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Executive summary
This report study and analyse the importance of CRM in a pandemic situation like Covid 19. Critically analyses the Marketing mix and Servqual management theories and Tesco’s approach and actions to maintain good customer service and good customer satisfaction.

























Introduction
The sudden outbreak of covid 19 has posed a threat over business organisations especially that deals with retail business. This is because in retail segments, the interaction between stakeholders, executives are customers are observed to be high compared to other industrial sectors. Similarly, in order to sustain a suitable business position in the retail segment, the organisations are suggested to apply beneficial marketing techniques that would help them to maintain a controlled growth of business in this pandemic. In this report, the various marketing strategies that are to be applied by Tesco Plc has been presented with relevant justification regarding its applicability in operational segments. Moreover, an overview of the various customer management policies has also been demonstrated to provide a conclusive statement to draw over business decisions sin maintaining a good relationship.
Introduction to the organisation
Tesco Plc has been considered to be an organisation operating in the market environment of the UK dealing with a wide range of retail products specialised in grocery items and other regular needs of consumers (tescoplc.com, 2021). The strength of the company has been identified from the customer preferences they possess in contrast to the revenue growth generated per year annually. According to the recent reports that have been published, the company has been observed to generate total revenue growth of £45 billion (statista.com, 2021). The significance behind choosing Tesco Plc as the organisation for the report has been justified to be its popularity among the customers having a high rate of purchases. However, in this pandemic situation, the company has recent planned to implement an online CRM system that would allow them to address the issues and feedbacks of the customers that are attained during and after their purchases. With the help of this implementation, the company is expected to maintain a good relationship between the customers and thereafter attain goals and objectives effectively.
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Discussion of the key marketing and customer relationship management (CRM) theories
In order to apply a suitable model, the business executives of organizations are required to acknowledge the applicability of the theory in a real-life context. According to Mahafzah et al., (2020), performing this would require the selection of a model and thereafter align its factors and criteria with that of the characteristics of the organization. Similarly, in the report, the alignment of the concept of marketing mix 4Ps would be applied over Tesco Plc to analyze their current market position in the UK. On the other hand, Prentkovskis et al., (2018) stated that the application if SERVQUAL model would also be applied to recommend suitable changes that are preferable for Tesco Plc to apply within their operational segments. In this way, the company would be able to develop a sustainable Customer Relationship management system to address the needs of the customers and develop a good relationship with them throughout the buying and selling process.




Introduction of different marketing theories 
The theories related to marketing enable the organization to apply the knowledge related to strategies in order to enhance their marketing sales. The companies need to place their products and services in such a way that the customers can understand the benefits of the offering and get attracted to it. The marketing theories support the organization with different strategies for various locations and products. 
Marketing Mix 
The marketing mix is described as a strategic action that is applied by companies to promote a brand or product in the market. Traditionally there were four components in the marketing mix known as the 4Ps which includes price, product, promotion, and place (Hendriks et al., 2020). Nowadays the components of the marketing, mix have increased its number as 7Ps. These 7Ps include people, process, and physical evidence with the components of the 4ps.
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Figure 1: Marketing Mix 
(Source: As Influenced by Hendriks et al., 2020)



Price 
The pricing is the fixing of the value that can hold a place in the market and will be provided to the customers with an exchange of that cost. The pricing depends on various aspects such as the customer targeted segment, cost of the production, and the attitude of the general market to pay. Supply and demand are the indirect factors that affect the pricing structure of any product as compared o the market value (Mishra et al., 2020). The pricing strategies can be tied to the overview of the business plan. The pricing tags can also be used as a tactical strategy to enhance and increase the position as well as the image of the product in the market.
Product
The product is referred to as the original item that is being sold which should at least maintain a minimum level of performing quality. The product is the focus item for which the whole marketing mix is building its way to the enhancement of sales. The inefficiency in the performance of the quality will decrease the effectiveness of the marketing mix to a very low level. 
Promotion
Promotion is the actions that make the description, information, and application of the product reach a large audience, user, and trade. This action includes advertisements, press reports, word of mouth and trade awards. These promotion activities also use consumer schemes, contests and prizes and direct marketing (Guerola-Navarro et al., 2021).
Place
The place is the location and the area that will be chosen by the company Tesco to position their marketing process and the product sale. The location should be chosen with proper market research so that the company can identify the proper place to start the business or the marketing. This assessment is successful after studying some aspects such as high demand and need of the product, the audience of the area should be analyzed as the target customers.
People 
The people refer to the whole group who are getting directly or indirectly related to the marketing of the product. This vast group includes the customers, audience, the staff, salespeople and many more. 

Process
The process starts from the time the marketing planning is started and ends after the product is delivered. The process must be scheduled in a segment format so that no tasks get delayed and the target is achieved smoothly (Okewande, 2020). The process mapping should be regularly checked to guarantee the efficiency of every task without any miss.
Physical evidence
The customers demand to feel the experience physically after purchase of any product. The company Tesco must provide with receipt to the customers in any purchase to ensure physical evidence. 
Servqual model 
The Servqual model is the strategic method that supports comparing service quality performance with the consumer service quality demands. This model is known as the Gap analysis model because it is used to identify the gap between the company service quality and the demanded customer service quality. This model helps the organization to prioritize the choice between the company service and the customer demand (Thomsen, 2020). The perception of the consumer about the importance of relative service attributes is a very imperative concern for the company. The company Tesco also focuses on the components of service quality those are Tangible, Reliability, Responsiveness, Assurance, Empathy. The Servqual developer identified four themes that are labelled and numbered.
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Figure 2: Servqual model
(Source: As Influenced by Thomsen, 2020)


Consumer expectation (management perception gap) 
The companies may face a gap due to the lack of market research. Market research is a very important action of any marketing theory. The lack of research will lead to insufficient knowledge about the customer needs. As the consequence, the company Tesco may develop an imprecise perception that may cause a loss of revenue, time, and effort. 
Service quality specification gap
The company even after holding the grip on customer demands fail to transform the demands into products due to technical and strategic faults. The gap between the expected product and the real product is identified in this service quality specification gap (Kadirov et al., 2020). The service design of the company Tesco is responsible for this gap to take place.




Service delivery gap
The companies often fail to deliver high-quality service and products to the intended customers within the specification of the time. This gap between the expectation of the customers and the real-time product and service delivery forms a gap which is known as the service delivery specification gap. This gap is often noticed due to the lack of efficient support for each frontline delivery staff, processing problems, and variable levels of performance of the frontline and contact staff. 
External communication gap
The customer’s expectation is promoted by the communication that is made from the company side. The companies must provide a piece of proper information's about the product and an accurate description of the delivery service while the marketing and promotion (Clark et al., 2019). This will not enhance the expectation of the customers and the gap between the predictions and the reality will decrease gradually.
Analysis of the different factors that influence the organisation quality system and controls
The effects of the external market advancement, trends, and technological implications of the demands of the customers are changing rapidly. This change is due to the improvement of social and individual demands. On the other hand, the company Tesco in order to deal with this rapid change in the fast-developing society need to have regular and proper market research in the chosen segment. To implement this identification of the new and changing customer needs is a must to deal with the rapid shift of the trends (Stangl et al., 2019). On the other hand, the increase in the competition demands high-quality equipment and processes that provide pressure on the cost of production. The company Tesco must notice the performance and cost balance of the production process. The productivity of the processes must be rewarded with the best equipment to improve the quality performance of the product. In contradiction, companies nowadays are becoming customer centred as the final quality is defined and promoted by the customer review. The organisation or the product may only claim the quality assurance but the promotion will be dependent on the review of the customer. Accordingly, the success of the company Tesco will be depending on the satisfaction of the customer in a continuous manner. The company stresses over the customer focus because the products will be purchased and used by the customers (Riaz et al., 2018). 


 Therefore, customers satisfaction will assure the company Tesco with the proper hold of the market and the promotion based on word of mouth is also ensured. In contrast to the above, quality culture is an imperative factor that should be shared by every member of the company. The implication of the employees of different levels should be undertaken to gain a successful quality culture in the organisation. The quality culture of a team is dependent on the treatment of each employee and this culture is considered as the asset of the company. The dominant culture of a company Tesco will affect the efforts of the employees in a work environment. However, continuous culture is the planning, organizing and systematic process of continuation, wide-ranging change and the increments of the recent practices are created to enhance the performance of the company (Osborne et al., 2017). The prime factor to achieve better work methods and organising process is the company's ongoing quest. As a result, dedication to continuous improvement makes a storming difference that is ideal for inspiring the employees and the work unit. The commitment to continuous improvement led to the enhancement of the performance of the individual as well as the team. On the contrary, training and development are a very effective and important form of operation that affects the quality of the employees in an organisation (Hannola et al., 2018). The training and development provide the employees with the knowledge and will allow the operatives to understand the quality-related issues. The training will prepare the new hires to get prepare to improve their responsibility within the quality management approach. The employees are prepared to contribute to the companies with the wide knowledge, skills as well as ability for providing the company Tesco with outstanding performances. Employee satisfaction makes a proper difference in the quality system of an organisation. Accordingly, managers of the organisation play an important role in employee satisfaction as they follow the strategy to highlight the positive aspects of an employee. However, they choose the right approach to present and provide negative feedback to them. In this, the employees will be valued and the willingness to enhance the contribution will be noticed.  The communication system of an organisation is a very essential component in improving the quality and control of the employees of any company aa Tesco (tesco.com, 2021). The transparent communication between the employees will enable the operatives to work smoothly. The communication should be increased but it should also be focussed on the constructive elevation of the employees. 

Identify the systems that support your organizations quality processes
The senior management of Tesco believes that quality systems are used to monitor and support the performance of all the key processes that will increase the productivity rate of the organization. The company implements six sigma systems that enable it to monitor the performance rate of each process, understand the capability of each procedure and produce solutions that will reduce variability (Yadav et al., 2020). This will help Tesco to increase its performance rate and operation management principle that will support the quality process of the organization. The six-sigma process helps the company to increase the satisfaction of the stakeholders and improve the profit margin of the organization. This system enables the managers of Tesco to produce different opportunities for the employees to learn and develop new skills and talents that will help them to climb the next level of success. The employees actively participate in the important meetings of the organization and give their viewpoints that generate a sense of importance among the whole working community. This will help the managers to increase employee satisfaction within the organization.
The six-sigma process helps Tesco to implement upgraded technologies that will help it to maintain the quality of its products and services. This leads to an increase in customer satisfaction that helps the company to maintain its market demands (Allen, 2018). This system check process and monitoring principle increase market demand which leads to growth of profit margin. The six sigma process helps Tesco to maintain the strength of its workforce by providing extensive training and development periods that will increase the performance rate of the whole working community. Secondly, Tesco implements a total quality management system that enables the company to maintain long-term relations with its potential audiences. A total management system is a customer-driven approach that is adopted by companies to maintain their public relations in the market (Sahoo and Yadav, 2018). The total management system focuses on customer focus, employee commitment, process approach, integrated system, continual improvement, strategic principle, fact-based decision-making, and communication. These eight principles will help Tesco to personalize its services and provide high-quality products and services to the customers. This system increases both customer and employee engagement within the organization. The systematic approach of Tesco following the eight principles of total quality management procedure will maintain its market demand. 


This also enables the company to maintain its low pricing strategy that helps in maintaining its market position even during the pandemic situation.
Lastly, Tesco implements an enterprise system that helps the company to monitor each operational unit within the organization. Enterprise system is the wide-scale software packages that will help the company to monitor and keep a track of each process occurring in the production system of the organization (Zebari et al., 2019). This systematic approach will help the managers of Tesco maintain the business data and monitor the changing trends of the market that will enable them to introduce a new product line in the organization. The Enterprise system will help the company to personalize its services that will increase customer satisfaction towards the organization. This system will help Tesco to implement appropriate technology aligning the resource availability within the organization.
Six Sigma processes is a system that eliminates the defects in the production system and produces high-quality products that are preferred by consumers. According to Muralidharan and Raval (2019), the six sigma process helps the managers to identify the problem and step-wise solve the problem to increase customer satisfaction. These processes follow four steps that identifying the problem faced by the customers, measuring the issue, analyze and improve the customer service processes. Tesco implements these steps in solving the doubts and problems of the customers to build a strong relationship with the consumers. Identifying the problem will help the managers to collect data and analyze it before planning for improving the customer service processes. The customers have become price-sensitive after the breakthrough of the pandemic situation as most of the people have lost their jobs. Hence, this is an opportunity for Tesco to hire experienced employees and provide high-quality products at affordable prices that will maintain its customer base. The six sigma processes will help the company to maintain its price range and high-quality products by understanding the prevalent market situation during the Covid situation. For improving customer service processes, the managers of Tesco align the six sigma processes with the total quality management system that provides a systematic and integrated approach to meet the demands of consumers and solve their problems. According to Androniceanu (2017), the three main approaches of a total quality management system will help the company to increase its business excellence. The three main approaches are improving business efficiency, long-term competitiveness and no task is easy. 



The improvement in business efficiency of Tesco will help the managers to manage the operations and processes in a manner that will enable them to produce those products that will suffice the demands of consumers. This approach will help the managers to allocate the resources accordingly that will produce persistent outcomes that will be favourable for the company in maintaining its customer relations.
Long-term competitiveness will help Tesco to maintain its financial resources and stable market position even during the pandemic situation. Lastly, the “no task easy” approach will help the managers to keep the working community motivated and sustain its business operations during the pandemic situation.
The Enterprise system will help Tesco to monitor the prevailing situation in the market and evaluate steps that will maintain its customer relationship. According to Anshari et al. (2019), enterprise systems help the company to personalize its services and keep a record of customer interaction and problems that will enable the managers to take the necessary steps. This system will help Tesco to understand the purchasing behaviour of the consumers during the pandemic situation and provide the necessary products at affordable prices to maintain its customer base. This system will also help the company to deliver goods at a faster rate as the managers get an idea about the market demands.
The application of the critical understanding of the quality process is considered necessary for an organisation. The aim of the quality understanding of the organisation is to make the customers satisfied while keeping the profit in a well calculative position. The components of the understanding of the application of the quality management process are implemented to get the demanded output.
Customer focus
Most companies primarily focus on the actions to meet and exceed the expectations of the customer demands. Accordingly, the focus of the production team of any company Tesco is to research the demands of the customer and transforming their expectation of the need and demand into reality (Schmidt et al., 2019). The companies stay in search of opportunities to make the customers satisfied also maintain their profit and revenue. However, the companies on reaching a successful point focus on the revenue and maintain the quality of the product to make customers satisfied.

Leadership
The leaders are responsible for the improvement of the motivation and the performance of the employees. The leaders try to maintain a thriving team culture that improves the environment of the workspace. The company Tesco need to provide an environment where the employees will u understand their potential and will try to contribute to the organisation with confidence and accuracy. The companies have held on the market to provide a better-quality product as the result of the employee efforts.
Engagement of the people
The engagement of the people to an organisation refers to the bond that develops between the employees and the higher authorities of the companies (Marcel, 2017). The companies become responsible for the contribution of the employees. However, the employee attitude and contribution towards the company Tesco depends on the treatment of the companies on the employees.
Process approach
The process approach focuses on the strategies that enhance the effective\ness and efficiency of the organisational process. The approach emphasizes the good process that including a better work environment, waste removal reduced costs and improved consistency.
Evidence-based decision making
The business that has the practice of making a factual decision based on shreds of evidence is seen to become more successful. The companies analyse a problem and verify the decision from the higher authorities and people who are delegate in problem-solving. The decision that is made based on the factual shreds of evidence made the justified difference in the culture and productivity of a company like Tesco.
Relation management
Relationship management mainly refers to the well-maintained relationship between the employees. This is also considered to be the prelateship of mutual benefit between the supplier and the retailer (Higuchi et al., 2019). The well-maintained relationship in a workplace provides employees with many official suggestions, help and advice.  


The main aspects of the customer experience are customer satisfaction and customer loyalty. Customer satisfaction will contribute to the theories of the customer experience. Customer satisfaction will lead to customer loyalty. The employees will ensure customer satisfaction when they will be treated in a positive way with the inspiration and the motivation to work. The features of the customer service theory focus on enhancing the customer experience. The reliability in the company service assures the customers with reliable services along with quality products. The company Tesco must focus on the fact that the services or the main offering should be of proper quality and timing. This will increase the customer's reliability on the specific company. The company Tesco must be flexible and provide proper focus on the change of the customer demands with the change in the trends. The company Tesco need to stay prepared to handle the industry changes also. This improves the effect of the company in an adverse situation which will lead to consistency in the quality of products and proper assistance to customer service (Zanin et al., 2021). The trust of the customers can be ensured when the company can assure the buyer to meet his expectation consistently. The customer trusts a company when he gets to realize that whatever he needs will be provided by the company in the way the buyer wants. The company Tesco need to be empathetic with the customers to maintain a proper relationship between the seller and buyer. The customer will understand the needs of the organisation only if the company makes the buyers a part of the official family.










Benefits and challenges of developing and maintaining good customer relationships
Benefits of developing and maintaining good customer relationship
The benefits of the development and maintenance of the customer relationship have provided the company with enormous support. This enables a company like Tesco to assist the customers in need with the personal touch. This relationship has made the process easy where the individual customers can be handled rather than a group by maintained a repository customer profile. The company often adjust the level of the service to reflect the status, importance, and position of the customer. Accordingly, this method made the enhancement of customer service. However, this relationship helps the employees to keep track of the existing clients and use them to decide and choose the potential target audience. The new customers indicate a higher growth of the company revenue (Bittar et al., 2019). The company growth is only possible when the previous customers are satisfied and maintained to have a proper trust and hold. The company with the help of good customer relations continues the surveys to collect the essential data. These data lead to the analysis that provides a list of the customers who have already purchased similar products. The company Tesco focuses on expanding the number of new customers who will be interested in buying that product. Accordingly, the company increases the customer revenue. The company Tesco to have a hold on the customers provide complementary offerings with the specific products. This idea of cross-selling enhances the chance of promoting another product while selling a specific one. The company enhances the option of up-selling while marinating a good customer relationship.









Challenges of developing and maintaining good customer relationship
The company faces a lot of critical challenges in developing and maintaining good customer relationships. The company Tesco need to understand the needs of the customers in order to win their trust. The companies nowadays are focussing on the personalisation of the business or packaging. The personalised packaging makes the customer feel values and satisfied. However, often the company overlooks this portion which creates a slight dissatisfaction for the customers. The company Tesco may use the labelled stickers and personal notes for each packing. This will enhance the trust and customer preference over the organisation (Guerola-Navarro et al., 2021). The company makes various new customer relationships each day. In the contrary, the company must focus on refreshing the existing customer relationship. The customer relationship can be enhanced with the proper networking that will include follow-up emails and calls to key advisers.
Conclusion 
From the above study, it can be concluded that the companies are focussing on promotion and marketing as this will enlarge the vastness of the customers and expand the company in the process. The companies are applying different marketing theories to get the flow of the promotional activities. The marketing mix is the tool that specifies the elements as product, price, place, promotion so that the marketing process runs smoothly. Some elements were added to these primary four elements of the marketing mix.  There are factors that influence the company with system quality and the controls over operations and operatives. Those factors are market advancement, cost of production, quality culture, customer focus and regularity. The application of the key rules on the quality and control system to get is also discussed above.








Reference
Bittar, A.D.V., 2019. Linking management practices to innovation capabilities (Doctoral dissertation).
Clark, M.A., Robertson, M.M. and Young, S., 2019. “I feel your pain”: A critical review of organizational research on empathy. Journal of Organizational Behavior, 40(2), pp.166-192.
Guerola-Navarro, V., Oltra-Badenes, R., Gil-Gomez, H. and Gil-Gomez, J.A., 2021. A research model for measuring the impact of customer relationship management (CRM) on performance indicators. Economic Research-Ekonomska Istraživanja, 34(1), pp.2669-2691.
Hannola, L., Richter, A., Richter, S. and Stocker, A., 2018. Empowering production workers with digitally facilitated knowledge processes–a conceptual framework. International Journal of Production Research, 56(14), pp.4729-4743.
Hendriks, F., Ou, C.X., Amiri, A.K. and Bockting, S., 2020. The power of computer-mediated communication theories in explaining the effect of chatbot introduction on user experience. interaction, 12, p.15.
Higuchi, Y. and Yamanaka, Y., 2019. The potential value of research-based evidence in destination management: the case of Kamikawa, Japan. Tourism Review.
Kadirov, D., Bahiss, I. and Bardakcı, A., 2020. Causality in Islamic marketing research: building consistent theories and stating correct hypotheses. Journal of Islamic Marketing.
Mahafzah, A.G., Aljawarneh, N.M., Alomari, K.A.K., Altahat, S. and Alomari, Z.S., 2020. Impact of customer relationship management on food and beverage service quality: The mediating role of employees satisfaction. Humanities & Social Sciences Reviews, 8(2), pp.222-230.
Marcel de Arruda Torresa, P., 2017. Design for Socio-technical Innovation: A Proposed Model to Design the Change. The Design Journal, 20(sup1), pp.S3035-S3046.
Mishra, D.P., Atav, G. and Dalman, M.D., 2020. Do buzz and evidence really matter in product preannouncements? An empirical test of two competing theories. Journal of Consumer Marketing.




Òkéwándé, O.T., 2020. A Semiotic Investigation of the Relations between Ifá and Yorùbá Indigenous Markets, Markets Location and Marketing Theories. Nokoko, 8, pp.1-32.
Osborne, S. and Hammoud, M.S., 2017. Effective employee engagement in the workplace. International Journal of Applied Management and Technology, 16(1), p.4.




























image.png
&

Product Promotion

Physical
Evidence





image2.png
SERVQUAL




