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Executive Summary
Customer Experience and customer relationship management is the lifeblood of any business. Companies nowadays are focusing more on the CX and CE rather than business performance and operational optimisation. Companies like Tesco follow a cost leadership strategy in its core business model. The company is substituting its on-store customer experience with enhanced online services and fast delivery services. The report will briefly discuss the background of the company along with its responsive marketing strategies in this post pandemic situation. The report will conceptualise these theories and apply them in relevant business situations along with discussing the internal and external influencing factors. The report will also demonstrate the application of these theories and models and will describe the benefits and challenges of customer relationship management to elaborately discuss the topic.
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[bookmark: _Toc78828209]1. Introduction
Customer experience is the lifeblood of any business function. Customer relation and engagement of a business increases its opportunities to insinuate business essentiality in everyday life. Currently, the post-pandemic situation is creating difficult situations for any business to run fluently. The criteria of customers in the post-pandemic situation is changing significantly according to the digital market and business functions. Companies are developing relevant strategic frameworks to deal with the situation and exhibiting effective marketing strategies to penetrate the current customer requirements. Customer relationships in a situation like this have been the most important key to business success. The modern business objectives are focusing on customer relationship management and better customer experience to boost up customer engagement for the brand. The online delivery facilities, payment facilities and the quality of other corresponding services are being taken care of to cope up with the new normal of business and marketing.
The report will be constructed on Tesco and its changing marketing strategies in the post-pandemic UK. The report will discuss some internal and external factors among a plethora of factors affecting or influencing Tesco business process. The report will describe and try to conceptualise the changing business objectives and system with key marketing theories and customer relationship management theories. The report will also provide evidence-based information regarding the ongoing marketing of Tesco to enhance its Customer Experience.
[bookmark: _30j0zll][bookmark: _Toc78828210]2. Background of the Company
Tesco is the biggest grocery retailing chain in the UK market. Tesco was founded by Jack Cohen in 1919 in the east end of London with a cluster of stalls. The business started as a wholesaler retailer. The company is currently headquartered in Welwyn Garden City, Hertfordshire, England, UK. Tesco is operating its current business with 2,737 shops, among them around 2,344 shops are in London. Currently, the company obtains a 24.89% market share in the UK grocery market. Tesco follows the cost leadership strategy to run its business function. The company has created a turnover of £52.23 billion in 2020 (Tesco PLC, 2021)‌. Among it, around £551.87 million profit turnover was from the sudden and significant hike of online sales in the post-pandemic situation after September 2020. However, the entire growth expectancy in sales has been fluctuated by the criticality of the CoVID situation. Currently, the company is focusing on its customer experience and service profile to compensate for the offline/store experience of the business (Tesco PLC, 2021)‌.
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Figure 1: Post-pandemic Market Operation of Tesco
(Source: standard.co.uk, 2021)
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[bookmark: _Toc78828211]3. Brief Overview of the Relevant marketing Theories
According to Al-Suraihi et al. (2020, p. 34), the modern norm of personalised marketing and its effectiveness has been more important than ever for the occurrence of the current CoVID 19 situation. Tesco is implicating several marketing tactics and models to communicate with the existing and new customers in this post-pandemic situation. The report will describe the internal and external environment of Tesco's business by SWOT and PESTLE Analysis. The report will insinuate the 7Ps of marketing and Porter 5 forces to demonstrate what forces are affecting or influencing the business and Tesco's strategic response to the situation. The report will insinuate Maslow's Hierarchy needs of customers and expectancy disconfirmation theory to indulge the modern marketing mechanics of Tesco to mitigate the criticality of the hindered business functions (BBC News, 2020)‌. The report will also describe IDIC CRM Model, Buttle's CRM Value Chain Model, Payne and Frow's Five-step Process model to conceptualise the dimension and dynamics of changing marketing norms in the business sector and for companies like Tesco (Chigwende, 2021, p. 763).
Expectancy disconfirmation theory: According to Richard L. Oliver Satisfaction of the customers is measured using this expectation confirmation theory, which is a common paradigm in marketing management. An item's and service's performance by comparing to or assessed against the expectations of consumers. Efficiency has become a facilitator between satisfaction and productivity (Business2community.com, 2021). Tesco can use this theory for fulfilling their customer’s needs and requirements and the same it will also fulfill their customer’s expectation. During the pandemic situation all of the customers became very health conscious and preferred the way to purchase something by using an online platform. Though Tesco has an online platform, Tesco can develop their online services by making the entire procedure very efficient and as quick as possible, as a result customers will not need to wait for a long time to get their products. As a result it will satisfy their customers very well.
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Figure: Expectancy disconfirmation theory
(Source: Business2community.com, 2021)
Maslow’s Hierarchy needs of customers: Customer satisfaction is the most crucial part for a successful business, customer satisfaction is totally dependent on the customers’ needs and requirements. According to (Boombirds.com,  2020), through the use of Maslow's hierarchy needs of customers Tesco can satisfy their customers based on their prioritise requirements. Customers are more likely to prioritise the demands at the lower level. Once such lower-level wants are fulfilled, they turn their attention to another higher-level need. Tesco can use this theory to satisfy their customers during pandemic situations by fulfilling the demands which they are prioritised. 
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Figure: Maslow’s Hierarchy needs Theory
(Source: Boombirds.com,  2020) 
IDIC CRM Model: According to Peppers  and Rogers in 1995, introduced this  theory. The model aids in determining consumer expectations and their worth to the company. This theory helps to determine the customers expectations. According to ‌Fillmore, (2021), customer relationships require a company to first understand its customers' requirements, wants, as well as choices. This aids in the curation of new customer-centric goods and initiatives. While Tesco is trying to satisfy consumer expectations, it is really critical to divide their client base into two categories: value and necessity. This distinction aids in the development of initiatives that fulfil both corporate and consumer expectations, resulting in good customer relationships.
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Figure: IDIC CRM Model
(Source: Fillmore, 2021)
Buttle’s CRM Value Chain Model: This is a framework that companies may use to build CRM strategy. According to Buttle, the fundamental goal of this approach is to make sure that the firm develops long-term positive relationships including its important strategic clients. As a result, some clients are just too costly to obtain and maintain. Tesco can use this framework for creating and maintaining better customer relationships or a positive relationship during this covid 19 pandemic situation by fulfilling their basic and ultimate necessities of their customers.
Payne and Frow’s Five-step Process model: Payne's Five Processes Model assists in developing Client Relationship Management, which prioritises customer satisfaction and engagement. It covers procedures for establishing and maintaining consumer connections. In 2005, Payne and Frow established this theory.  According to ‌Project Guru. (2019), Tesco can use this model by immersing themselves in the process of discovering consumer preferences and traits in order to produce effective goods as well as services.
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Figure: Payne and Frow’s Five-step Process model
(Source:‌ Project Guru. 2019)
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[bookmark: _Toc78828212]4. Analysis of the Internal and External Factors by Applying Marketing and Customer Relationship Management Theories
PESTLE Analysis:
There are many macro environmental factors that can have a direct influence on the organisational activities as well as on the customer relationship of the company respectively. However, Tesco has faced many drawbacks that can hinder the potentiality of the company in the competitive environment respectively. Here, these macro environmental factors are discussed from the perspective of Tesco.


	Factors 
	Description
	Impact

	Political
	· Globalised environment: Tesco has been able to operate in six different countries easily and that has provided some respective obstacles during pandemic situations (Pestle analysis. 2020).
· Employability: Tesco is famous for providing efficient work opportunities to the citizens of the nation but the system got hindered and customer service got diminished.
	High

	Economic
	· Change in tax: The economy of the country is changing along with the change in policies. It increases the tax rate of the country effectively (Pestle analysis. 2020).
· Reduction in disposable income: The pandemic situation has built up the boundaries within disposable income distinctively.
	Moderate

	Social
	· Change in the taste: The customers’ taste is changing continuously and it is the responsibility of the company to cope up with the change within the customers distinctively. Nowadays, many women are engaged with several jobs so the demand for homemade food is increasing rapidly.
· Advanced marketing process: The process of reaching out to the organisations from the part of the customers has become easier with the help of some enhanced marketing processes of the company. It can widen the reach out of the company in the competitive market.    
	

	Technological
	· Implementation of new processes: Tesco has been forced to impose some new technologies to enhance its reach as well as not to stop their working processes in the pandemic situation. The consumers spend most of the time over social media platforms to look for their requirements efficiently so implementation of new processes can fulfil the requirements of the customers.
· Online Shopping method: The pandemic situation has bounded people within their house so online shopping is the only medium by which the customers can get their required products easily and hassle freely (Pestle analysis. 2020). On the other hand, the online shopping method is able to mitigate the process timing remarkably.
	Low

	Legal
	· Health and Safety Act: The essential factor that the company Tesco needs to obey is the safety of the employees as well as the customers. Implementation of the Health and safety act can enhance the safety procedure of the company regarding the production and service to the customers if it has failed they cannot satisfy the customers.
· Discrimination Act: This act is made to provide similar service to every customer effectively as well as to make the employees facilitate their potentials efficiently. It can enhance the workplace environment that will make the employees to build up an efficient relationship with the customers distinctively.
	High

	Environmental
	· Reduction of Carbon footprint: The company Tesco uses many products which are made of Carbon compounds so the company has taken the authority to diminish the Carbon footprint and enhance their social responsibilities within society (Pestle analysis. 2020). It can attract more customers within the company respectively.
· Enhancing social conscience among the customers: The social conscience among the customers can be enhanced efficiently by providing awareness about the environmental factors. It can enhance the knowledge of the customers regarding the environment of the nation respectively.
	Moderate


Table 1: PESTLE analysis of Tesco
(Source: Created by author)


SWOT Analysis
It is important for the company to understand their strengths and weaknesses as it will help them to increase the potentiality of the company to obtain the opportunities and mitigate the threat of the pandemic situation remarkably. Here, these factors are portrayed within the table distinctively.
	Strengths
· Increment of market share: The company Tesco has occupied almost 13% of the UK market so it is able to enhance its popularity among the customers effectively.
· No sign of abating: The UK has invested their concern in making the company an international one and they have opened 59 stores (Swot Analysis Template. 2020). The segmentation for international business is strong in its nature.
· Tesco online and brand value: The company has been able to transform their services in the online platforms and the value of the brand can be enhanced among the customers effectively.
	Weaknesses
· Serial Acquisitions: Tesco has very much firepower and the enterprise value is ￡23 billion so for becoming serial acquirer they need to diminish the quality as well as the earning visibility.
· Problem in online management: Tesco has imposed online mediums for enhancing their services in the pandemic situation efficiently. Alternatively, it can be said that the company is not able to establish an efficient management process to manage the activities properly.
· Maintaining efficient relationship between the company and the customers: The pandemic situation has created several communication gaps that can affect the relationship between the company and the customers (Swot Analysis Template. 2020).

	Opportunities
· Non-food retailing sector: The company has promoted diversification so they have also imposed non food sectors distinctively (Swot Analysis Template. 2020).
· Health and beauty sector: Health and beauty is an increased range of industry and famous among the customers as well as for Tesco in recent times.
· International growth: The company can impose detailed research so their international growth rate can be enhanced effectively.
	Threats
· Price war: There are many organisations in the industry so sometimes the price war can acquire losses within the company.
· Fall in overseas return: The competitor activities can influence the return from the group of people within the company (Swot Analysis Template. 2020).
· Cultural gap: Tesco is an international company so they have faced many barriers in the cultural gap that mitigate the growth rate.


Table 2: SWOT Analysis
(Source: Created by author)
7P’s of marketing:
Product: Tesco has over 4,000 products and many variations among their products respectively. Thus, the company cannot possess similar concern for every type of product distinctively.
Place: The stores of Tesco are spread in far and wider context so it is not possible for Tesco to maintain an efficient pace with several stores effectively (Marketing91. 2020).
Price: The company Tesco has diminished the prices of the products for staying competitive in the organisational world but it can mitigate the competitive advantages of the company in the competitive business world.
Promotion: Promotion is the activity that can enhance the popularity of the company Tesco and the main objective of the company is to mention the recent aims and steps respectively.
People: The company Tesco needs to evaluate their particular responsibilities to make the employees satisfied regarding their activities towards the customers effectively.
Process: The process of the company defines the deeds that the company does to fulfil the requirements of the customers particularly and it can enhance the success rate of the organisation distinctively (Marketing91. 2020).
Physical evidence: The entrepreneur of Tesco has reported that the company will not invest in the furnishing equipment rather they will possess more concern in the safety and hygienic measures distinctively.
Here, it should be mentioned that the pandemic situation has created several obstacles for every type of organisation. The traditional method of the work has been changed distinctively so the company needs to impose some newest procedures that can enhance the growth rate even in the pandemic situation respectively. After analysing the internal and external and different factors of the marketing and customer relationship effectively it is seen that there are some deficit areas that the company needs to fix. It will increase the profitability of the company as it can build up a suitable relationship with their customers. The effective relationship of the company Tesco with the customers can increase the success rate and growth level of the organisation significantly. There are some marketing and customer relationship theories that are explained rapidly. In contrast to this, Tesco needs to implement some of the theories to understand the demand of the customers so that the company can maintain an efficient relationship with the customers.
Expectancy marketing theory: The satisfaction level of the customers can enhance the success of the company and can generate an effective relationship with the customers distinctively. This theory claims that the company has to analyse the satisfactory factors of the customers to create effective relationships with the customer's particularly. However, Tesco needs to reach the ordered products of the customers as soon as possible effectively. It can increase the engagement of the customers towards the organisation distinctively.
IDIC CRM Model: This customer relationship theory interlinks the communication, differentiation, and employees satisfaction effectively. The communication method of the company can increase the knowledge of the companies regarding the requirements of the customers effectively. However, Tesco needs to communicate with the customers to understand the deficit areas of the company from the perspective of the customers of Tesco.
[bookmark: _2et92p0][bookmark: _Toc78828213]5. Identifying the Systems that are Effective to Meet Good Customer Relationship in Covid 19 Situation
[bookmark: _tyjcwt][bookmark: _Toc78828214]5.1 Tesco’s Customer Service Enhancements in Covid 19 Situation
The pretax profit of Tesco online delivery has increased up to 28.7% (£551.33 million) compared to the profit in 2019. The company has realised the post-pandemic business functions and required customer services. According to Mr Ken Murphy, the Chief Executive Officer of Tesco, the company has faced an unimaginable business crisis in the first half of 2020. The sales grew down up to 17.2% and the company started struggling to provide its maintenance cost in all its stores. According to Zhang et al. (2021), the customer experience model has become one of the most effective tools in the post-pandemic situation as almost every company is obtaining these tools to enhance their service quality and customer engagement.
4Ps Strategy of Tesco
Product Strategy
The product evaluation in the post-pandemic situation is being interpreted with the balance of short-term and long-term needs of customers. The supply and demand acquisition is being handled by critically analysing which products are essential for customers and which products have fewer chances of long-term purchase rate (Marketing and Communication, 2020)‌. The food hygiene value and oral hygiene products have high sales figures and corresponding high production rates. The company is carefully tackling its inventory management and product design to fulfil the purpose of the current situation.
Pricing Strategy
Tesco is a cost leadership company from its first day. The company follows a highly competitive pricing strategy to dominate the market. The company tries to incorporate an expanded supply chain to minimise the pricing. Since the CoVID 19 situation is requiring additional quality and extra precautions for product quality and purchase, the company is implicating pandemic measures in its delivery services to provide the conveniences (Sarkar, 2021)‌. Moreover, the removal of ancillary fees has helped the company to channel the profit among online and delivery associates.
Place and Distribution Strategy
The place and distribution strategy of the company is gradually and respectively changing with the changing market dynamics. The company is cohesively analysing the customer demand in different areas of the UK and Ireland. The company has associated with Manna Drones in Ireland for faster and contactless home delivery. The company is critically handling its inventory management to optimise its distribution mechanics to minimise any kind of loss for miscalculated distribution, shifting or transportation charges (Jefferson, 2021).
Promotional Strategy
The B2B marketing and business function is being widely used by Tesco corporation to manage its expanded business profile in the United Kingdom. The company is promoting its CSR strategies, modified products, sanitization products, disinfectors, quality food products and essential daily commodities to attract the attention of customers (Nott, 2021)‌. According to the ICS report ICS, the current market demographic in the UK is adapting to pandemic measures (Gashi and Ahmeti, 2021). The customers are more inclined to buy essential grocery products and stationery products rather than going for experimental products. Tesco's marketing strategies are being shaped accordingly to deploy services with the current customer requirements.
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Figure : 4Ps of Marketing Mix
(Source: Lubis et al., 2020)
With the proper application of these four dimensions of marketing and customer service, the company is fostering its brand recognition and position in the contemporary UK market. Tesco is improving and changing its business strategy and marketing tactics to enhance its customer experience which is potentially fostering its customer relationship management (CRM).
Tesco’s One Hour Delivery Service
According to the IDIC CRM model, the company has realised the effectiveness of fast delivery in such a market situation. The offline purchases are facilitated with interactive shopping and in-store display of grocery products (Gilliland, 2020)‌. Since the government policies in the post-pandemic situation are instructing citizens to follow necessary social distancing, the company is trying to substitute the in-store purchase with fast delivery of grocery products. According to Claire Lewis, group innovation director in Tesco, the implementation of drone delivery service in the departmental stores will be a challenge for the Tesco team, but the application of such service can solve a plethora of problems regarding the business dynamics in upcoming market situations (Kollewe, 2020)‌.
Doubling up the Commitment and Value Proposition of Tesco
The current market competition is challenging the internal business operation and production management of the company. Companies like Waitrose, Morrisons, Aldi, ASDA, Sainsbury's are rigorously developing product innovation, innovating market strategies and services which is building a very competitive market situation. Tesco is taking this competition with feedback related content and social media marketing. The company is following the CRM value chain model to respond more effectively to the situation. Product stories, delivery mapping, and transparency of other business functions is creating strong customer reliability. The company is availing frequent offers on sanitisation products and healthy food products to support the pandemic situation and health of the customers.
Online Shift of Business Functions
The entire business model of Tesco is temporarily shifting to online business services. Since the offline stores are not as active as regular times, the company is focusing on online customer services, customer engagement, customer relationship building, frequent notification of offers and discounts. The company is providing low-cost hygiene products. The entire IT team, business analysis and logistics team are working on the AI chatbots to stay continuously active with customers (Bourke, 2021)‌. These tactics are rewarding the company with enhanced brand awareness and customer experience.
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Figure : Tesco CSR Statement in 2020
(Source: Tesco PLC, 2021)
Improving Supply Chain
The company is constantly trying to improve its production management and inventory estimation. The company is using business intelligence tools (BI) to assess customer demand in different regions of the UK. Tesco is diversifying its market and products according to the changed business process. The company is changing the packaging of its products to minimise any dent in the grocery products during delivery. The poultry and fishery products are being delivered in the refrigerated store holding vehicles. The company has almost 34.98% online market share and online sales are estimated to rise around 77% (£6.29 billion in 2021). The company is in partnership with local delivery associates in Leeds and Wales to avail a better and faster delivery service outside London.
E-commerce Management
The e-commerce sales, operations and marketing management is directed with the consideration of Maslow's Hierarchy of needs of customers. The company is providing affordable pricing for grocery, poultry and fishery products along with enhanced customer service. The online feedback and customers service forum if Tesco is highly active and responsive to the comments of customers. According to Lubis et al. (2020, p. 87), the customer personal analysis and personalised marketing tactics of the company are improving the impactfulness of Tesco's business functions. 
CSR Strategy and Sustainable Business Performance
Moreover, the company is supporting the medical community in this critical situation. The company has donated £2.46 million to the NHS for handling the post-pandemic situation. The company has changed its CSR policies and sustainable programs according to the changed policies and instructions of UNESCO, ICRS and the government of the UK. Tesco is maximising its one-time load of import and export to minimise the transportation traffic and increasing storage facilities to substitute the sustainable supply-demand chain of the company (Warc.com, 2020)‌. The company is also supporting the farmers and many local businesses to sell their products in their stores. This is improving the business performance, customer experience and customer reliability. 
[bookmark: _3dy6vkm][bookmark: _Toc78828215]5.2 Benefits and Challenges in Development and Maintenance of Good Customer Relationship of Tesco
 The retail business directly deals with walk-in customers as they are the actual purchasers or consumers of all kinds of products. Customer Relationship Management (CRM) is very crucial to the relations of an organisation with its customers.
Benefits
1. Better knowledge of customers- All information of the customers of Tesco can be stored in one place. This makes CRM a powerful communication device. Not only deal with email ID, full name, postal address, phone number, social media and website, if any, also personal relations in professional fields, other contacts, database, speaking language, birthday etc. are taken into account. 
2. Better segmentation- Tesco like many other companies avoid business with a crowd that has no particular face and prefer to deal with a definite audience indeed. Segmentation is a powerful tool that deals with target audiences. CRM is the best way to do segmentation. The CRM system run by Tesco helps to assume which customer is interested and who is cold. 
3. Better retention of customers- Research is a very effective method used by Tesco to target potential and new customers (Clearb2b.com, 2021)‌. CRM is used to keep existing customers satisfied. CRM is used to deal with customers who feel neglected because of not being contacted for a long time. It's always easier to retain an old customer than to find a new one.
4. Better protection of data privacy- Tesco has adopted and follows the guideline of the General Data Protection Regulation (GDPR). According to EU regulations, it is necessary to have CRM software with an inbuilt GDPR-related system for requirements related to data privacy (Study Research Papers, 2020)‌. Legal consequences in case of violation of privacy laws can be avoided by GDPR. The CRM helps to acknowledge the person's permission for storage and use of their details, sending automatic notifications to inform before storing data. 
Challenges
5. The time and productivity cost to implement CRM- Takes time for Tesco employees to be accustomed to the CRM system without making mistakes. During the transition, the management system must perform adequate sales and support. This procedure is supposed to be expensive and cause distraction. 
6. Security concerns (centralised data)- Risks are obvious with keeping large amounts of data in one place and system. Following guidelines made by GDPR for example, there is a huge penalty faced by companies and businesses on security breaches. For CRM's it's important to ensure that client's personal information is protected. 
7. CRM, Requirements of Sales organisation driven by the process - In a CRM system, the highest return on investment for the maximum outcome is the use of a successful data store (Kiely Kuligowski, 2021). This data can be mined for insights assuming the data is consistently updated. 
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[bookmark: _Toc78828216]6. Conclusion
Customer experience and the business redemption in CoVID 19 situation is becoming more and more convenient and codependent on each other. Customer relationship management has been an independent category and sector to deal with the changing demographic and dynamic of customer requirements. The company officials and administrative figures are concentrating the business objectives toward business sustainability and customer personalised marketing. The rigorous customer service and pandemic cautions are becoming key business principles for the current situation. The Brexit situation in the UK and social distancing norms are making it extremely difficult to handle increasing customer pressure after the lockdown. The online sales of Tesco are rising heavily and business operations are shifting significantly from offline to online. The company is taking necessary measures and marketing strategies to enhance the online portal experience, online order experience etc. 
The report has described the internal and external influences Tesco is facing in this post-pandemic situation. The report has described the internal efficacy and limitations of the company to escalate the changing customer requirements. The report has insinuated many marketing and customer relationship management theories to better conceptualise the marketing and business norm that enhances customer engagement and improves customer experience. The report has applied the notion of these theories and models to justify and evaluate the response of Tesco, its marketing strategies and customer services in the post-pandemic situation. The report has also implored the benefits and challenges of customer relationship management in the practical business context of Tesco.
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