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Executive Summary





The focus of the study is to highlight the CRM policies and current themes followed by Tesco in the retail Supermarket business. Along with this, this report will also put a special consideration on describing the sustainability management and the quality models which are followed by the company for attracting customers and managing their relationship. The report will focus on representing the role of sustainability in improving the satisfaction of customers in the reference to Tesco. The study also provides an effective model of CRM that can be implemented by the organization for improving the quality and supporting sustainability for maintaining healthy relationships.
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Introduction 
Customer relationship management is commonly referred to as the RM which defines the technology with an organisation used to manage the interaction and relationship with the potential customers and loyal customers. It has been found that the major goal of CRM is to improve the relationship of a business so that the business can grow easily. It is worth mentioning that organizations use CRM to analyse the data for studying a large amount of information through which the business connect with customers. The focus of the study is to highlight the CRM policies and current themes followed by Tesco in the retail Supermarket business. Along with this, this report will also put a special consideration on describing the sustainability management and the quality models which are followed by the company for attracting customers and managing their relationship.
[bookmark: _Toc88568978]Current Themes and CRM Policies of Tesco
[bookmark: _Toc88568979]Current themes of Tesco 
1. Tech Touch versus Human Touch
The Tech Touch strategy refers to a strategy that is adopted by the organisation which is scalable and measurable and creates impact in increasing the retention of customers. In the context of Tesco, it has been found that the organisation implemented Tech Touch for providing effective communication and contact touch with customers. According to the opinion of Zeng et al., (2020), Tech Touch was implemented by this organisation as it helps to improve brand awareness and create a brand identity.  It is worth mentioning that the organisation implements a Digital tech solution as the Tech touch to improve the experience and efforts of customers. In many scenarios, it has been found that the tech touch helps Tesco to create a better place where the customers can trust and become partners with the company. Moreover, this partnership will help the organisation to survive in the competitive and dynamic business market and provides an advantage for the company to win the competition by the loyal and well-maintained customers. As per the words of Kar et al., (2021). It has been observed that customers are very important for Tesco therefore the company uses tech touch to enhance their communication to persuade them to purchase their products and services and to create a brand identity.


It has been observed that the main focus of human touch is to enhance the experience of customers by the implementation of human touch. In the context of Tesco organisation, it has been found that the organisation provides pleasant and friendly treatment to the customer to make them relax and be invited to the supermarket. According to the views of Sinha et al., (2020), it is believed by the organisation that the human touch should not be lost as it will create a great impact on the satisfaction of customers. It supports the organisation to operate the business with intentional purposes authentication and hard work. The human touch followed by Tesco also supports the growth of marketing in the B2C sector as it offers a competitive advantage in a dynamic business environment by improving and enhancing the satisfaction and attraction of customers. On this note, it can be said that touch is very important for an organisation to build effective relationships and interactions with the customer.
From the evaluation of both aspects and themes that are followed by Tesco to enhance the experience of customers and to persuade them to purchase their products and services, it has been found that both human touch and tech touch are important for the company. According to Eisen and Lillard (2020), both strategies are useful for Tesco as it creates brand awareness and develops brand identity to help the customers to differentiate the brand from other available brands in the market. Moreover, by the implementation of these themes, it has been found that organisations have improved consumer satisfaction as they provide the exact requirements, needs and wants.
1. Brand experience and Customer Experience
It is worth mentioning that the focus of both the brand experience and customer experience is on customers. In the reference of Tesco, it has been found that brand experience is a development that indicates the process of creating the vision of the brand and then developing a very powerful method that allows Tesco to lead the vision into a real-life experience. As per the comment of Tirawatnapong and Fernando (2018), the brand experience strategy is a very complicated and lengthy process as it includes many elements including emotional benefits and brand values. It has been found that brand experience incorporates a situation where your organisation decides to influence the feelings of customers regarding the brand or a particular product of the brand. The brand experience strategy has been very important for Tesco as it helps to engage, connect, and interact organisation with the potential and target audience. Along with this, it also helps Tesco to shift the customers from the stage of brand awareness to brand loyalty.
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Figure 1: The brand value of Tesco around the globe
(Source: statista.com, 2021)


It has been observed at Tesco is one of the leading groceries and retail supermarkets in the United Kingdom which has it is headquarter at Hertfordshire in England. It is worth mentioning that Tesco has been considered as the most valuable and developed brand of the United Kingdom however in the year 2016 the company rank 15th for the most valuable brand around the globe. In the current economic state, Tesco Company has been the largest and leading supermarket and retail of the United Kingdom that covers approximately 25% of the retail market of the country. The organisation provides a higher brand experience to the customers and compete as one of the major four in the supermarket chain with Morrison, Sainsbury, and Asda (statista.com, 2021). The above representation reflects that in the year 2020 the brand value of Tesco around the globe was at 10.7 bn USD and its brand value specifically in the UK was estimated to be 7.68bn GBP. All these factors show the strong viewpoint and effort of Tesco in improving the brand experience to the customers in both the home country and well in the foreign business environment. As per the views of Rosnizam et al., (2020), from the point of view of customers, it has also been observed that brand experience is also crucial for them as it provides a positive and better experience which helps to develop an in-depth connection, increases satisfaction, inspire the target audience, and for delivering the ultimate results. As per contradiction, the brand experience refers to a situation between one brand is selected above another or the loss of sales
Customer experience shows the related aspects of the business that can impact the perception and feeling of the customers regarding the brand order product. In reference to Tesco, it has been observed that the focus of customers’ experiences of this organisation is on establishing a relationship between your organisation and its potential and loyal customers (Al-Suraihi et al., 2020).  Moreover, it includes every aspect and activity started from the interaction stage till the customer doesn't purchase the final product. In simple words, it can be said that the customer experience evaluates the response of the consumer during all consumption stages and processes which includes stages such as pre-purchase stage, consumption stage, and post-purchase stage. 
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Figure 2: Best organizations to support the Customer experience
(Source: statista.com, 2021)

From your graphical representation, it has been observed at Tesco comes in the 2nd rank as per the customer experience. This organisation for the special consideration on improving the experience of shopping customers and protect the personal data from theft. According to the use of customers, Tesco is the second trustworthy brand after Amazon with 39% (statista.com, 2021). It is worth mentioning that a good experience of customers is very important for the organisation to support its sustainable growth in the dynamic business environment. Moreover, it also results in improving the loyalty of the customers towards the brand and increasing their satisfaction. For improving the experience of customers Tesco put a special consideration on improving the feeling of customers during shopping.  It includes the aspects of store layout, service level received by customers, availability, and accessibility of the product. 
[bookmark: _Toc88568980]CRM Policies of Tesco 
The CRM policy refers to a strategy that is planned by the organisation to grow revenue and profit organisation and at the same time reduce the cost and improve the relationship with customers. According to Ahmed and Moosafintavida (2020), CRM policies are very beneficial for the organisation as it helps to support the marketing strategies and models of customer support. Similarly, the approaches of CRM of Tesco to improve customer service are better launches, effective store layout, comparative prices, and diversification of products. It has been observed that Tesco has established an on-demand technology of CRM with the focus to improve the shopping experience and services of customers on the online website and retail stores. It has also been observed that has adopted a particular software named Tesco digital which acts as a call centre for supporting the electronic division and solving the queries of customers. 
It is worth mentioning that the CRM policy and program of Tesco has been considered as one of the best solutions which involve segregations of the expectation of customers estimated by the income-expenditure at the stores. As per the views of Hassan et al., (2019), it has also been found that this program and policy adopted by Tesco helps the business to prioritize the clients which are based on their expenditure with the offer at the online website or retail store. Back in the year 1995, a scheme of “loyalty cards” has been started by Tesco for retaining their existing base of customers. The main purpose of this card is to collect the information and to analyse it with the motive of providing personalized service to the organization’s loyal customers. By adopting the CRM strategy, the organisation became the topmost retailer in the year 1995 and the market share of the organisation has also expanded. Therefore, it can be said that the core purpose of the CRM strategy of Tesco is to create value for the customers and to earn their loyalty for a lifetime. 
[bookmark: _Toc88568981]Sustainability Management of Tesco 
[bookmark: _Toc88568982]Sustainability in Customer Services and its components
Sustainability in Customer services focuses on identifying the main core elements which is required by the customers and at the same time is reasonable in respect of the business process of the organisation. As per Kaul (2017), it has been observed that the score focuses on providing sustainable and quality Customer services to increase the satisfaction of customers and enhance their shopping experience with Tesco. The other sustainable practices which are well appreciated by the customers are found to be a reduction in the carbon footprint, waste management, sustainable packaging, ethical work practices, and following human rights. 
In the context of Tesco, it has been observed that the aspects of sustainability which are mentioned above are followed by the organisation which helps to boost the loyalty of customers within a short term.  Along with this, the organisation ensures an eco-friendly environment for the customers for the long term. Tesco follower’s assistant labour policy which aims to create value for customers by contributing to the factors such as social, environmental, and ethical by maintaining and framing their responsible actions. Sustainability in customer services is encouraged by the development of guidelines that follow ethical decisions and support the environment.
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Figure 3: Components of Sustainability
(Source: Al-Suraihi et al., 2020)
The three components of sustainability that support customer services are:
Economic: Economic component of sustainability is very important for the organisation and is very profitable.  Tesco invests in various profitable aspects which helps to improve governance and facilitate risk management.
Environment: This component of sustainability is highly supported by Tesco as the organisation focuses on reducing the packaging wastage, usage of water and carbon footprint for reducing the negative consequences of the economic factors of the organisation on the environment (Eisen and Lillard, 2020). This aspect is highly beneficial for the development of the planet and creates a positive impact on the organizational image.
Social: Social programs are arranged to support society and to improve the equal treatment of people in the organisation premises. Tesco put a special consideration on maintaining fair treatment of employees and other stakeholders both locally and internationally.
[bookmark: _Toc88568983]Sustainability Policies of a Retail supermarket and its impact on customers
In the context of retail Supermarket sustainable policy is very important and create an influence on the perception and viewpoint of customers. The core sustainable policies which are implemented by every retail supermarket has been described as follows:
Creating sustainable products and brands: A sustainable brand is very important for the customers as the development of Sustainable products and brand focuses on utilizing the resources by making sure it is left use of for the future generation to meet the expectations and needs.
Using recycled and biodegradable packaging materials: In supermarket retail, packaging has a huge contribution to attracting customers and improving the sales ratio (Tirawatnapong and Fernando, 2020). The sustainability aspects show that the organization should use packaging material that can either be recycled or is biodegradable to eliminate any risk or harm to the environment.
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Figure 4: Sustainability Policies 
(Source: Created by Author)
Eco-friendly delivery option: In the 21st-century air pollution is a severe risk to the environment therefore the organisation uses eco-friendly delivery option for ensuring the safety of the environment. As per analysis, it has been found that home delivery is an environmentally acceptable method for the consumer to receive the purchased product. 
By analysing all of these aspects sustainability policies which are followed by retail supermarkets create a positive impact on the customers. As per Geijzendorffer et al., (2017), the customers are interested in sustainability policies as they protect the environment, nature, and humans to excess the use of available sources. Moreover, it encourages human beings to support the environment
[bookmark: _Toc88568984]Two Quality Models / Theories 
[bookmark: _Toc88568985]Meaning of Quality and Its Components
Quality is a measure that evaluates the characteristics of the product or services provided by the organisation and determines its ability to satisfy the needs and expectations of the customers.  In simple words, it can also be said that quality has to estimate how good a product is (Zeng et al., 2020).  In the context of Tesco, the high-quality product indicate that the product offered by the organisation that according to the purposes of the customer. The contrary, if the quality of the product is low it indicates that the product is not worth of money and is not able to satisfy the needs and expectations of the customers. 
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Figure 5: Components of Quality (Source: Created by Author)
It has been found that four components of quality include planning of quality, assurance of quality, controlling of quality, and improvement of quality. It is worth mentioning that Tesco creates an emphasis on improving the quality management on not only the product but also the services to improve the satisfaction of customers.
[bookmark: _Toc88568986]Quality Models to Improve CRM
IDIC Model 
This model acts as a blueprint for the implementation of CRM in different situations. The stages of the IDIC model includes identification, differentiation, interaction, and customization. In the context of Tesco, this model is beneficial to improve the CRM as it helps to develop value and quality.
Identification: The focus of this step is to identify the customers and to gather their important data such as their name, address, history of purchase, and preferences to understand their purchase behaviour (Maharani, 2019).
Differentiation: In this section, the organization differentiate the customers. Tesco differentiates the customer based on their projected value of a lifetime. The focus of differentiation is to value and prioritise the customers which can support the profitability of this organisation.
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Figure 6: IDIC Model 
(Source: Kaul, 2017)



Interaction: In this stage, the plan of CRM is applied to interact with customers. In the context of Tesco, it helps to improve the loyalty of the customers and increases their retention and satisfaction.
Customization: After interacting with the customers the organisation focuses on customizing the development of one-to-one services. The main motive of customization is to ensure that the needs and expectations of the customers are properly met. 
QCI Model
QC model stands for Quality Competitive Index Model and the main focus of this model is to improve acquisition, retention, and penetration of the organisation. It has been found that this model is beneficial for Tesco as it helps to improve the interaction of the business with the external and internal factors that might create an impact on the experience of customers (Lin et al., 2019).  The motive of this model is to manage the activities of customers and improve their proposition towards the organisation. According to this model, relationships is very important to improve business productivity and productivity.
[bookmark: _Toc88568987]Conclusion 
Therefore, it can be concluded that this report has highlighted the importance of CRM in building quality to improve the expectations and experience of customers in Tesco. The report has highlighted the role of sustainability in improving the satisfaction of customers in the reference of Tesco. Moreover, the study provides an effective model of CRM that can be implemented by the organisation for improving the quality and supporting sustainability for maintaining healthy relationships.

[bookmark: _Toc88568988]Recommendation 
	SMART Recommendation 

	Specific
	Focusing on understanding the needs of customers by better understanding and interaction helps to improve the quality of CRM and customer services of Tesco

	Measurable 
	Improvement in the quality of CRM create a greater impact on the profitability and satisfaction of the customers of Tesco

	Attainable
	This recommendation is attainable if the IDIC Model of CRM is applied in Tesco

	Relevant
	It has to increase the brand loyalty and experience of customers of Tesco

	Time Period
	This recommendation will require 5 months for effective results


Table 1: Recommendation 
(Source: Created by Author)
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