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     Introduction 

               This report will focus on Tesco organisation , where the benefits of the different information systems that are already implemented will be discussed, along with the input, processing, and output of one of the system and how the institution manage to gain competitive advantage. Additionally, some challenges and solutions when implementing a new ERP system will be listed and lastly, the stages that Tesco needs to follow when adopting a new information system.


1. Benefits that information systems brings for Tesco organisation
 
               Information systems are designed to help institutions reach great performances , and it has been proved over the last decade that they had become one of the most important tool that helps the overall organisational functioning ( Laudon, 2013). In the retail industry it can be found many examples of how businesses can successfully implement systems that bring numerous benefits, and Tesco it is well known for this fact. 

1.1 RFID
One of the information system used by the corporation, it is RFID, which it is a radio frequency identification that have as role to speed the operations and give a more complete information about a product (Nath et al., 2006), and this procedure helps Tesco with the supply chain transparency, keeps a better track of the products that are continuous coming from the warehouse and the ones that are already in store,  give accurate records that increase stoke availability, reduce faults and staff efforts, and also helps in delivering a better customer service (Xie and Allen, 2013).

1.2 Web EDI 
 Another system implemented by Tesco it is the Web EDI ( Electronic Data Interchange) which it is the virtual exchange of information ( purchase orders, statements etc.) that goes automatically into business partners system without the need of human intervention ( Fu et al., 1999). The procedure appeared to be successful for the organisation over the years because it is helping to reduce the manual efforts,  decrease orders delays , and it gives a better and faster communication with the suppliers regarding stock availability. The organisation affirmed that the Web EDI system has a very good impact not only on the business but also on the manufacturing sectors where the orders are fast moving and the contractors are paid quicker (Xie and Allen, 2013).

1.3 DM 
DM system it is a powerful tool in the retail industry where it reduce the risk level of the business, and Tesco successfully implemented this system which has bought numerous benefits for the organisation. DM ( Dunnhumby) targets customers by using Tesco loyalty Clubcard scheme which it is a classical practice that have gained popularity among shoppers .The first benefit that the system has brough for the organisation it is the massive number of new customers and retaining the oldest ones by implementing differing vouchers and discount prices  (Tesco, 2021) . The system also tracks down consumers behaviours from their purchase and discovers their needs and preferences which contributes massively to the development of the new products and creating marketing strategies that can aim at specific segments. Additionally, DM system, by using the loyalty Clubcard has established a great form of communication with the shoppers, for example the organisation has extended its incentives and offers to customers personal finance like saving accounts, mortgages and loans, this way the business connects with the consumers on a higher level which of course it results in persuading them on spending more in Tesco stores. 

The significant data that DM it is getting from Clubcard it gives to Tesco the advantage of further understanding of the customers and it also helps in attracting new ones to connect with the loyalty card scheme (Verasophon, 2002). One more benefit that DM system brings to the organisation by using the Clubcard scheme it is changing of the customers purchase behaviours through the repeatedly offering of numerous deals that portraits Tesco as a business partner where the “Clubcard can open doors to a wide variety of good things” (Rowley, 2005, p.199). The coupons and deals that are sent to customers repeatedly, influence their buying decision by  making them think that they want or need a specific product, this strategy not only bring financial benefits to the business but also make their loyalty card a lifestyle option for its customers (Xie, 2013).

1.4 Ecommerce 
One more information system that leads to benefits for the institution it is the use of Ecommerce, which it is a good technique recognised by the academic literatures that brings richness for the company and fulfilment for the customers (Molla and Licker, 2001). Presently, Tesco it is the market leader in the UK on grocery seller online and it has been found that the use of ecommerce it is boosting its profitability (Whiteley, 2013) which it has almost double the net sales since 2020 when the Covid pandemic started even when the physical stores were opened (Statista, 2021). There are more benefits that ecommerce brings to the organisation affirms Carey (2021), such as the improvement of the communication with the customers which can result in the extension of the target market, improving the consumers experience since the online shopping save time and it is more commodious,  and offering to any shopper no restrictions of variety witch results in satisfying all type of consumers. 

2. The input, processing, and output of DM System

               DM information system helps Tesco to accumulate immersive quantities of data extracting helpful and opportune information form the Clubcard loyalty scheme with the aim of remodelling and improving the process of the business (Folorunso and Ogunde, 2005, cited in Xie, 2013). Tesco’s Clubcard covers around 80% of total sales across the UK and through the scheme it can be seen personal details of each customers, such as name, address, date of birth , dietary needs , which are used to segment the market in line with lifestyle and geo-demography (Yamoah et al., 2014). Every customer purchase it is registered into the Clubcard , this data it is transferred into the DM system which analyse deeper the information, finding every product that the shoppers have bought which leads to the identification of customer’s buying pattern. Based on the information accumulated , the consumer purchasing behaviours it is understood  and different rewards are dispatched to them, for instance if someone it is buying clothing or kitchen accessories often ,then a pattern could be seen, and as a result, that person can receive different promotions with include similar products (Marketing Week, 2008).
               From the figures accumulated through the Clubcard scheme, the DM information system distribute information to the organisation, from which Tesco build everything based on these samples , what products to sell, which it is the targeting price for each individual item, what it is the approximate number of sales of a product that can be sold on a specific day, for example, the business will stock enough TVs, electronics etc., on a black Friday if the data shows that last year black Friday was a success with a big number of TVs sold. The information that comes from the Clubcard are crucial for Tesco because they can predict the future, which give the organisation time to cut down any products that it is not wort selling and enough supplies of the ones that are doing well ( Rowley, 2005). From the large pool of data collected by DM system through Clubcard it also distributes useful information to the organisation suppliers regarding their products. For example, the new cereals that belongs to the X suppliers and recently were introduced into the store are under observation, and if they are bough repeatedly by the current shoppers , the product it is viewed as a success from the organisation and suppliers’ perspective , where target market it can be seen and compared such as,  are the healthy eaters buying the cereals more than the families with young children? (Phillips, 2007). 

             The Dunnhumby (DM) information system came out as a success output for the fact that great communication was established with the shoppers which has led to operations improvement giving to Tesco a competitive advantage. So far, the loyalty card helped on wining customers over the organisation biggest rival which it is Sainsbury putting the business in the first place in the retail industry in the UK, and also Tesco’s reports that are generated online shows that the information system which has send multiple offers and marketing messages to over 9 million of Clubcard members,  get in return a 70% response which it is considered a high percentage that contribute to the business sales and makes the information system who underpins all the process (DM ) more valuable (Gausden, 2021).


3. How the information systems implemented by Tesco gives competitive advantage (Porter’s generic strategy use) 


             Porter’s generic competitive strategy framework it is a model that describes types of schemes  that can help organisations in achieving a competitive advantage on their market. The author named the generic strategies : Cost Leadership (delivering products at the level of the industry or cheaper) , Differentiation ( producing distinctive products and services) , Cost Focus (spotlights the cost minimization)  and Differentiation Focus ( goes after selective parts of the segment) (Moon et al.,2014). 
             
The use of the DM information system plays a massive role in achieving Tesco’s competitive advantage that leads to a cost leadership strategy . Clive Humby (cited in Powell, 2004) was the chief executive of the international leader in marketing analysis and declared that Tesco organisation success in sales happens firstly because of the customer data that it is being collected which it is the main factor that keeps their customers loyal. The same source affirmed that their big competitors in the retail industry uses similar loyalty scheme, but despite this fact they are still one step behind Tesco, the reason it is that other retailers use the data accumulated as a quick fix or promotional tool while Tesco makes more deep actions and orientate their strategies based on the customer behaviour that it is studied through the Clubcard data from which different promotion and discounts are generated that suits each customer needs  . The DM information system helps Tesco to achieve cost leadership strategy not only by knowing the customer buying patterns and use this information as an advantage, but also by offering more better rewards and deals through the loyalty scheme, for instance, the Clubcard Plus offers to customers 10% off on every purchase and free delivering , or the offering of 1p for every pound spend, while Sainsbury gives only 0.5p per one pound spend which it is half the amount. With the generous discounts and rewards that suits each shopper, Tesco manages to offer quality products  and not exceed the pricing over the industry level which gives the organisation more sales than its bigger competitor Sainsbury (Winchester, 2021).

Tesco achieves a differentiation strategy by using E-commerce. The information system underpins the organisation online website which it is easy to use and visually appealing that contributes to the image of Tesco and customer satisfaction. Online shopping offers to Tesco’s consumers the widest variety of products that meets all type of needs at the commodity of their home , starting from the food product, to clothing, electronics, house goods etc. To many products can interfere with the consumers ability to make decisions and on Tesco websites it has been cut down some unnecessary products and highlighted the own brand products such as dietary and meat products that are cheaper than the ones of the suppliers ( EEPH, 2017). An additional service that contribute to the differentiation strategy by using the E-commerce information system it is the fresh food policy when ordering. The institution give to the shoppers the option to return delivered products which didn’t meet their expectations (Tesco, 2021), this action not only gives power of decision to buyers but also contribute to the overall image where Tesco it is portrayed as a committed and honest organisation which builds the brand personality (Magee, 2015).











4. Challenges that Tesco may face when implementing a new Enterprise Resource Planning (ERP) system, and solutions 

An Enterprise Resource Planning system is a type of software that manages the flow of information and resources within an enterprise. It is commonly used to enhance the efficiency of operations and provide a well organised communication channel between various business units .However, the transit may affect the people and the overall business where different challenges any organisation may experience in the implementation of a new Enterprise Resource Planning (Wei and Wang, 2004). 

4.1 High Risk 

The first challenge that Tesco could come across it is taking a very High Risk. Nah (2001) affirmed that many organisations declared that the ERP system drove their businesses to bankruptcy, or the management model does not fit into the organisation, and one institution, which it is Mobile Europe, even abandon it later because its complexity after millions of dollars were invested. Statistics shows that 70% of ERP applications , either design by the corporate or by a third party ,fail to realise the organisation’s goals which can give to any business second thoughts of either to adopt or not a new Enterprise Resource Planning.
 
Overcome : Most of the time, the problems associated with the high risk when implementing an ERP are related to bad decisions and actions that were took by the company . The execution of a new system like ERP needs to be plan ahead  and conducted by experienced and capable individuals that have control of the process and ensuring that sufficient test are running before finalising the system. Most of the companies when adopting a ERP fails in adjusting the technological characteristics in a way that suits better the corporation which it is one of the reason why the system outcome it is not successful (Nah, 2001). Overcoming the high risk, it is all about planning and patience. ERP it is a multiplex system that takes time and if Tesco organisation it is not rushing in installing it and have a clear understanding of the implications, than the hazard can be avoided. 

4.2 Lack of management support 

Lack of management support it is a second challenge for Tesco institution when adopting a new ERP system being one of the most important factors for the reason that this is the main element the process needs which can predict the company’s future success. It has been found that several institutions have failed when implemented the software due to the fact that just one step or stage it has been done wrong which dragged all the process down. Additionally, the management tend to only express their affirmation that they are part of the big team while their actions states different (Elbana, 2012)

To overcome the challenge presented above , the management has to fully support the project team, despites the fact that the management needs to ensure all the resources needed to conduct the implementation of the system , they should be fully implicated and get involved with the process attending the meetings that project team has, and express ideas and thoughts so that it can be taken into consideration all the factors that can affect the process (Elbana, 2012)

4.3  Employee’s unwillingness to adapt 
A third challenge for Tesco when implemented the ERP system it is the employee’s unwillingness to adapt .  Without the involvement of the staff, the success of the system can be drastically affected (Al-Mashari and Zairi, 2000, cited in Aladwani, 2001) and Tesco employees are used to the current system where they feel comfortable and untroubled, and when implementing a new Enterprise Resource Planning  system, it comes with a lot of changes that brings an overall dissatisfaction which can increase staff stress level , raise concerns about their future career in the institution because of the new skills and knowledge that are required to keep the step with the software (Omar, 2020). 

Overcoming 
Tesco’s employee’s unwillingness to adapt challenge can be overcome by using a proper training program where it should start from the beginning of the transaction. Besides this, Aladwani (2001) considers that, when overcoming staff resistance, every organisation should adopt a conceptual framework  with 3 stages. First it is the knowledge formulation , where it should be identified  every resistant employee or group , their concerns , values/beliefs, and interests. The acknowledgement of these facts give a good fundamental idea of what exactly makes each individual resistant. Secondly, a strategy implementation needs to be conducted where  it is required a good communication establishment where the advantages of the ERP system that fits everyone should be explained, and lastly, the monitoring phase were the performance and outcome to be observed in relation to employee’s resistance to ERP, and if the outcome it is not what it is expected, then the process needs to be redone paying more attention to start of the process where the convincing it is happening (Aladwani, 2001).



5. Plan of the implementation of a new ERP system for Tesco 

The implementation of a new ERP system can be a challenging process for Tesco organisation and a adequate planning should be taking into consideration. To a better understanding of the steps that needs to be adopted, the life-cycle model by Estevez and Pastor (1999) it will be use , which it is a successful framework model that many organisation followed when introducing a new information system.
In this phase , Tesco organisation needs to identify in a two months period what are the requirements for a new ERP system, to select an appropriate  approach that will best meet the business needs, to build up the project team and to explore the benefits of such as system and the impact that could have on the overall institution . 

Adoption/decision



Acquisition 

The second stage consists in the selection on a two months period, the best ERP software that fits Tesco, and the selection of a consulting company that will help in the next stages. Also, aspects as cost, training and overall support needs to be analysed.








Implementation 

On the implementation stage which will be expanded for 3 months period, the project plan goes needs to go into action , where the project team and the consulting company is conducting all the activity into direction of achieving the objectives . This step also requires testing the new ERP system implemented and the start of training.







Use and maintenance 

As the system it is already running , there should be carried out by Tesco institution for 3 months period, regular inspections so that any malfunctions to be eliminated and general system development to be made.





Evolution 

The evolution phase of the ERP system (2 months) needs to direct its aim in integrating more capabilities into the system, which will provide new advantages and opportunities, such as advance planning and scheduling. 
     








Retirement

On the last stage, the system may become vulnerable or provide difficulties for the long run interfering negatively with the business way of functioning, and decision making needs to be done by Tesco organisation, such as, if it is best to retire the software or to replace it. 









Conclusion


In conclusion it can be seen that the information systems implemented by Tesco has given to the organisation multiple benefits where the DM plays a massive role in achieving competitive advantage. The challenges that can arise when adopting a new ERP system can be critical and follow the solutions listed can help the institution to overcome its possible issues. Same goes when implementing a new ERP system, a good plan that successfully can led the project team It is necessary  .
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