hearing about various goods on social media and it would assist Sainsbury in increasing it brand awareness. Sainsbury can have an impact on social media marketing, particularly Instagram, Facebook and Twitter influencers and Sainsbury will earn a bigger profit as well. In contrary to other promotional techniques, celebrity endorsement offers organisations with a practical and inconspicuous way to communicate with customers, regardless of the heavy usage of banner advertisements (Daniel Jr, Crawford Jackson and Westerman, 2018). Celebrity endorsement, which provides a superior return on investment than other advertising networks, assists large firms in attracting more buyers and small firms in expanding by improving their visibility. This would assist Sainsbury in increasing its brand awareness as well as increase customer loyalty to its products and its brand. Increasing conversion and sales is one of the top three goals that organisations target through celebrity endorsements (Awobamise and Jarrar, 2018).
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	The report concludes that Sainsbury is one of the biggest multi-retailer companies in the UK and has faced numerous challenges due to the rapid change of digital world in the business environment. Digitalisation has resulted in major shifts in the way companies operate and how consumers interact with them, influencing customer behaviour. Businesses may now undertake low-cost trials thanks to cutting-edge technology, allowing them to set ambitious goals and assess them in a low-risk setting.Sainsbury's should embrace digitalization to improve productivity and cut expenses. Sainsbury's is utilising digital technology to create a seamless end-to-end customer journey by eliminating unnecessary procedures and reducing complexity. CRM entails managing customer interactions and data throughout the customer lifecycle in order to get insights and make informed decisions in order to successfully service and engage customers. CRM allows businesses to better understand their customers' needs and preferences in order to give customers with more relevant, valuable, and help children develop. Sainsbury would profit from CRM principles by better knowing its customers and their needs, allowing it to create a more personalized and customized shopping experience.
Brand storytelling is a rising marketing technique that uses tales to tap into the human need to communicate with others. To enhance customer interaction, Sainsbury's might employ a novel digital marketing strategy. Sainsbury could hire an Instagram influencer to promote its products at the larger end of the market and obtain a competitive advantage. This will generate income, improve the firm's reputation, and attract more loyal customers. As a consequence of its Twitter influencer marketing strategy, Sainsbury's customer journey will be better and it will be able to communicate with millennial and the next generation consumers through celebrity endorsements. 
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