REPORT         25

Running Head: REPORT 
[image: ]


Name – Olufemi Ademokoya.
Student Number – 2125012.
Module Code – UECE (BMSW5103_LON).
Lecturer’s Name – Mohammad Rahman.
Assignment title – Organisation’s Quality System & Customer Relationship          Management 



[image: Tesco Partner | Verizon]

Table of Contents
1	Abstract	5
2	Introduction	5
Task 1	6
3	Internal and External Factors of Tesco	6
3.1	Tesco’s Description	6
3.2	Internal Factor: Tesco’s SWOT Analysis	6
3.3	External Factors: Tesco’s PESTLE Analysis	7
3.3.1	Political Factors	8
3.3.2	Economic Factors	8
3.3.3	Social Factors	8
3.3.4	Technological Factors	8
3.3.5	Legal Factor	9
3.3.6	Environmental Factors	9
3.4	Porter’s Five Forces	9
3.4.1	Competitive Rivalry	9
3.4.2	Threat of New Entrants	9
3.4.3	Threat of Substitutes	10
3.4.4	Bargaining Power of Customers	10
3.4.5	Bargaining Power of Suppliers	10
4	Models Review	10
4.1	Tesco’s CRM Value Chain	10
4.1.1	Strengths of Tesco's CRM Value Chain	10
4.1.2	Weaknesses of Tesco's CRM Value Chain	11
4.1.3	Evidence of Successful Application in Tesco	11
4.2	IDIC Model	11
4.2.1	Relevance of IDIC CRM Model in Tesco	12
4.2.2	Strengths of IDIC CRM Model	12
4.2.3	Weaknesses of the IDIC CRM Model	12
4.2.4	Evidence of Successful Application in Tesco	12
Task 2	13
5	Application and Justification of Using CRM Value Chain Model	13
5.1	Implementation of CRM Value Chain Model	14
5.1.1	Marketing	14
5.1.2	Sales	15
5.1.3	Customer Service	15
5.1.4	Analysis	15
5.1.5	Collaboration	16
5.2	Tesco’s 7P’s Marketing Mix	16
5.2.1	Products	17
5.2.2	Price	17
5.2.3	Place	17
5.2.4	Promotion	18
5.2.5	People	18
5.2.6	Process	18
5.2.7	Physical evidence	18
5.3	Ansoff Matrix of Tesco	18
5.3.1	Marketing Penetration	19
5.3.2	Market Development	19
5.3.3	Product Development	19
5.3.4	Diversification	20
5.4	Communication Mix	20
5.4.1	Advertising	21
5.4.2	Sales Promotion	21
5.4.3	Public Relations	21
5.4.4	Personal Selling	22
5.4.5	Direct Marketing	22
6	Conclusion	22
7	Recommendation	23
References	24






[bookmark: _Toc132719416]Abstract 
Tesco is a multinational retailer of food and other goods, the organisation has a problem with its relationship management procedures for CRM since it is unable to put into place efficient CRM procedures to preserve and grow customer loyalty. Because of this problem, their market share has shrunk as Aldi and Lidl grow in the UK grocery market. Internal elements that contribute to Tesco's CRM problem may be found via a SWOT analysis. External elements that could influence a company's CRM procedures can be found using the PESTLE study. The purpose of this report is to assess Tesco's TQM and CRM activities and their potential bottom-line gains from providing exceptional customer service. By using the IDIC and CRM value chain models, this report aims to investigate and assess the internal and external aspects affecting the Tesco firm.
[bookmark: _Toc132719417]Introduction 
The implementation of Total Quality Management (TQM) and Customer Relationship Management (CRM) processes has become a strategic approach for businesses to achieve sustainable competitive advantages in the current global market (Al-Suraihi et al., 2020). It has been anticipated in the study of Azan et al., (2022) that Tesco a leading retailer in the United Kingdom, has made significant efforts to improve the quality of its processes and enhance customer experience through TQM and CRM initiatives.
This report aims to analyse the quality processes of TQM and CRM efforts of Tesco and their potential bottom-line benefits of excellent customer experience. This report is aimed to analyse and evaluate the internal and external factors of Tesco Company by using the IDIC and CRM value chain models. In addition to this, the justification of the comparatively relevant model will also provide whilst covering the strengths and weaknesses of that Model.  Following it, the report will also discuss the different marketing theories whilst referring to AI efficiencies.
In addition to this, the report will then examine how Tesco has implemented these processes, including the specific practices, strategies, and tools utilized. Furthermore, the report will also highlight the potential benefits of excellent customer experience and how it can impact the bottom line of the business. It has been found out by Monte, (2021) that these benefits include increased customer loyalty, improved reputation, higher revenues, and reduced costs. Moreover, the report will examine how Tesco has leveraged these benefits and improved its overall financial performance through TQM and CRM initiatives.
[bookmark: _Toc132719418]Task 1
[bookmark: _Toc132719419]Internal and External Factors of Tesco 
[bookmark: _Toc132719420]Tesco’s Description 
Tesco is a British multinational grocery and general merchandise retailer with operations in several countries, including the UK, Ireland, and several Asian countries. Paulssen et al., (2019) have identified in their research that the company operates over 6,800 stores globally and employs more than 450,000 people. Moreover, Tesco's CRM problem is in developing good CRM practices to retain its customers and enhance their loyalty (Baiyewu, 2022). The study further revealed that Tesco's customers are looking for a more personalized shopping experience, where their needs are better understood and catered to.
In addition to this, it has also been claimed by Domański and Łabenda, (2020) that Tesco's failure to address this issue has led to a decline in its market share, as competitors have emerged with better customer experience strategies. For instance, Aldi and Lidl have made significant inroads into the UK grocery market, stealing customers from Tesco and other established players (Teng and Khong, 2021). Furthermore, addressing Tesco's CRM problem by developing good CRM practices will lead to numerous benefits for the company.
[bookmark: _Toc132719421]Internal Factor: Tesco’s SWOT Analysis
SWOT analysis is a useful tool that can be used to identify the internal factors that contribute to a company's CRM problem. In the case of Tesco, several internal factors can be identified using SWOT analysis.


[bookmark: _Toc132719422]External Factors: Tesco’s PESTLE Analysis
PESTLE analysis is a tool used to identify external factors that could impact a company's CRM practices. In the case of Tesco, external factors such as Artificial Intelligence (AI) can contribute to its CRM problem (Awadari and Kanwal, 2019). The following paragraphs will critically analyse the external factors that impact Tesco's CRM practices by applying the PESTLE analysis tool.
[image: Using PESTLE to understand the new business landscape]
Figure 2 PESTLE Analysis
[bookmark: _Toc132719423]Political Factors
Political factors such as government policies and regulations can have an impact on Tesco's CRM practices. For example, changes in trade policies or taxation can impact the company's supply chain and profit margins. It has been found by Leone et al., (2022) that these political factors can lead to an increase in the cost of goods sold, affecting the company's ability to provide the best customer experience. As a result, Tesco may need to adjust its CRM practices to maintain its customer base.
[bookmark: _Toc132719424]Economic Factors
It has been claimed in the study of Saghih et al., (2023) that economic factors such as inflation, recession, and changes in consumer spending habits can impact Tesco's CRM practices. For instance, during a recession, consumers may opt to reduce their spending on non-essential items such as luxury goods, which can affect Tesco's sales and revenue. Additionally, changes in consumer preferences can also impact the company's CRM practices. Therefore, Tesco needs to adapt to changing economic conditions and consumer preferences to maintain its CRM practices (Kumar, 2021).
[bookmark: _Toc132719425]Social Factors
Social factors such as changing consumer preferences and behaviour can impact Tesco's CRM practices (Chakravorti, 2023). The increasing demand for sustainable and ethically-sourced products can require Tesco to adjust its product offerings and marketing strategies. The company must consider societal changes and adapt its CRM practices to meet the evolving demands of consumers.
[bookmark: _Toc132719426]Technological Factors
Technological advancements such as AI and automation have significantly impacted Tesco's CRM practices. It has been analysed in the research of Monte, (2021) that the use of AI can enable Tesco to personalize the customer experience and offer targeted promotions, but it can also lead to concerns about data privacy and security. 
[bookmark: _Toc132719427]Legal Factor
 It has been evaluated by Azan et al., (2022) that legal factors such as data protection regulations can have an impact on Tesco's CRM practices. The implementation of the General Data Protection Regulation (GDPR) in 2018 has led to Tesco needing to comply with data protection regulations. 
[bookmark: _Toc132719428]Environmental Factors
It is imperative that Environmental factors such as climate change and sustainability concerns can impact Tesco's CRM practices (Hashim et al., 2021). The company may need to reduce its carbon footprint and adopt sustainable business practices to meet customers' expectations and improve its brand image. Tesco must consider the environmental impact of its CRM practices and adjust them to meet the expectations of consumers.
[bookmark: _Toc131424376][bookmark: _Toc132719429]Porter’s Five Forces
Porter's Five Forces model is a framework that helps organizations to understand the competitive forces that impact their industry and market. In the context of Tesco's customer relationship problems, we can apply Porter's Five Forces model to identify external factors that can help Tesco to resolve these issues.
[bookmark: _Toc131424377][bookmark: _Toc132719430]Competitive Rivalry
It has been claimed by Yawson and Yamoah, (2022) that Tesco operates in a highly competitive retail market, with numerous competitors vying for customers. To address customer relationship problems, Tesco can differentiate itself from its competitors by providing unique services, such as personalized shopping experiences, rewards programs, or high-quality customer service. 
[bookmark: _Toc131424378][bookmark: _Toc132719431]Threat of New Entrants
According to Tuten, (2022), the retail industry has low barriers to entry, which means that new players can enter the market easily. Therefore, to combat this, Tesco can leverage its strong brand reputation, an extensive network of suppliers, and economies of scale to reduce costs and increase efficiencies. This will enable the company to offer competitive prices and attract new customers.
[bookmark: _Toc131424379][bookmark: _Toc132719432]Threat of Substitutes
Tesco faces competition from substitutes such as online retailers, local markets, and discount stores (Jelassi et al., 2020). To address this threat, Tesco can focus on its product quality, brand recognition, and customer service. Additionally, Tesco can invest in technology and e-commerce capabilities to provide convenient and personalized shopping experiences to customers.
[bookmark: _Toc131424380][bookmark: _Toc132719433]Bargaining Power of Customers
Tesco's customers have significant bargaining power as they can easily switch to competitors if they are not satisfied with Tesco's products or services. To address this, Tesco can implement customer-centric policies such as hassle-free returns, price matching, or loyalty programs. In addition to this, it has been analysed by Almeida and Santos, (2022) that Tesco can gather customer feedback and use it to improve its offerings and address customer complaints.
[bookmark: _Toc131424381][bookmark: _Toc132719434]Bargaining Power of Suppliers
Tesco's suppliers have bargaining power as they provide critical inputs for the company's operations. To address this, Tesco can diversify its supplier base, negotiate better deals with suppliers, and build long-term relationships with them. 
[bookmark: _Toc132719435]Models Review
[bookmark: _Toc132719436]Tesco’s CRM Value Chain 
The CRM value chain is a framework that identifies the various stages of the customer relationship process and how they contribute to building strong customer relationships. Tesco, as a customer-centric organisation, has implemented the CRM value chain to enhance its customer relationships (Baiyewu, 2022). 
[bookmark: _Toc132719437]Strengths of Tesco's CRM Value Chain
One of the most significant strengths of Tesco's CRM value chain is that it is a customer-centric approach that puts the customer at the centre of the value chain. It has been suggested by Chatterjee et al., (2020) that by implementing a CRM value chain, Tesco can identify and prioritize the needs of its customers and tailor its marketing and sales efforts to meet those needs. 
[bookmark: _Toc132719438]Weaknesses of Tesco's CRM Value Chain
It has been analysed in the research of Monte, (2021) that one of the weaknesses of Tesco's CRM value chain is that it can be costly and time-consuming to implement. Collecting and analysing customer data requires significant resources and expertise, which may not be available to all organizations. Additionally, the CRM value chain may not be suitable for all organizations, as some may have a different business model or customer base.
On the other hand, it has been argued in the study of Malik and Hingley, (2021) that another weakness of Tesco's CRM value chain is its reliance on technology. While technology can improve the efficiency and effectiveness of the customer relationship process, it can also create barriers to communication and personalization (Monte, 2021).
[bookmark: _Toc132719439]Evidence of Successful Application in Tesco
Tesco's implementation of the CRM value chain has led to increased customer engagement and loyalty (Awadari and Kanwal, 2019). For example, Tesco's Clubcard loyalty program has over 19 million members in the UK alone, and the company uses the data collected to create personalized offers and promotions. This has led to increased customer satisfaction and loyalty, as customers feel valued and appreciated by the company.
[bookmark: _Toc132719440]IDIC Model
The IDIC model of CRM (Identity, Differentiate, Interact, Customize) is a widely recognised framework for implementing customer relationship management in organizations (Leone et al., 2022). This model focuses on building strong customer relationships by understanding their needs, preferences, and behaviours. This critical review will evaluate the relevance of the IDIC CRM model in the Tesco organisation, its strengths and weaknesses, and evidence of its successful application in Tesco.
[bookmark: _Toc132719441]Relevance of IDIC CRM Model in Tesco
The IDIC CRM model is highly relevant in the Tesco organization as it emphasizes the importance of understanding customer needs and preferences. Tesco is a customer-centric organization that strives to provide the best customer experience to its customers. Therefore, by implementing the IDIC model, Tesco can identify its customers' needs, differentiate them based on their preferences, interact with them to understand their behaviour, and customize its offerings to meet their needs (Lehn, 2020).
[bookmark: _Toc132719442]Strengths of IDIC CRM Model
It has been claimed in the study of Bird, (2021) that one of the strengths of the IDIC model is that it focuses on building strong customer relationships and understanding their needs and preferences. The IDIC model also emphasises the importance of continuous interaction with customers to understand their behaviour and preferences, which can help organizations make informed decisions about product offerings and marketing strategies (Paulssen et al., 2019).
[bookmark: _Toc132719443]Weaknesses of the IDIC CRM Model
One of the weaknesses of the IDIC model is that it can be time-consuming and costly to implement. Collecting customer data and analysing it to create a personalized customer experience can be a daunting task for organizations, especially if they have a large customer base (Domański and Łabenda, 2020). Additionally, the IDIC model may not be suitable for all organizations, as some may have limited resources or a different business model.
[bookmark: _Toc132719444]Evidence of Successful Application in Tesco
Tesco has successfully implemented the IDIC CRM model, which has led to increased customer loyalty and satisfaction (Teng and Khong, 2021). For example, Tesco's Club card loyalty program allows the company to collect customer data and analyse it to create personalized offers and promotions. It has been evaluated by Bird, (2021) that this has resulted in increased customer engagement and loyalty, as customers feel valued and appreciated by the company. Additionally, Tesco's customer service strategy focuses on continuous interaction with customers to understand their needs and preferences, which has led to improved customer satisfaction ratings.
[bookmark: _Toc132719445]Task 2
[bookmark: _Toc132719446]Application and Justification of Using CRM Value Chain Model
The CRM value chain model is relevant to Tesco's CRM problem because it provides a framework for managing the customer relationship process from the initial marketing touchpoints to post-purchase activities. According to Saghih and Bidokhti, (2023), the model is a series of interconnected stages that provide a holistic view of the customer relationship process and allows Tesco to identify areas for improvement and optimize its operations to build strong customer relationships.
However, it has been argued by Monte, (2021) that one of the strengths of the CRM value chain model is that it is customer-centric. The model puts the customer at the centre of the value chain and ensures that all activities are aligned with customer needs and preferences. This customer-centric approach is essential for Tesco because it is a customer-centric organization, and customer satisfaction is crucial to its success. Therefore, by using the CRM value chain model, Tesco can ensure that its operations are aligned with customer needs and preferences, creating a more personalized and satisfying customer experience (Kumar, 2021).
In addition to this, another strength of the CRM value chain model is that it emphasizes the importance of data analysis (Awadari and Kanwal, 2019). Tesco collects customer data through its Clubcard loyalty program and other sources, which it uses to create personalized offers and promotions. By analysing this data, Tesco can identify trends and patterns in customer behaviour, enabling it to make informed decisions about product offerings and marketing strategies. The CRM value chain model provides a framework for analysing this data and using it to improve the customer relationship process.
It has been highlighted in the study of Chakravorti, (2023) that the CRM value chain model also provides a framework for optimizing the customer relationship process. The model consists of a series of interconnected stages, including marketing, sales, and post-purchase activities. By optimizing each stage of the value chain, Tesco can improve the overall customer experience and build stronger customer relationships. For example, Tesco can use the model to identify areas where customer service can be improved, such as reducing checkout times or improving the quality of customer support (Kumar, 2021).
Therefore, it is evident that the CRM value chain model is a relevant and effective approach for Tesco to address its CRM problem. By using the model, Tesco can ensure that its operations are aligned with customer needs and preferences, create personalized and satisfying customer experiences, and optimize the customer relationship process (Chkanikova and Sroufe, 2021). The model's strengths include being customer-centric, data-driven, and providing a holistic view of the customer relationship process, while its weaknesses include the cost and complexity of implementation and the potential for over-reliance on technology. 
[bookmark: _Toc132719447]Implementation of CRM Value Chain Model
The CRM value chain model is an effective framework for maintaining strong customer relationships, 24/7/364, at Tesco. The model consists of five key steps: marketing, sales, customer service, analysis, and collaboration (Bird, 2021). Therefore, by implementing the model, Tesco can ensure that all aspects of the customer relationship process are optimized and aligned with customer needs and preferences, resulting in increased customer satisfaction and loyalty. However, there are also potential challenges that Tesco must address to successfully implement the model.
[bookmark: _Toc132719448]Marketing 
It has been anticipated in the study of Al-Suraihi et al., (2020) that the first step of the CRM value chain model is marketing. Tesco can use customer data to create targeted marketing campaigns that are personalized to each customer's preferences. For example, if a customer regularly purchases organic products, Tesco can send them personalized offers for organic products. This can be done through targeted advertising, influencer marketing, and social media campaigns. Tesco has already implemented several successful social media campaigns, such as the #FoodLoveStories campaign, which encourages customers to share their recipes and cooking tips (Al-Suraihi et al., 2020).
[bookmark: _Toc132719449]Sales
The second step of the CRM value chain model is sales. Tesco can optimize the sales process by providing a seamless, hassle-free shopping experience for customers (Awadari et al., 2019). For example, Tesco can use technology such as self-checkout kiosks and mobile payment options to reduce wait times and improve the overall shopping experience. Furthermore, Tesco can offer personalized product recommendations based on customer data and previous purchase history (Keiningham et al., 2020). This can be done through the use of AI-powered recommendation engines that analyse customer data in real-time to provide relevant product suggestions.
[bookmark: _Toc132719450]Customer Service
The third step of the CRM value chain model is customer service. It has been claimed in the study of Keiningham et al., (2020) that Tesco can provide exceptional customer service by leveraging customer data to personalize the customer experience. For example, Tesco can provide personalized customer support through chatbots that are programmed to answer frequently asked questions and resolve customer issues. Additionally, Tesco can offer personalized promotions and incentives to customers based on their individual needs and preferences. This can be done through the use of customer data and loyalty programs, such as Tesco's Clubcard program (Alam and Raut-Roy, 2019).
[bookmark: _Toc132719451]Analysis 
The fourth step of the CRM value chain model is analysis. Tesco can analyse customer data to identify trends and patterns in customer behaviour, which can be used to optimize the customer relationship process (Leone et al., 2022). For example, Tesco can use data analytics to identify which products are selling well and which are not, allowing it to adjust its product offerings and marketing strategies accordingly. Božič et al., (2020) have discussed in their study that Tesco can use customer feedback to identify areas for improvement and make changes to its operations as needed.
[bookmark: _Toc132719452]Collaboration
The fifth and final step of the CRM value chain model is collaboration. Tesco can collaborate with customers to co-create value and build stronger relationships. For example, Tesco can involve customers in the product development process by soliciting feedback and suggestions for new products (Diers-Lawson et al., 2020). Additionally, Tesco can partner with customers on social media campaigns and other marketing efforts, creating a sense of community and engagement. Contrary to this, Chatterjee et al., (2020) have argued in their study that whilst the CRM value chain model provides a useful framework for maintaining strong customer relationships at Tesco, there are also potential challenges that must be addressed. One challenge is the cost and complexity of implementing the model. Key Marketing Theories
[bookmark: _Toc132719453]Tesco’s 7P’s Marketing Mix 
The 7P's marketing mix theory is a comprehensive marketing approach that helps businesses in identifying key areas that can be improved to meet customer needs and expectations. Tesco, one of the largest retail chains in the world, has adopted this approach to enhance its marketing strategy and maintain its customer relationship (Hashim et al., 2021). With the help of AI efficiencies, Tesco has improved its quality systems and customer relationship by focusing on the following P's.
[image: The 7 Ps of Marketing]
Figure 3 Marketing Mix
[bookmark: _Toc132719454]Products
According to Chakravorti, (2023), Tesco has a wide range of products that cater to different customer needs. With the help of AI, Tesco has improved its product recommendations by analysing customer purchase history and behaviour. This has helped Tesco in identifying customer preferences and creating personalized product recommendations that improve customer satisfaction.
[bookmark: _Toc132719455]Price
AI has helped Tesco in dynamic pricing by analysing customer behaviour and competitor prices (Ďurček et al., 2022). This has enabled Tesco to offer competitive prices while maintaining its profitability. Dynamic pricing also helps in improving customer loyalty by providing them with better deals and offers.
[bookmark: _Toc132719456]Place
Tesco has an extensive network of stores that are strategically located to cater to the needs of customers (Baiyewu, 2022). Moreover, with the help of AI, Tesco has improved its store location strategy by analysing customer demographics and behaviour. This has helped Tesco in identifying key locations for opening new stores and improving its distribution channels.
[bookmark: _Toc132719457]Promotion
Another researcher Kumar, (2021) has examined in his research that AI has helped Tesco in creating targeted marketing campaigns by analysing customer data and behaviour. This has enabled Tesco to create personalized promotional offers and improve customer engagement. Tesco has also adopted social media marketing, which helps in reaching out to a wider audience and improving its brand image.
[bookmark: _Toc132719458]People
Tesco has a large workforce that plays a crucial role in maintaining customer satisfaction. With the help of AI, Tesco has improved its employee training and development programs. AI-powered chatbots have also been introduced to assist customers in resolving their queries, which has helped in improving customer service (Diers-Lawson et al., 2020).
[bookmark: _Toc132719459]Process
Tesco has streamlined its processes by adopting AI-powered automation. This has helped Tesco in improving its supply chain management, inventory management, and customer service (Bilińska-Reformat et al., 2019). Tesco has also introduced self-checkout machines, which help in reducing wait times and improving customer experience.
[bookmark: _Toc132719460]Physical evidence
Tesco has improved its physical evidence by enhancing its store layout, signage, and packaging (Teng and Khong, 2021). Furthermore, with the help of AI, Tesco has also introduced augmented reality, which helps in enhancing the customer shopping experience.
[bookmark: _Toc132719461]Ansoff Matrix of Tesco
The Ansoff Matrix is a marketing theory that can help organizations like Tesco improve their quality systems and customer relationship by leveraging AI efficiencies. The matrix consists of four strategies that include, market penetration, market development, product development, and diversification. Each strategy involves different levels of risk and requires different levels of investment (Hashim et al., 2021).
[image: Ansoff Matrix - Strategic Growth with the Ansoff Matrix]
Figure 4 Ansoff Matrix
[bookmark: _Toc132719462]Marketing Penetration
Market penetration is a low-risk, low-investment strategy that involves selling more of the existing products to existing customers. By leveraging AI-powered customer segmentation and targeting, Tesco can identify customer preferences and behaviours and deliver targeted marketing messages to its existing customers (Domański and Łabenda, 2020). This can help Tesco to increase its market share and customer loyalty.
[bookmark: _Toc132719463]Market Development
Market development must be a moderate-risk, moderate-investment strategy that involves selling existing products to new markets. Thus, by leveraging AI-powered market research and analysis, Tesco can identify new customer segments and tailor its products and services to meet their needs. This can help Tesco to expand its customer base and increase its revenue streams.
[bookmark: _Toc132719464]Product Development 
Product development is a high-risk, high-investment strategy that involves developing new products for existing customers. Therefore, by leveraging AI-powered product development and testing tools, Tesco can develop and launch new products that meet the evolving needs of its customers. This can help Tesco to differentiate itself from its competitors and increase customer loyalty (Chakravorti, 2023).
[bookmark: _Toc132719465]Diversification
Diversification is the highest-risk, highest-investment strategy that involves developing new products for new markets. By leveraging AI-powered market research and analysis, Tesco can identify new market opportunities and develop new products that meet the needs of these markets (Teng and Khong, 2021). This can help Tesco to diversify its revenue streams and reduce its dependence on existing products and markets.
Therefore, by applying the Ansoff Matrix to its marketing strategy, Tesco can improve its quality systems and customer relationship by offering new products and services to its customers. By leveraging AI efficiencies, Tesco can conduct market research and analysis more efficiently and cost-effectively than with traditional methods. Moreover, Saghih and Bidokhti, (2023) have claimed that this can help Tesco to identify new market opportunities and develop new products that meet the evolving needs of its customers. However, 
[bookmark: _Toc132719466]Communication Mix
The communication mix, also known as the promotion mix, is an important aspect of marketing that can help organizations like Tesco improve their quality systems and customer relationship. With the advent of AI efficiencies, Tesco can leverage different communication channels to deliver targeted and personalized messages to its customers. It has been analysed in the research of Bird, (2021) the communication mix consists of five elements that are advertising, sales promotion, public relations, personal selling, and direct marketing. 
[image: Marketing Communication Mix - Research Methodology]
Figure 5 Communication Mix
[bookmark: _Toc132719467]Advertising
Tesco can use advertising to promote its products and services through different channels such as TV, radio, and social media platforms. By leveraging AI technologies, Tesco can personalize its advertising messages based on customer preferences and behaviour (Awadari and Kanwal, 2019).
[bookmark: _Toc132719468]Sales Promotion
Leone et al., (2022) have identified in their research that, sales promotion techniques such as discounts, coupons, and loyalty programs can be used by Tesco to encourage customer loyalty and repeat business. By using AI-powered loyalty programs, Tesco can track customer behaviour and reward them for their loyalty. This can help Tesco to retain its existing customers and attract new ones.
[bookmark: _Toc132719469]Public Relations
Public relations can also be a powerful tool for Tesco to build and maintain its brand reputation. In addition to this, it has also been claimed by Malik and Hingley, (2021) that by leveraging AI-powered sentiment analysis tools, Tesco can monitor online conversations about its brand and products and respond to customer feedback in a timely and effective manner. 
[bookmark: _Toc132719470]Personal Selling
Personal selling is another element of the communication mix that can help Tesco improve its customer relationship (Chakravorti, 2023). By leveraging AI-powered chatbots, Tesco can provide instant customer support and assistance to its customers 24/7. This can help Tesco to provide a seamless and personalized customer experience, which can lead to increased customer satisfaction and loyalty.
[bookmark: _Toc132719471]Direct Marketing 
Direct marketing techniques such as email marketing and SMS marketing can be used by Tesco to deliver targeted and personalized messages to its customers. By using AI-powered marketing automation tools, Tesco can send personalized messages to its customers based on their preferences and behaviour. This can help Tesco to improve its customer engagement and retention rates (Diers-Lawson et al., 2020).
[bookmark: _Toc132719472]Conclusion 
It is concluded from the analysis of this report that the PESTLE analysis has identified various external factors that impact Tesco's CRM practices, including AI, economic, social, technological, legal, and environmental factors. Tesco must adapt to changes in technology and data protection regulations while ensuring that the customer experience remains human-centric. By doing so, Tesco can improve its CRM practices, increase customer satisfaction, and retain customer loyalty. In addition to this, Tesco's use of technology in its CRM value chain has enabled it to streamline its operations and improve efficiency. For example, Tesco's use of self-checkout machines has reduced checkout times, enabling customers to complete their shopping faster and with greater convenience. Moreover, it has also been analysed that the IDIC CRM model is highly relevant in the Tesco organisation, as it emphasizes the importance of understanding customer needs and preferences. The strengths of the IDIC model include building strong customer relationships and continuous interaction with customers, while its weaknesses include the time and resources required for implementation. Furthermore, AI efficiencies have helped Tesco in improving its marketing mix and maintain its customer relationship. Therefore, by adopting the 7P's marketing mix theory, Tesco has been able to identify key areas for improvement and implement AI-powered solutions to address the CRM problem. Furthermore, it has also been analysed that by leveraging AI efficiencies, Tesco can use different elements of the communication mix to improve its quality systems and customer relationship. Thus, by delivering targeted and personalized messages to its customers through different channels.

[bookmark: _Toc132719473]Recommendation 
As a large retail organisation, Tesco must be well aware of the importance of quality systems and customer relationship management.
•	To further improve these aspects of their business, there are several recommendations that they should consider implementing. Therefore, Tesco should prioritize investing in technologies that can improve the efficiency of its quality systems. This could include implementing an automated quality control system that can quickly and accurately detect any issues with products, or investing in digital tools that allow customers to easily report any quality concerns they may have. By implementing these technologies, Tesco can reduce the risk of quality issues going undetected and improve their response times when issues are reported.
•	In addition to this, Tesco should prioritize customer relationship management by placing a greater focus on personalization and customer feedback. One way to achieve this could be through the use of customer data to create tailored promotions and offers for individual customers. 
•	Additionally, Tesco should encourage customers to provide feedback on their shopping experience through surveys or online reviews and use this feedback to make improvements where necessary. 
•	Moreover,   Tesco should ensure that all employees are trained on quality control processes and customer service best practices. This will help to ensure that quality issues are detected and addressed promptly and that customers are consistently provided with a high level of service.
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SWOT ANALYSIS



 Strength
-  Established brand name and reputation in the market.
-  Wide range of products and services (Božič et al., 2020).
-  Strong financial position and resources.




Opportunities
-  Expansion into new markets and product lines (Lehn, 2020).
-  Adoption of new technologies to enhance customer  experience.
-  Development of new strategies to improve customer relationship management.


Weaknesses
-  Inadequate training for employees in customer relationship management.
-  Lack of personalization in customer interactions.
-  Limited feedback mechanisms for customers to share their experiences.


Threats
-  Intense competition from other retailers.
-  Economic downturns and changing consumer behaviour (Keiningham et al., 2020).
-  Increasing customer expectations for personalized experiences.
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