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CRM (customer relationship management) is an underlying corporate policy that amalgamates internal procedures and tasks and outer lattices. To generate and provide worth to profitable target clienteles by relying on top-notch client associated information and data automation (Buttle, 2008). CRM is essentially about handling the affiliations between individuals within a corporation and amongst consumers and a corporation's consumer amenity agents. To develop the bottom line, CRM identifies the function of machinery and the neutrality of self-actualization. The limited environment of the company-to-consumer relationship and the necessity for constancy in the excellence of efficiency. CRM amenities also depend on the procedure instead of the ad hoc method, including managing customer expectations (Bergeron, 2002). CRM is at the heart of all businesses as the saying in marketing and in many companies that we often hear is “Customer is King".  CRM is, thus, an executive policy that consequences in amplified revenues for businesses (Kulpa, 2017).

Including Covid-19, this report presents how to achieve business objectives by developing and maintaining good customer relationships with quality systems and customer relationships using internal and external factors which affect Tesco PLC’s quality service and customer relationship as a case study. Motivation for choosing Tesco PLC comes from the familiarity of working with Tesco in the past plus the constant monitoring of the company's business performance and activities pre- and post-pandemic because of personal interest in investing in Tesco company shares. Thus, the experience working with Tesco PLC and knowing its organization’s core values and quality service system helps investigate and evaluate Tesco quality service and customer relationship management pre and post covid19 efficiently.

In the report, section one assesses the internal and external factors from pandemics that impact Tesco's consumers quality services system and customer relationship. Discusses how Tesco deals with the circumstance and accomplishes its corporate goals by emerging and retaining excellent customer relationships and includes Tesco's current CRM problem statement. Section two reviews CRM frameworks such as the marketing mix 7Ps model and SERVQUAL service quality gap model. The analytical selection of SERVQUAL model application relates to Tesco’s current CRM problem and its relevance, potential benefits and challenges. The recommendation is how Tesco may deal with the upcoming new situation post-pandemic regarding quality service systems and CRM of attaining its business objectives and retaining excellent customer relationships. However, this report focuses on the organization's quality systems and customer relationship management.
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Tesco is a cosmopolitan grocer company and is a wide-ranging produce merchant operating worldwide founded by Jack Cohen back in 1991. For one hundred and one year’s then, it has grown the brand from a singular shop worldwide whilst their main focus is the UK and Republic of Ireland. Employing 400,000 plus of workforces. It has 4,316 stores (3,629 in the UK) worldwide. Serving millions of consumers daily online and in stores (UK shopping trips per week). Tesco has a horizontal organization supporting all parts of Tesco business, whether the retail industry or their subsidiaries such as the bank, the wholesale division of booker and Tesco mobile. Tesco owns the digital transformation for the group, whether it is robotics whether it is AI. They have built it as a centre of scale and expertise (Tesco PLC, 2021). According to the CEO of Tesco Business Services, Dr Sumit Mitra, the scale means knowing the blueprint for running the operations, governing and managing its businesses. Tesco has it completely scalable whether running in Budapest, Dundee or India. The centre in Bangalore evolved into a horizontal capability rather than a hub. It has a centre in Budapest that supports all its customers in Europe where there are language restriction or data protection issues. In UK and Dundee, they take and manage all the customer calls and the voice calls of customers. They also have a little centre in their UK headquarters. The central hub is in Bangalore, which acts as a centre of excellence for digital transformation. It is an integral part of Tesco strategy (Mitra, 2021). Moreover, in terms of business operation, the lead of Tesco’s creative processes, Daniel Hargreave, said they enhanced and adopted new work methodologies such as Scrum, Kanban, and Agile metrics. Used by their technology colleagues to drive continuous improvement of quality service systems and team’s performance at Tesco during the pandemic and post-pandemic (Hargreaves, 2021).

[bookmark: _Toc81514314]1.2	Tesco Business Performance and Impacts during the Pandemic Covid-19  

The analysts reported that Tesco UK grocery market rises for the first time in more than four years in February, according to consultants Kantar Worldpanel and the grocer’s Christmas trading update recorded record sales. Indeed, the whole sector has benefited from changing shopping patterns during the pandemic, which is why Tesco’s rather lacklustre share price performance over the past year might have disappointed. 
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There are reasons for caution which will be on the mind of all supermarkets, not just Tesco. First, strong growth is expected to slip away as the country comes out of lockdown and consumers have more choice in where they can eat. Second, this is a highly competitive market, and new kids on the block, the Issa brothers seek to disrupt things by pledging to spend £100m on discounts and advertising at Asda. Add to that the sector is already shifting with relationships between Marks & Spencer and Ocado and Morrisons with Amazon developing nicely whilst Aldi’s Click-and-Collect and its delivery services have now been rolled out to over 200 UK stores. Finally, the pandemic has seen the shift to online shopping rocket, and despite increased volumes, online is still not as profitable as in-store. Its Christmas trading update reported that online sales in the 19 weeks, including Christmas, were up 80%. But that extra £1bn of sales comes when social distancing measures require the pick rate to be suppressed by 10-20%. More extensive baskets have helped. However, the new chief executive officer Ken Murphy, told analysts he believes it is possible to get close to equivalence online eventually and offline. Tesco’s board expects this year's working revenues to be broadly in line with last year, without repaying corporate frequency respite. Its Q3 interchange modernises in January logged group marts up 6,1% year-on-year on a like-for-like basis, with the UK up 7.2%. Booker's business at wholesale arm was muted as lockdown prevented restaurants from opening up over Christmas, with like-for-like sales down 2.5% for the whole 19-week period. Retail solid demand helped counter the slump in sales to the catering trade, which was down 30% Q3, rising to 49% over the Christmas period. According to Ken Murphy, the cost of doing business during a pandemic has not been cheap but assuring customers' safety has increased brand loyalty (Hewson, 2021). 
 
[bookmark: _Toc81514315]1.3 	Tesco’s CRM Problem and Its Principal Risks

Customer - Uncertainties such as pandemic and the impact of Brexit and macroeconomic affect the budgets of Tesco customers and, forcing customers to re-evaluate ideas of worth and devotion in a way Tesco were unable to meet. 

The full impact of Brexit on the economy in the short and long term is unclear. However, Tesco is confident that they have the right strategies and processes to monitor risks and deal with them as the situation allows. The epidemic has seen a noteworthy shift in consumer demand for online shopping. Tesco believes that this will allows increasing its production capacity significantly. 

Tesco provides value, pricing, promotions and Clubcard strategies that drive business priorities through governance and governance mechanisms. It has a consistent approach to creating impactful customer propositions by offering competitive quality and value while improving the customer experience. Tesco conducts Group-wide customer insights to improve its services offerings by understanding and leveraging trends in customer behaviour, expectations, and experiences across different parts of its business. Providing good product development and quality management processes and puts customer needs at the centre of decision-making. Tesco tracks the efficiency of its operations by regularly monitoring businesses and competitors and, with the measures that customers tell Tesco is essential to their shopping experience. 

Brand, Reputation and Trust - Flop generates new brand evaluation opportunities to improve the quality, value, and perceived service and meet society's expectations related to climate and sustainability harms communities and stakeholders' trust in the Tesco brand. 

The steps Tesco has taken to forage the country whilst saving consumers and co-workers protected throughout the year of the pandemic have been widely recognised as its focus on weak consumers and backing resident publics across the whole of Britain (Chanel 5, 2021).  However, Tesco realises that a hard-earned reputation can be lost quickly. It continues to carry out initiatives and activities in line with its strategic priorities to build and maintain trust.

Because Tesco Group's policies, procedures and code of conduct set detailed expectations and behaviours helps it make the right decisions for their customers, colleagues, suppliers, communities and investors. Tesco listens to customers and stakeholders as part of a communication and engagement program to reflect their needs in Tesco's plans, including health, community, procurement, climate programs, and sustainability. The committee oversees all corporate responsibility activities and initiatives align with Tesco's customer priorities and brand strategy, including climate and sustainability projects. Tesco continues to use the advice of external experts and Tesco's internal marketing expertise to increase the value and impact of the Tesco brand.

Data Security and Data Privacy - Flop to follow with legitimate or governing necessities related to information safety and information confidentiality in the sequence of Tesco's corporate actions consequences in reputational harm, penalties or unfavourable results and other purposes, including criminal penalties. Significant litigation could adversely affect Tesco's financial performance or adversely affect Tesco's ability to do business. 

Tesco holds a large amount of the personal data of its customers and colleagues. The threat continues to grow as Tesco continues to invest in the security and privacy program. 

Tesco put customers and colleagues at the heart of all decisions related to the processing of personal data. Its Privacy and Data Protection Policy outlines how it can protect and limit the information of its customers, suppliers and associates. Tesco has Multi-year specialized security programs which driving and improved information security capabilities. Tesco Safety Operations Centre to detect, report and respond to safety incidents. It provides a third-party supplier certification program with an emphasis on third-party data security and privacy risks. It gives a privacy compliance program that includes risk assessment and monitoring across Tesco's businesses worldwide. It regularly reports progress and results of security and privacy programs to the supervisory and supervisory committee. Tesco recognizes the importance of training and communication to help prevent data security and privacy-related incidents and offers regular orientation, awareness and review courses for its colleagues. Tesco also provides next-generation behaviour-based antivirus and malware solutions, data encryption and payment and threat detection tools to help decrease the likelihood of being compromised.

Covid-19 - The ongoing worldwide epidemic can have a substantial and lasting influence on the worldwide economy. The pandemic disrupts its supply chain, including its contractor base, especially trade terminations and amalgamations, toil shortage, essential material procurement, and cost increment. Upsurge worker absenteeism and negatively affect Tesco’s business operations.  

Flop to adjust to the alterations caused by this and future epidemics in its marketplaces and the ecosystem in which they operative may harm financial results and competitiveness. It is unclear how this outbreak will change the environment in which Tesco operates and customers' choices.

However, the wellbeing and safety of colleagues and clients remain Tesco’s foremost priority.  The Board of Directors monitors events with regular supervision of the Board closely, assess the impact, and designs an appropriate response strategy. Tesco teams work tirelessly to take specific actions to minimize the disruption its customers face during these challenging times. Tesco increased the number of co-workers in the retail store to maintain additional supply chain capabilities to meet changing demands. They apply the changes to the store (including business hours, others safety hygiene measures and social distancing) and expanding support to their colleagues and clients are at increased risk. They have developed guidelines within Tesco stores and distribution centres and colleagues who work from home and helps individuals adapt to new ways of working. Tesco keeps the controls in line with the appropriate insurance measures in place. It also has a source of cash and committed facilities along with Tesco's strong cash flow to help support Tesco's liquidity and long-term potential.

Responsible Sourcing and Supply Chain - Flop to comply with creation security morals results in grief, harm or disease to consumers, flop to ensure a reliable supply of products in its supply chain. Involving reasonable payments for workers compliance with individual rights hygienic and harmless operating environment meeting climate conversion and sustainability obligations. Moreover, completing all social and environmental standards. Resulting in a supply chain interruption violation of rules and an impact on a reputation that does not meet social expectations. 

The pandemic and the extent of contingency planning for Brexit put a lot of strain on Tesco's supply chain during the year.  Rising demand puts pressure on supply, and some suppliers are unable to maintain operational capability. 

Tesco adopted new approaches to technical audits and supplier audits to ensure standards are met. It moves forward as an environmental plan, and this includes actions related to deforestation and animal welfare. Tesco provides product standards, policies and recommendations to help ensure that products are safe, legal, and of the required quality to cover food and non-food and non-resale goods and services. It has policies and guidelines to ensure that human rights are respected and environmental impacts are handled responsibly.  These include a focus on adequately monitoring the condition and progress, managing risks from endemic sectors, and meeting the wider community's needs. Tesco conducts training programs for colleagues on food and product safety, responsible sourcing, hygiene control, and support of the stores. Tesco provides targeted training to colleagues and suppliers dealing with specific challenges such as modern slavery. With clear escalation protocols, crisis management procedures are embedded in operations to resolve issues if nonconforming products are manufactured or sold quickly. 

Brexit - Flop to adjust to the new UK trade relationship with the EU and how that might occur when further agreements or political decisions are reached resulted in the disruption of the Tesco business. Cost of inflation and the impact on the ability to provide products to customers and the expected price. These effects and Brexit's impact on the UK economy could affect Tesco business financial performance and operation.

The new UK-EU Trade and Cooperation Agreement (TCA) comes into effect from 1 January 2021, stipulating conditions for duty-free trading with the European Union and eliminate the uncertainty of a no-deal Brexit.  Businesses Affected by Border Controls product inspection and more complicated customs documents. The vast majority of trade conflicts occur between Great Britain and Northern Ireland, and Ireland.  The full impact of Brexit on business will come when a new trade model is redefined and a new regulatory framework is understood. 

Tesco conducted assessments and monitor the potential risks of Brexit and its impact on clients, colleagues and shareholders. It Implemented appropriate mitigation measures to address the challenges, including transportation sourcing and procurement, with apparent oversight by senior leaders and Tesco's Brexit Governance Group. Focus on avoiding shipping delays and bottlenecks. They work to ensure the accuracy of the documents to prevent wastage, ensure fresh products maximize shelf life, and work with Tesco's logistics partners. Tesco works closely with the government regulators and the industry in implementing the TCA, sharing data and analytics to inform policymaking.
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In 1964 Jerome McCarthy introduced the marketing mix 7Ps strategy, but it contained only 4Ps: product, place, price, and promotion. The 3Ps of marketing, mixed physical evidence, people, and processes were added later in 1981 by Booms and Bitner. These new additions transformation touch on the 7Ps prolonged advertising mix. The needs, want, and expectancies of clienteles are constantly altering and evolving. Hence, companies need to revisit the 7Ps formula to segment their market frequently accurately. They can only meet and exceed your customers' requirements and retain business challengers (EPM, 2018).
 
Product - touch on corporeal product service or experience. Anything that is being sold requires to make sure that its product is suitable for the marketplace in that it placates or surpasses the consumer's expectations. 

Place - touch on where companies choose to distribute their offerings. It could be a warehouse, a high street store, an e-commerce shop or a cloud-based platform. However, wherever the company chooses to distribute, they need to make it accessible to their audience. They consider their competitors because where they decide to distribute their products can dictate product type and budget number. 

Price - touch on a budget of the service, experience or product. The budget should reflect the customers' perceived value of what you're offering. It should also be in line with the funding and take into account industry competition. If not, the company can jeopardize losing their desired target market. 

Promotion - touch on advertising and sales and marketing techniques. The business has channels such as newspapers, social media, billboards, tv, radio or email marketing. The selected advertising approaches have excellent influencing power over the perception of the brand and its long-term success, whichever promotional methods the company choose. If they want to break through the noise and be heard, the data gathering and market segmentation analysis must be meticulous and well thought out. So, the company reaching the right audience in the right place and at the right time. 

Physical - touch on evidence of the marketing mixes takings on two forms commonly. One proof that service or purchase took place and two proof or confirmation that the trademark subsists. Corporeal evidence of a transaction comes in receipts, tracking information and invoices, whereas evidence of the brand's existence is highly visual. It could be the appearance of the company's building, social media channels, website or business logo. Selecting an unaccustomed trademark or merchandise is dangerous for a consumer. They must know that business is lawful and corporeal proof attains. 

People - touch on anybody who is intricate in the product or brand. It could be those retailing, managing teams or representative customers. When thoughtful around it, anybody who interacts with the consumers can definitely or damagingly influence the brand's perception. There is no use in creating a fantastic product having a lively social media presence and a strong brand if the employees are not behind their company. A company needs to recruit people who will engage with its culture and add value to the organization. 

Processes - the extended marketing mix. It describes the whole experience of the buying process from where a customer becomes aware of the brand and enters the sales funnel to the distribution procedures and then post-purchase customer relationship management. Each step the company takes and the methods it chooses during the process must be done in a professional, cost-effective way and offers the most value in return to the business's attractive consumers. Each facet of the marketing mix is key to the business achievement. No component should be considered in segregation. For instance, the business cannot improve a product without considering a reasonable price or reaching the customer. The company cannot promote its development using a channel unavailable to the aim marketplace by identical means. Via prudently analyzing and segmenting the target audience alongside the 7Ps, the company can ensure that its tactic will be as rationalised as potential (Hurree, 2021).

Although the Marketing Mix 7Ps model is comprehensive, one or two elements are not relevant to the problem. However, a concept from the SERVQUAL model is appropriate. Hence, it will help solve Tesco's CRM problem and deliver better CRM and eventually more profitability.

[bookmark: _Toc81514318]2.2	SERVQUAL Model

The SERVQUAL model is a combination of two words service and quality service quality model. This model aims to identify the gaps in the quality services, so the company has processes that have been referred to as quality processes where are gaps in these quality processes. This model is excellent. By identifying where the gaps are can begin to understand the customer relationship problem. So, there are five gaps within a company. A company can be experiencing all five gaps or one or two of them in whatever combination the company is sharing them. The idea of the SERVQUAL model is to apply it to the company. To identify where those gaps are and then take appropriate action to reduce those gaps to minimize the gaps (Buttle, 2008). 
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The first gap is not knowing what the customers expect. If a company does not know what the customers want, it cannot produce a service or product that the customer would like to buy. It is an obvious problem, so this is all based on data. The second gap is wrong service quality standards. The company CEOs may believe they have an excellent service standard, which may be good, but it is unfair compared to what the customers want. The third gap there is a problem in the company not being able to perform. Service performance gap meaning serving the customer with the product or service that they want. Making the product or service that the customers want is delivering the product or service. It is called service delivery. The fourth gap could be promises do not match actual delivery. So, the company may be saying it can give customers the product they want up to the highest quality. However, their essential production ability is not delivering cannot fulfil the promise. The final gap is the difference between what customers perceive and what their expectations are. So, this is a psychological issue that marketeers can handle. These gaps fit in a model that shows the company as a process divided into the provider line, which means the company. Under the line is the company and above the line is the customer (Marketing91, 2017). 
Therefore, service quality improvement will arise from an error between the consumer's expectations (consumer) and the outcome.  The actual results from the marketer close the gap and make the customer satisfied. In the end, the customer's expectations will play a significant role. Because quality is what the customer can be compared to the scale that the customer can get (perceived quality) from using the comparison service the customers' standards (customer expectations) (Kotler,1999).

Parasurum, Seatholm, and Berries developed and built a tool for assessing the quality of services, known as SERVQUAL (Service Quality), which can be used to analyse the relationship. The quality assessment dimension from ten aspects was reduced to only five elements.

1. Something that touches tangibles is a service offered in physical appearance see the facilities and be able to connect them, such as the equipment, personnel equipment and the use of signs or documents used for communication

 2. Reliability is the capability to deliver services in line with the contracts given to the service provider. Every service provided is accurate. Appropriate and consistent at all times.  Service to let people know service feel service received trust can be trusted.
3. Responsiveness is that the service provider is ready and willing to serve, which can satisfy the needs of the service users as long as the service users can access the service efficiently and enjoy the convenience of using the service
 
4. Assurance is that the service provider has Knowledge and ability to provide service and meet the needs of service users with politeness as well as behavioural empathy, good manners and manners in service including can make the person with the service create trust and confidence in receiving the service

[bookmark: _Toc81514319] 5. Empathy is the ability to provide care and attention to the service provider according to their need’s different service provider requirements (Dawson Findlay and Sparks, 2020). 

2.3	SERVQUAL Application to Tesco CRM Problem 

The first gap is that the management may not understand what the customer wants, and the higher management may not know what the customer wants. The administration may think they know, but in the absence of data, it is only an opinion, so that is why Tesco collect customer data in CRM. Collecting customer data reduces this gap, making it much smaller in factual information about customers’ expectations. So, this gap does not exist at Tesco as they work from reports about customer expectations. Tesco collecting data about customers, so then this gap is minimum to none. The second gap is that the company is using the wrong service standards so service strategy. The higher management has decided what they will do and the actual service transition to make it happen. By making that service happen, management might have identified what they believe is a good service quality standard, but it may be wrong. It may be wrong because customer data has not been collected to determine which one should be okay. However, there is E-CRM and DATA collected at Tesco. According to Dr Sumit Mitra, Tesco uses the IBM Watson platform (IBM, 2021). Then they would find out whether it is the right one or the wrong. The third gap is the service performance gap. So, this is the design and is how the company will deliver the service, so it is all designed meticulously here. But the delivery is failing; it is not being done in action; it has been done poorly or not at all, so that means there is a gap clearly that impacts customer satisfaction but not at Tesco. Gap one, two and three impact customer satisfaction, which means Tesco's internal processes are not poor. They are at high-quality techniques, and they are not failing. The fourth gap the company promises to do more than it can deliver, so through its corporate communications, it is advertising, telling the public it can do a lot and, there are no problems here at Tesco. Tesco can deliver what it is promising. They want to swear they are communicating. The final gap is the difference between what customers perceive and expect so because Tesco may be doing a great deal and could be doing well, but customers perception of it could be wrong. For example, Tesco was a hero during the Covid19 fed the whole of Britain, and it did things very well (Chanel 5, 2021).  However, customers perception may be that they are not thinking the opposite. Therefore, customers may accuse Tesco of not doing more for customers, which is the perception. Some consumers may perceive it as poor quality, so how can Tesco change that. Tesco can change perceptions through communications and education. That is another gap between perceived and expected. So, they expect a certain quality of service, but they perceive that it is not being delivered where it may be provided, and if that is the case, Tesco has a lot of work to do to educate the customer. To show them or help them change their perception that the quality they are expecting, the durability, the standard of the product, the service and whatever it might be is good. 

Recommendation

For Tesco to make the application work, they need to train their management teams on the SERVQUAL concept to deliver better CRM and eventually more profitability. 
[bookmark: _Toc81514320]Conclusion

[bookmark: _Toc81514321]Although the Marketing Mix 7Ps model is comprehensive, one or two elements are not relevant to Tesco CRM problem. However, a concept from the SERVQUAL model is more appropriate, and it will benefit the management team knowing how consumers perceive service quality and how service quality can be measured. Service quality measurements can assist management teams in providing reliable information that can be used to monitor and maintain better service quality. 
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