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Introduction:  
Globalisation refers to the integration of markets in the global economy, leading to the increased interconnectedness of national economies. 
A key challenge is a close interdependency between nations, and an adverse event in one country can trigger a spiral effect on other countries. 
The world is experiencing unlimited changes in all aspects of life. As a result, the current national and international business situations are becoming more complex and disruptive due to the global challenges that impact internationally on the companies. 
Whether political, economic, or environmental, or technological challenges significantly impact upon the world economy and business administration. 

Some of these changes can be expected, and organisations can prepare appropriate strategic plans to address their repercussions on societies and individuals. However, some of these variables may occur suddenly and without warning. 
The best example of these variables is the Covid-19 pandemic, which has caused many repercussions on health, jobs, financial conditions and business management. This has increased the need for rapid strategic action to support companies, agencies and business sectors to achieve and maintain their goals. This dynamic change requires dynamic management to respond strategically and effectively to challenges. However, according to The Economist (2010), nine out of 10 corporate change initiatives partially react to current economic conditions. 

This business report will critically evaluate some of the global challenges that face the management of one of the global companies known as Signet Jeweller. 
The company is the owner of the leading brand within the Swiss luxury watches and jewellery  industry.
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Some of these challenges are common such as the company's ability to transform quickly to digital platforms, to maintain the company's customers, especially considering the deterioration caused by the covid 19 crisis, which has dramatically affected the map of shipping and logistics, the movement of goods and logistical support services, which was reflected in the company's pricing policy considering the currency price variation. 

The company's management also faced a new challenge regarding preparing leaders who can adapt quickly to perform work tasks through digital platforms to meet the new demands of customers whose purchasing behaviour has changed due to the pandemic. 
When focusing on finding solutions to these challenges within the framework of microeconomic theory, several performance quality indicators are associated with evaluating the company's performance at an international level. For example, the discrepancy in laws related to world affairs in different countries must be considered. Similarly, the company's social responsibility towards the local community reflects the extent of its interaction with problems within the society of the countries in which it conducts its commercial activity. 
The Business Model Canvas will be used in this report to provide a concise and visual way for the organization to map out its strategy, understand the company market, and make decisions to improve its business model.

Company Profile:
Signet Jewellers Ltd., the parent company of popular jewellery store brands like Kay Jewellers, Zales, and Jared, operates in an industry that has been significantly impacted by digital disruption. 
In order to systematically analysis the company and  the position of the organisation in the market and critically assess Signet's market position in light of this disruption, considering the three key factors that has significant  impact on the company this, 
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report will critically concentrate on the following factors: changing technology, regulatory factors, and evolving consumer dynamics.
Digital Disruption and Opportunities:
 
Signet Jewellers faces several challenges and opportunities in the context of digital disruption: E-commerce Competition: The rise of online jewellery retailers and marketplaces has intensified competition, making it essential for Signet to invest in its e-commerce capabilities and digital presence.
 
Consumer Behaviour: Consumers increasingly research and purchase jewellery online. Signet must adapt to these changing consumer behaviours by enhancing its online shopping experience and digital marketing efforts. Personalization: Digital technologies offer opportunities for personalized marketing and product recommendations, which can help Signet improve customer engagement and loyalty.
Supply Chain Efficiency: Digital technologies can optimize the supply chain, reducing costs and improving inventory management, especially for a company dealing with valuable and often customizable products like jewellery.
Customer Data: Leveraging customer data through digital means can provide valuable insights for targeted marketing and product development.
Opportunities due to Digital Media Technologies:
Social Media Marketing: Signet can harness social media platforms to showcase its jewellery products and engage with customers, leveraging influencers and user-generated content.
Augmented Reality (AR) and Virtual Reality (VR): AR and VR technologies can enhance the online jewellery shopping experience by allowing customers to virtually try on jewellery and view products in a more interactive way.
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Online Reviews and Ratings: Encouraging customer reviews and ratings on digital platforms can boost trust and credibility, as well as provide valuable feedback for product improvements.
Content Marketing: Creating high-quality content, such as educational videos and blogs about jewellery, can help position Signet as an authority in the industry and attract a broader audience.
 Mobile Apps: Developing a user-friendly mobile app can improve customer engagement and offer convenience for online shopping.
Changing Technology:
Signet's Market Position: Signet has made notable efforts to adapt to changing technology trends within the jewellery industry. They have invested in omnichannel strategies, leveraging e-commerce platforms and mobile apps to engage with customers. Signet online presence allows customers to browse and purchase jewellery, and they have integrated digital technologies in their brick-and-mortar stores to enhance the in-store shopping experience.
Challenges:
Intense Competition: Signet faces fierce competition from online-only jewellery retailers like Blue Nile and James Allen, which have embraced technology from the outset and offer extensive customization options online.
Supply Chain and Inventory Management: Managing the supply chain and inventory efficiently is crucial in the jewelry industry, and technology can help optimize this process. Signet needs to invest in technology to stay competitive in this aspect continually.
Regulatory Factors:
Signet's Market Position: The jewelry industry is subject to various regulations regarding the sourcing of materials, such as conflict-free diamonds, and consumer protection laws. Signet has taken steps to comply with these regulations, and they have joined industry initiatives like the Kimberley Process to ensure ethical sourcing of diamonds.
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Challenges:
Regulatory Compliance: The jewelry industry's regulatory landscape is continually evolving. Signet needs to stay vigilant and proactive in adapting to new regulations to avoid legal issues and reputational damage.
Ethical Sourcing: Consumer demand for ethically sourced and sustainable jewelry is growing. Signet must stay ahead in this aspect to meet customer expectations.
Consumer Dynamics:
Signet's Market Position: Consumer dynamics in the jewellery industry have shifted significantly. Younger consumers, especially millennials and Gen Z, are increasingly looking for unique, personalized, and affordable options. Signet has recognized this trend and has introduced customizable jewellery and lab-grown diamonds to cater to changing consumer preferences.
Challenges:
Brand Loyalty: Traditional jewellery brands like Signet's may struggle to retain brand loyalty among younger generations who prioritize authenticity and value.
Online Competition: The convenience of online shopping has led consumers to explore a broader range of options beyond traditional brick-and-mortar stores. Signet must continue to enhance its online offerings and customer experience to compete effectively.
In conclusion
In conclusion, Signet Jewellers faces both challenges and opportunities in the digital age. To maintain and strengthen its market position, the company must embrace digital disruption, invest in e-commerce and digital marketing, and leverage digital media technologies to enhance the customer experience and drive growth. It's important to note that the company's specific strategies and performance may have evolved beyond my last knowledge update, so conducting up-to-date research is crucial for a comprehensive assessment.
Signet Jewellers has made strides in adapting to digital disruption by investing in technology, complying with regulations, and addressing changing consumer
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dynamics. However, they face intense competition from online-only retailers and must continue to innovate and evolve to maintain their market position. Staying responsive to technological advancements, ensuring regulatory compliance, and remaining in touch with evolving consumer preferences will be crucial for Signet's sustained success in the jewellery industry.
Recommendations: 
1-It is imperative for the new digital strategy's goals and objectives to be implemented with speed, and the market should be evaluated regularly (Muganyi et al., 2019).
2-The necessity of forming a digital transformation authority or department, as it is a key measure to reach the strategic goals and adequately achieve the digital transformation goals.
3-Signet should introduce an AR try-on app that offers a high-end experience for customers to get a clear picture of what it would be like to wear the product on/her wrist. 
4-The introduction of customized watches where customers can make a unique timepiece will allow Signet to make a deeper connection with customers and boost sales. 
5- A big part of the real opportunities for Signet regarding the macro environment is the variation of its activities. The company may opt to produce a more comprehensive selection of watches. These concepts may be approached from different angles like design and suitability. 
6-The marketing department must examine the company's organizational structure and give detailed findings and possible conclusions on the same, as it is evident in this case that the company requires a strategic digital plan to be able to compete in the global market under the current market situation and the challenges of the pandemic. 
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·The strategic program, in the case of Signet, will help the company to reallocate resources. Considering the competition will assist them in finding alternatives, such as a geographic expansion of the business project.
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