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For any company it is very important that it maintains or takes effective steps towards maintaining a positive relation with the customers. Customer relations with a company define the efforts that it takes for maintaining the on-going relation with the customers. It is important for an organization to build customer relationships because they help in increasing or maximizing their sales, deliver invaluable marketing, decrease customer retention as well as help in boosting the morale of the employees (SmallBiz.Tools, 2021). Customers are the ones whose needs help in driving a remarkable opportunity for the companies as they are the ones through whom the gap is cleared which exists between the expectation of the customers and the ability of the brands to be delivered. Customer relations gives increasing profit to the organisations and today, building trust today refers to giving the customers what they need both in terms of services being provided to them as well as in terms of product performance (Mandal, 2016). But due to the COVID-19 critical situation, customer’s behaviour has changed in terms of their preferences and purchasing behaviour for which many organizations have started to implement CRM as an effective strategy to improve their customer’s engagement. In this report, there will be discussion about the chosen organisation which will be Tesco of the United Kingdom. Then it will throw light on the major marketing theories which have been explained in terms of maintaining customer relations which had been affected due to the COVID-19 pandemic situation. In this regard, the report will focus on the chosen issue and problem catered through the recurrent Covid-19 pandemic that has further affected the selected organisation and its supply chain management along with its consumer relations during the risky situation. Moreover, the report will further generate a detailed and intricate knowledge and piece of assessment on the customer relation management issue that have been widely faced by Tesco, in order to tackle and handle the stressful and isolation situation due to the emergence of Covid-19 pandemic. The report will aim to explore the disadvantages that have been witnessed by Tesco due to the sudden issue and break in the business infrastructure along with investigating the mitigation plans and solutions that have been conducted by Tesco for resuming their business globally at large. Therefore, in order to specify the situation at large, the report will deliberately focus on the issue related top consumer relations like product development, packaging system, supplier program, in-store food safety etc. that have emerged as problems and challenge in the pandemic situation. Following it there will be evaluation of marketing as well as CRM theories through which Tesco can deal with the new situation and achieve its objective. Along with this there will be critical analysis of the essential factors that influenced Tesco’s quality system in this COVID-19 situation. Lastly there will be elaboration of some systems which will support the company’s quality processes along with an explanation of the extent to which these systems could be effective for Tesco’s in maintaining customer relation in this critical situation like COVID-19. 
[bookmark: _Toc77348237]Overview of the company- Tesco
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Tesco is one of the largest retailing companies of the United Kingdom and is the third largest in the world as a grocery retailer having outlets all across Asia, Europe and even in the USA. The Tesco company was founded in the year 1919 by Jack Cohen and its headquarter is in England (Alexandrino, 2014). Cohen’s business politics was easy, which was to buy small grocery stores and then sell the products at cheap rates that they used to be. From this very point the expansion of Tesco was unstoppable and it went on to buy large grocery stores. Since the 1990s, the company has expanded extensively with its operations in about 11 different countries in the world. Tesco has widely diversified its business into areas like Clothing, furniture, petrol, electronics, books, toys, telecoms, internet services, financial services and many more. Gradually it also began to be listed on the London Stock Exchange and now it is the largest grocery as well as commercial store in the world both in regard to its yearly income as well as in terms of its number of stores operating all over the world. In 2009, Tesco even went into partnership with Fortis company in order to provide household and motor insurance, then gradually in 2010, it started offering solar electricity by giving its customers an opportunity to generate their own electricity. In 2011, it even launched an online website of its own which was named as TescoCars.com for selling cars directly to their customers without any middle men. Then in 2012, it introduced its online grocery store where it launched low-priced food products for the customers. Tesco has continued to diversify in its products lists which include bio-products along with advocating for living a healthy lifestyle. As of today, the total number of Tesco stores is about more than 5000 all over the world (Sparks, 2015).  

Due to COVID-19 crisis, all organisations were immensely impacted so as the Tesco company too had to cope with this critical situation. The business has changed due to this outbreak and the pressure was felt by the entire team of Tesco. This critical situation led many businesses to drastically change their entire working course, restructure or had to make radical changes to their strategies and plans. However, for the Tesco company, the crisis led to solidifying a strategy which enabled the retailers to be at their best. But despite of this positive outlook, according to the CEO of Tesco, who is Jason Tarry, they have to go through a stressful situation as their leadership team were increasingly forced to cope up with the changing speed due to the rapidly changing environment (ICAEW Insights, 2020). For this, Tesco has been selected so that a better understanding could be generated about the internal and external factors as well as COVID-19 situation influencing this company's quality system. Along with this the ways to maintain a good customer relationship which is very important for a company in order to generate profit.  
Tesco has faced many issues within its business operations which includes lack of the resolution of the tracking system of the business. Tesco has lost huge revenue from their customers and incurred large costs from the return of the product because of their sales process. The company further missed its opportunity to be able to obtain the feedback from the customers while improving products and services. The organisation has missed the communication aspect along with missing a competitive insight based on the known strengths and weaknesses of the competitors and their decision making on the opportunities built. With the recent outbreak of the COVID-19 pandemic, the company has been unable to help the customers with their queries and order track records. This has contributed majorly to the confusion within the system along with making the customers dissatisfied with the customer services of the company.
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Marketing is referred to a way through which an organization is able to sell its products and services or spread awareness about them to its customers in a creative way (Groucutt, 2015). Marketing is considered to be very important for any business because through this technique a business is able to maintain a long-lasting as well as ever-present relationship with their targeted customers (Gross, 2016). It is an on-going strategy which helps the businesses to grow and flourish in a positive way. Marketing helps in engaging the customers and customer engagement is something that is heart of any business for its sustainable competitive advantage but due to the impact caused by the COVID-19 situation there has been sudden changes in the behaviour of the customers which has forced the companies to change their strategies and use CRM for improving their customers’ engagement. Marketing is important for the businesses for six major reasons which are-
· It helps an organisation to inform its customers about its products and services. In other words, it helps as an effective way to communicate with the customers about the company's value proposition.  
· It equalises by giving customers a modern value experience over the pricing and interacting with them towards bigger brands.
· It helps in sustaining the presence of the company as it allows to maintain a long-lasting relation with the customers.
· It helps in engaging the customers towards the company’s brand (Gross, 2016). 
· It helps in companies’ products and services to a wide range of customers.
· It ensures the growth of any company or in other words, it secures the future of the company through new and potential customer engagement. 
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Companies apply different marketing theories for their sustainable growth which explains them how their consumers think and act. It helps an organization to understand how the consumers behave along with their behaviours, needs and desires. A basic marketing theory states that a company needs to maximise its sales, position its products and services in their marketplace. It helps the company to create its brand or an image of it in the market dynamics (Milano, 2019). Marketing theories cover all the aspects that a company needs to know about its consumer behaviour. There are different marketing theories which the companies apply for their substantial growth. The marketing theories which will be underpinned in this report are as follows-
Marketing Mix
The marketing mix is basically referred to the set of actions or strategies that any organization implements in order to promote its products and services in the market. A marketing mix consists of different areas of focus for its marketing plan (Kenton, 2020). Effective marketing reflects on a broad range of areas but mainly the 4Ps typically forms a marketing mix which consists- Product, Price Place and Promotion. There are 7 Ps as well that comprises Product, Place, Process, Price, Promotion, Physical evidence and People.  
· Price- This defines the values that had been put on a particular product which helps in enhancing and differentiating the image of the product (The Economic Times, 2021).
· Product- This means the actual products that are being sold by the company.
· Place- This means the point of sale. For a company, catching the customers’ eye and making them easy to buy is the main aim so that there is a good distribution. 
· Promotion- This refers to the activities which the companies take for making the products known to the customers or for spreading awareness. This can consist of advertising, incentives, schemes, direct marketing etc. (The Economic Times, 2021). 
· Process- Processes refers to a set of activities that the company takes for accomplishing a task.
· People- This refers to the total number of employees that a company has employed for the successful completion of the task.
· Physical evidence- This means the company's presence in the market among its competitors and its customers.
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(Source- Hanlon, 2021)
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It is very important for any organisation to primarily focus on increasing the customer values as well as their experiences (Ali, 2014). This led companies to have a new customer base having a new set of priorities and preferences. In these crisis times, the customers made a gradual shift in their preferences which led the organizations to adopt effective strategies or make changes in their products as well as in mode of distribution. 
The internal and external factors that affected Tesco during Covid-19 in maintaining its quality and consumer controls are as follows-
· Due to the COVID-19 situation, Tesco’s entire team had to feel pressure as there was a sudden need for coming out with new strategies to cope with this situation (ICAEW Insights, 2020).  
· The covid-19 crisis resulted in restrictions; the processing was disrupted due to shortage of many labourers as well as due to shutdowns. 
· There was an unprecedented shift in the demands of the customers which was becoming difficult for the employees to handle. Due to fear of spreading of the virus and not going out, posed a sudden halt to the customers’ rate of buying. For which the company had to focus more on giving online shopping experience by delivering their customers their products on time and too with full precautions. 
· As social distancing was to be maintained, Tesco had to face certain issues due to this as; maintaining social distancing in the workplace disrupted the communication process. 
· In terms of external factors that impacted Tesco during Covid-19 times was the economic factor which was mainly due to the restrictions on physical contacts, lockdowns and social distancing. The company however managed these problems by continuing its sales through its e-commerce platform and for maintaining the customer relation it started giving them more online shopping experience (Rahman, n.d.). But however, it coped with this situation and managed its quality and customer experience through increasing its sales in this mode.  
· There was a high unemployment rate which led to developing an atmosphere of financial instability (Shaw, 2021). For this, the company however employed about 50,000 new staff to support its workforce (ICAEW Insights, 2020). 
· Customer preferences were also changed; they were at this time more into buying essential products and those too hygienic food products.
· There were a number of legal factors imposed on companies during this covid-19 which were to be maintained so that spread of virus could be reduced. There was a limited time given to the companies during which they had to run their business and not more than that along with maintaining all precautionary measures. 
· Due to this environmental crisis that is COVID-19, companies were facing enormous pressure to address these issues.  
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Marketing theories
Marketing Mix of Tesco
Marketing mix as discussed are a set of actions which an organisation develops and implements for the purpose of promoting their products and services to their customers. Tesco analyses 7 Ps of marketing mix for its growth. 
· Products- Tesco sells a wide variety of products like clothing, electronics, food, financial services, cosmetics and many more and due to its ever expanding products it is able to cope with the demands and needs of the customers (Rahman, n.d.). So, in a critical crisis like COVID-19, Tesco will be able to cope with the challenges and provide its customers products as per their preferences. As covid-19 crisis led to a change in the customers' way of shopping as well as their preferences which was managed by the company by introducing new products and by keeping good stock levels. 
· Price- The company sells products having low prices as much as possible without compromising the quality. Tesco has also planned major price wars against its discounters (Quinn, 2020). A crisis like Covid-19 led many people to suffer from job loss which also restricted them from shopping for high price range products, so Tesco, through its products having low prices, was better able to serve its customers and maintain its quality. 
· Place- Tesco has two channels for distributing its products to its customers which include both offline and online. During this COVID-19 situation, TESCO was able to manage its quality and customer experience by providing them online services and delivering on time,
· Promotion- It also has a very strong brand image through which it is able to do promotional activities. It uses various modes for this purpose. It also offers schemes like buy one get one free through which it was able to serve effectively in this covid times.  
· Process- Tesco offers a wide range of facilities for its customers' experiences. During Covid crises the company, through online mode, gave its customers different features to easily order their product and get delivery right at their doorstep with complete precautions. 
· People- It has a huge number of customer assistance who plays an effective role. It even hired 50,000 new employees to serve its customers in these pandemic times. 
· Physical evidence- The company has an excellent logo as well as a website having fantastic looks which keeps the customers engaged in shopping for more products (Rahman, n.d.).
Application of Marketing Strategies by Tesco
Market Strategy: In order to enhance their CRM process, the company has depended on the study of the various forms of consumer behaviour. The major aim of this activity is to focus on the marketing of the company so that they are in a position to reach their customer base in a better manner. The study of the customer behaviour is one way that would help the company in preparing products and services which would enhance their sales volume and market reachability.
Social Marketing: Social marketing is one of the most effective ways that have enhanced the product sale of the company along with promoting awareness of these products to the market along with the customers.
Better customers: Having an insight of the customer behaviour, understanding the demands of the market and their response is easier to gauge. This helps the organisation take major decisions and enables the factors that are involved in the process of development and analysis. Decision-making becomes intelligent and thorough.
Companies apply different marketing theories for their sustainable growth which explains them how their consumers think and act. It helps an organization to understand how the consumers behave along with their behaviours, needs and desires. A basic marketing theory states that a company needs to maximise its sales, position its products and services in their marketplace. It helps the company to create its brand or an image of it in the market dynamics (Milano, 2019). Marketing theories cover all the aspects that a company needs to know about its consumer behaviour. There are different marketing theories which the companies apply for their substantial growth.
QCI Model
Tesco has been able to successfully implement QCI model into its administration to be able to enhance the process of acquisition, penetration and retention of the employees. This model is of the view that it is the people and technology that keeps the entire system integrated. Most of this model has enhanced the activities that are supposed to be involved in the process of acquiring and retaining the customers. This model would enhance the experiences of the customers and help them in increasing the sales volume as well.
Payne’s Five Forces Model
This model was developed to outline the five different processes of the CRM which involves the strategic development, the value creation, integration of multi-channels, managing information along with assessing the performance of the employees. These have enhanced the readiness of the CRM processes of the company, have facilitated the change management processes of the company, developed the project management processes and have also ensured managing employees to a certain extent. This enabled the company to build in strategies that would be understood by the employees along with engaging them in the culture which is more focussed on the customers.
Benefits 
· The product quality process that has helped Tesco to keep up with good relations with the customer has reflected in the performance of the organisation. The organizational business has seen great agility and resilience in the year of pandemic. 
· The Group sales of the organisation have increased by 7.1% at the actual rates. 
· Since the organisation has strengthened their relations with their customers through significant respond to COVID-19 that included food for all, safety for everyone, supporting their colleagues and supporting the communities, the customer perception towards the brand of the company has improved. Demands for the products of the organisation have also increased significantly. 
· An increase in the online sales of the organisation has been recorded which showed the company the area they have potential for the future (Hobbs, 2020). 
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TESCO uses various methods and systems for ensuring the right quality of the products. TESCO’s customers expect that they sell products made of highest quality and are sourced with great responsibility and safety. The highly skilled colleagues and teams of the organisation across the world ensure that the expectations of the customers are fulfilled and they get better than what they expect (Are, 2017). The following are the systems that are followed by Tesco to maintain their quality of products:
1. Packaging and Labelling 
Packaging and labeling is crucial for Tesco to communicate the necessary information regarding the products with their customers. This helps the customer to make the right choice while purchasing them. The Labelling Team of Tesco ensures that information regarding the products is relayed to the customers in an honest and fair way (Lin and Rahman, n.d.). The following are the ways to achieve this:
· The organisation supports its Technical Team and ensures that information on labels complies with the policies of labelling, and also works with the Brand and Design team for complying with the labelling legislation.
· Engagement with government for monitoring the labelling process of the products in accordance to the legislation and also promoting the nest of practices. 
· The materials used by Tesco for packaging is of great concern and they use the 4Rs process for reducing the use of plastic materials in packaging of the products. 
2. Supplier Audit Programme 
Tesco has significant competencies from the diary and meat to thermal processing and with the non-food audit of the organisation they have electrical, cosmetics, engineering and toy experts. Within the clothing audit they have auditors that have experienced backgrounds in the field of footwear and textile industries. Before a site starts manufacturing the products of Tesco, they have to show them that they have the capability and capacity for the production of legal, safe and higher quality products. Only if the site gains acceptable grades including all of the requirements of Tesco, it is approved as the organisation’s supplier. The Responsible Sourcing Team of Tesco works with the suppliers of the organisation and ensures environmental protection and maintains human rights in the entire supply chain (Prapha et al., 2020). 
3. Testing Programme
The food safety management systems of Tesco checks and monitors the quality and safety of the food every day. They run testing programmes every day where the products of the organisation are tested by the experts in laboratories and make sure that the products are safe, legal and meet the needs and expectations of the customers regarding the quality. Microbiological, Chemical and Authenticity and contaminants testing are done for the food products, whereas for the non-food products pre-shipment inspection is conducted of the products either by Tesco’s employees, or the employees of the factories who are trained or by an approved 3rd party. Quality, legal and safety checks are mandatory (Bendeković et al., 2015). 
4. In-store Food Safety 
The experienced Operational Risk Team of Tesco ensures that the customers gain good experiencing shopping from their stores. The environment is safe and compliant for them. The field based Environmental Health Experts of the organisation go through every Tesco store of the nation and look into any food safety issue of the store. All the stores of the organisation have employees who are trained in food hygiene and safety. Therefore, they keep up the practice and ensure legality and safety checks are always completed in the store (Evans and Mason, 2018). 
The organisation is quite transparent with the customers and is committed to display the rating of their store Food Hygiene. Therefore, the organisation is quite thorough with the quality of their products that provides them an upper hand when comes to customer satisfaction with the quality. These system of maintain quality processes in Tesco has helped the organisation to maintain good customer relations even at the times of crisis like the pandemic of COVID-19. 
Challenges 
· The COVID-19 pandemic has made many customer service representatives of Tesco to move to remote working for maintaining the services to the customers. But because of remote working there were many challenges related to accessibility to reliable platform for working and providing service. 
· The closure of Tesco Direct was challenging for maintaining customer relation as this impacted the business of the company across the nation and risk of redundancy (Hartmann and Lussier, 2020). 
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To build the right connection and relation with the customers the organisations should have the right people, systems and technology. Expectations of the customers aren’t that simple anymore and fulfilling them requires innovations in the business that helps the organisations to remain competitive in the market. Tesco have various system processes for ensuring the quality of products and processes in the company. These systems for maintaining the quality of the products have led to good customer relations of the organisations. The way the organisation has maintained its relations with its customers has helped them pull through the tough times of COVID-19 and provide better services to them. 
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Supplementary Task  
For every organisation it is very important for them to maintain good relations with their customers and take positive steps for maintaining the relation throughout the business operations. Therefore, Customer Relations within a company defines the effort the organisations take to maintain their present relations with their customers and enhance it further. It is necessary for every organisation to maintain good customer relation as it results in the increase of sales of the organisation, decreases shift of customer preference, deliver valuable marketing and helps in boosting the morale of the employees as the sales go high. There is a gap between the expectation of the customers and the services and products the organisations provide. Customer relations helps to bridge this gap and the organisations are able to understand the needs and requirements of the customers and providing them better services. An increase in profits can be seen with better customer service and customers’ trust on the organisation increases as well (Das and Mishra, 2019). The crisis of COVID-19 there has been a great change in the behavior of customers and their purchases and the companies had to make strategies to remain at par with their new expectations. This report will be discussing the Customer Relations Management (CRM) strategies of TESCO and how the organisation has implemented new strategies for maintaining better relations with their customers. Tesco that is among the leading organisation of the UK has maintained good relations with its customers even at the time of COVID-19. The steps taken by the organisation in response to the pandemic has led to significantly stronger relation with its customers and the stakeholders (Chinnappa et al., 2021). This has improved the perception of the customer towards the brand of the organisation and the company has recorded maximum online sales at the time of pandemic. The report will also discuss the various customer relation management theories that are implemented in the organisation. One of the important and significantly used theories is the marketing mix theories. This includes the 7Ps namely: Price, Product, Promotion, Place, Process, People and Physical Evidence that are essential for every organisation to follow in order to maintain better relations with their customers (Eti and Bari, 2020). SWOT analysis of Tesco will also be done that will show the various internal factors that affects the working of the organisation and in turn its relations with the customers. The marketing mix theories of Tesco will also be discussed that will show the efficiency of the organisation and depict its ways of retaining their customer loyalty, while increasing the number of sales and profits even at the time of crisis like COVID-19. 
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