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Introduction
For Tesco business one of the most important strategies is the quality of the food they are selling. For Tesco business the product and service quality are important this is the way they are doing business. They are dealing individuals and treats so the client compensation can be realized. Client cheerfulness is the most important point in Tesco business.
In this report you will find out about the company context, the company customer relationship management also known as (CRM) also I will research about customer online reviews about Tesco customer relationship management I will look at the internal and external factors leading the CRM problem. After that I will critically review two of the models which will be the IDIC and 
CRM model also known as (Identify-Differentiate-Interact-Customise and Quality Competitive Index). I will explain the model’s strength and weaknesses and some evidence of successful applications (literature review).
In the middle of this report, you will find out information about the Model Selection and Application I will analyse the justify a CRM model to Tesco CRM problem. I will explain 2 marketing theories the first one will be the 7P’s, communication mix.
I will do my recommendation and conclusion on the end of this report also on the last page you can see my references. The quality management is one of the most important concept to be managed in Tesco.The quality management deals with the products and the service quality and also teach the way of doing business.Also deals with people and the business aswell to achive the customers needs.The customers needs are the most important in Tesco businesses.Here, TQM is related to the ‘doing the right things right, first time’.
 Client can be internal as well as external. Tesco buys food from the suppliers then Tesco is customer to the supplier but when Tesco sells the food is serving their customers. Tesco managers are following the concepts. Tesco clients wants from Tesco to sell products to the highest quality they want Tesco products to be safe and comply with all the applicable theories and principles.
Contained by Tesco we have some very competent groups and partners round the world that are contributed to confirming our client prospects are not only met but overdid. Tesco control the quality of the food and every product from the way they are coming to the stores.

Company Context:
 The business was founded in 1919 in Midlesex, United Kingdom by Jack Cohen, he starts the business by selling food and drinks.
Tesco is the best retailer in the United Kingdom. Tesco become one of the famous brands through the years they make a massive growth through the years.  Tesco is one of the world leaders in the market and most of their share is in the UK, Tesco have a lot of competitors and some of them are Waitrose they even matching the pries.
Sellers do not have very loyal customers that’s why they start using category of tools.
Tesco focused on prices, because prices is one of the most important things and prices is what every customer is looking for.
However, in the time of social networks and general connectedness, the improvement of good connections with clients has developed central. Customer relationship management in this days is very useful tool which is used by the businesses to create good relationship with the clients and the partners as well.
What are the benefits of CRM in Tesco?
Costumer relationship management is one of the chances to reward the loyal customers of Tesco. Tesco is using some strategy for their clients on of the strategies is the Clubcard’s, the second one is the Direct Mailings, the third one is Reward Mailing Coupons and the last one is the Coupon at the till. Some of this Tesco is doing personalized direct to the customer. A lot of the retailers in the UK have been struggling to have reliable clients, that’s why they are using a collection of tools to achieve this goal. The prices are one of the most successful strategies to achieve this goal. However, the relation with customers is essential in this business’s has become a usual tool used by the organization to have good relationships with the customers. Customer relationship management can be described as “an integrated information system in which the essential unit of data collection is the customer” Is required that the successful retailers have effective Customer relationship management systems. Tesco is of the business which is using the system effectively. The risk of new competitors in the “major force driving competition” in the selling industry. So, stores use a CRM tool as loyalty cards (involving reduce and gift cards), loyalty programs, magazines, call centres, email contacts, and so on smaller retailers also use several plans to develop relationships with buyers. Tesco is one of the first retailers using CRM tools they were the first who introduce loyalty cards at the business. This was one of the most successful strategy Tesco use to interact more costumers. This strategy makes Tesco the number one retailer shop in UK. They use the cards to develop strong relationship with their costumers after that they start using vouchers which was another successful strategy of the business another one was the call centres that one another successful tool they use that for communication and feedback from their customers. Customer Relationship Management (CRM) in Tesco
CRM is described to as an action by which businesses try to sustain retaining of clients as well as trying to expand the devotion of clients. Several tactics as well as strategies are used by different businesses to guarantee that the objectives of the CRM are completed successfully (John, 2011). However, there is a essential position being competed by information technology towards the CRM development. Information technology is not only a concept/terminology but also a practical actuality.

Tesco history is very interesting and it starts long time ago.They start with one small shop and the name of the person which starts this globall business is Jack Cohen he start seles food stuff during his time in London.Tesco did not stop to stay alive and after a few years become the best grocery shop in the whole country.In this days Tesco is the  largest retailers business in United Kingdom and is international sales and even is a market share within the county .
Over the previous years, Tesco has suffered many violent services of competition in the form of stronger as well as strong competitors, but it has remained able to administer itself to come out as the champion of groceries in United Kingdom. Originally, Tesco opened to trade in food as well as drinks but in more than a few years, it has managed to expand into many vital businesses for example, consumer electronics, clothing financial/monetary services.
Objectives of CRM in Tesco
To have a constant connection with the clients and growth on the client base
To value the needs as well as values of the customers to advance the growth of revenue by fulfilling customer needs.
To realise personal clients and increase on client agreement. Tactics increased to get the objectives.
What are Tesco's internal factors?
Internal Environment of Tesco: Success Factors. Leadership, corporate governance, and corporate culture.
PESTLE analysis of Tesco
Political factors
Tesco operating in 12 counties, and this include Asia and Europe. Many factors can affect Tesco operation. Some of these political factors are tax rates-these are high paid. Another one can be the legislation and the unemployment rate.
Economic Factors
Employment cost is an significant economic factor that can affect UK shops. For example, its annual wage bill is amounting GBP 4.5 billion. In 2018 UK Minimum Wage Rate is increased by 4.4% for 25 years old and onward. 
Social Factors
Customers grocery shopping trend is continuously moving with time. Costumers want fast delivery and same day delivery with variable goods return policy. Most of the people want one-stop shopping. Tesco is depending on their costumers and that’s why they want to provide the services to meet their issues.
Unhealthiest is one of the biggest issues in society and these days a lot of their customers are worried about their health. That’s why Tesco must have more organic food.
 
Technological Factors
Couple of years back Tesco had a big issue with poor customer experience. Industrial progress transported another chance to Tesco to regain the client entrust. The customers now can pay the way they want, the company create its personal online mobile payment system called Pay Qwid. From London to Edinburgh 524 Tesco stores are using this app. Client can take the app and link it with Clubcard and NFC technology. Clients can get points when they pay. There are people are always in a rash for them Tesco create “scan as you shop “check points. And this can save their time and cost as well.
Environmental Issues
To help the environment Tesco encourages the costumers to shop online. The drivers at Tesco are using fuel-saving roads and they even can store the useless plastic bags from the costumers and recycle them.
Legal Factors
Tesco also faced legal action for account cheating and lying the stakeholders, lastly, agreed to pay GBP 12 million to settle the legal action. 
SWOT Analysis of Tesco
Tesco’s Strengths
1. Tesco has a lot of strengths and one of them is that Tesco is the biggest retailer in the UK.
2. The second one is the Leading market share –Tesco has 27.9% of market share.
3. Geographically diversified – Tesco has a lot of stores in many countries.Tesco has around 4673 stores in 14 countries.They have a big market share in Asian they don’t have stores in Europe and North America.
4. Tesco stores grow-At 2008 the stores were 3,751 and, in these days, Tesco has 4673 stores worldwide. 
5. Diversified market and product range – Tesco’s diversification strategy has shown to be effective for the business. They start selling clothing, home items, they open mobile phones business, Scholl uniforms, financial and telecom services, and cotton fair-trading across the globe.
6. Obtained several international awards –Tesco as the favourite shop of Great Britain achieved some awards and one of them is British’s Favourite Supermarket. 
7. Efficient supply chain network – Tesco has beneficial relationship with suppliers. Tesco with simple business model reduce the costs and the management policies and it has created trustworthy connect network.
8. Online shopping –Tesco growth a lot of troughs the Covid 19 lockdown in online industry. Over 60% growth in its online sales. They employed a lot of people because of the Covid-19. 
Tesco’s Weaknesses
1. Failed operations in the US and Japan –They failed in Japan and America in 2012.They close stores after nine years In Japan and 5 years in America.

2. Fraud Trial and Accounting Scandal – 

Tesco have been charged with fines because of false accounting declaration.
3. Decrease in operating profits –There was no profit in 2021 the profit fell with 21.3% which is £1.7 billion. 
4. Fined for selling expired food – 
They paid a fine, because of expired food items. 
5.Low-cost strategy – Tesco is using the lo-cost-
6. Not good working routine in individual marketplaces – Some Tesco shops are not doing good at some shops in different counties.
5. Clubcard disagreement – In 2018, Tesco changed up to Clubcard scheme without telling the costumers.
Tesco’s Opportunities
1. Tactical partnerships with other brands – Partnerships with different brands will help Tesco to offer their products and attract more people to the stores.
2. Joint ventures – There is a chance to be volunteer in Tesco stores and learn how Tesco employees are working this way students can learn and improving their knowledge.
3. Emerging markets – Tesco has a lot of stores inn developing countries but expending its business to emerging counties like Turkey, Indonesia and South Korea can be very successful for the company.
4. Cashless stores –Because of Covid-19 there is a lot oof health risks by touching coins and notes. However, most of the costumers prefer to pay cash, because of this Tesco opened its first cashless store and want to open more soon.

5. Price matching – In Tesco you can see a lot of labels says price matching Aldi. This is the strategy which Tesco is using.

6. Tesco Offers Opportunity to Pay without a Card or any Cash: Tesco now offering their costumers to pay without any cash or credit card. They introduced Tesco Clubcard Pay+ and this can be used only by Clubcard members. This card is like pre-payment features thanks to the Tesco Bank. Only the Clubcard members will be able to use the card to do their online shopping as well.

7. One Hour Delivery – Tesco something calls one hour home delivery service, and this starts to over 100 stores. They plan to expand to 600 stores by the end of 2023.


Tesco’s Threats
1. Christmas ad disagreement – In 2017 Tesco act disrespectful to Christian faith by launching the ad called Christian ad.
2. ‘Fake Farm’ legal threat – Tesco was blamed of false clients with fake farm product names and marketing its food products under fake name of “Woodside Farms.” It faced severe legal threat trial over the issue in 2017.
3. Rising costs – There was events which increased the cost and the affect the company.
4. Supply chain issues – There was a issue with the operations and productivity because of the chain issues. They was pushed to limit some items and the clients could buy after the health crisis.
5. Faces Hygiene Investigation – Tesco was under straight hygiene investigituion because someone found bag of popcorn sparking.This store where they find the bag was ordered to immediately carry out an investigation into matter.There was second complain about tesco hygiene they said that Tesco had very bad hygiene in this stores.The toilets was very dirty and unclean.The enviromentant and the health visitora from the council claimed that Tesco has very bad hygiend standards in this particular shop where the popcorn bag was found.This statement do not help Tesco.

6. Michel Porter’s Five Forces Analysis
Industry competition: High because there Is a lot of supermarkets.
Bargaining power of customers: This is high and one of the reasons is because there is a lot of choices.
Threats of new entrants: Low because there is already a lot of entrance and Tesco is number 1 retailer in the UK.
Bargaining power of suppliers: Low
Threats of substitutes: High because there is a lot of competitors.

7. Models Review:
The IDIC (identify, differentiate, interact, customise) this model is created by two guys the name of the first one is Peppers and the second one is Rogers in 1995.This model help these two guys to evaluate the belief of clients and their value to the business.
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Identify customer expectations.
A company acting regarding client relationship management must first recognise its client’s requirements, needs and preferences. After that you can create new products and strategies with can be adapted with the customers.
Differentiate customer expectations.
If you want your costumers to be happy and to meet their expectation you must separate the client base into value.
This strategy helps to know client expectation.

Customer interaction
The customer interaction helps the business to find out what is the client’s expectations and how they connect to business products and services. The interaction gives you a chance to collect feedback, opinion and wants. 
This helps you to meet client expectations.
When recognizing, separating, and relating with the clients a fair idea can be drawn for new strategies and product customizations. 
This model called IDIC model can provide framework through which companies can step through customer engagement and work to meet their expectations.
The Quality Competitive Index Model (QCi model) is a customer management model. The Quality Competitive Index Model characterizes the various behaviour that businesses should perform to gain and retain customers. This model explains the technology usage in the helping method presented by people. The QCi model examines the customer relationships development without the external environment, and that process affects the organisation’s planning activities.
This model can be described as a customer management model reasonably than a customer relationship model, the Quality Competitive Index model meets on three major activities: acquisition, retention, and penetration. The QCI model starts with the customer’s external environment at the top—their pain points, business goals, and other factors will affect whether they are ready to buy or interact with your sales team, which in turn impacts the customer experience. The customer experience then affects customer proposition (what you offer the customer) and customer management activities. As you can see from the magnified version of the inner circle, many activities are involved to acquire and retain customers. The QCI model also considers the people and technology involved with keeping this whole system going. Although QCI has replaced the word “relationship” in CRM, this model still starts and ends with people.
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This specific model is creating from eight elements, and they are:
Analysis and planning: 
The customer management start with analysis of the customer and developing the value of the business. After that the company can then have their plan and make and activities for engagement.

Proposition: Most of the analysis and planning are made of the clients wants, heading to successful planning. There is some more elements of QCI model. 
Information and technology (IT): Information and technology helps you to manage customers. Technology helps to provide critical information.

· People and organization: Every successful business have a robust team that team can manage the customer relationship managers. The QCI model must improve good team for:
· managing customer requests,
· feedback,
· queries and concerns.
Process management: Managing promotion, sales, and client promotion are necessary for customer management, as per the QCI model. Giving to this model, a constant method which supports constant management provision to clients and recognizes faults is essential.
· Customer management activity:

·  This component of the QCI model has three sub-categories of actions, directed by effectiveness in all.
· Acquisition: It bring in directing of buyers and finding to know their needs for developing products/ services. The completing of this activity involves actually putting across the business’s propositions after identifying the customers and their needs.
· Penetration: This activity helps to understand the customers through the collection of information. After that this information can be collected, after that can be processed to understand how to create customers’ base. This includes simple messages to welcome customers to the company and helping the business connect with the customers.
· Retention: The retention can be done through value development, and the win-back strategy. This strategy attends as a retaining process and a gain process.
Measuring the effect: this helps to make an improvement of the customers management process and the measurement helps understands the level of concert of people.
Customer experience: Adding of client knowledge to the client management mix presents an extra level of measurement. It links gaps in customer perception and customer enhancement. The QCI model provides a detailed process of how to make a connection with the customers.

Application of IDIC Model to Tesco’s CRM Problem.

After my CRM models analysis. I will discuss how Tesco can manage the CRM problem using the IDIC model.
IDIC model is applicable to Tesco as it highlights on data collection.
They are using data to collect information. 

about the customers of Tesco products and the services. They are using surveys and feedback on your shopping experience; they are looking for this from CCTV technology.
Tesco Clubcard launched in 1995 this card makes Tesco growth very fast.
(TESCO - The Customer Relationship Management Champion, 2023)
The IDIC Model is used to promote innovation in organizations by focusing on the key components of innovation. The model consists of four elements that must be present for innovation to take place: Ideate, Design, Implement, and Celebrate. By focusing on these four areas, organizations can better foster an environment of creative problem solving, encourages employees to develop new ideas, and assists in the development of products and services that meet customer needs. Additionally, The IDIC Model also helps organizations measure their progress, which can help them identify weak spots and provide an opportunity for corrective action.
The IDIC loyalty model is a five-stage customer loyalty model that consists of Identification, Discovery, Involvement, Intimacy, and Commitment. This model allows businesses to capture the customer’s attention, develop relationships, and create long-term loyalty. The IDIC model explains customer loyalty by focusing on five stages of customer development: - Identification: This stage speaks to the first time customers interact with your brand and recognize it. This is the initial stage of customer awareness building and engagement. - Discovery: In this stage, customers start to learn more about your brand and products. They begin to explore the relationship between your brand and their needs. - Involvement: At this stage, customers become more familiar with your brand, product, and services and start to form a relationship. - Intimacy: This is the stage in which customers become very attached to your brand and start to become raving fans. - Commitment: This is the final stage in the customer loyalty model in which customers are committed to your brand and products and are willing to be loyal customers. By understanding the customer journey through the five stages of the IDIC loyalty model, businesses can improve their customer relationships and create more meaningful ways to build loyalty. The more committed customers are to your product and brand, the more likely they are to purchase from you again. The IDIC loyalty model is a 5-step model used to increase customer loyalty. The five steps are:
Identify: Identify your target customers and best practices to reach them.
Design: Develop a loyalty program that meets the needs of your target customers.
Implement: Implement the loyalty program through appropriate technology and marketing channels.
Communicate: Communicate the loyalty program clearly to existing and prospective customers.
Measure: Monitor the performance of the loyalty program and act as needed.

Recommendations:
A recommendation for Tesco to further improve their CRM by coy=untinting with their data approach by using the TESCO Clubcard.
Tesco thinks that only data is important to help the market in difficult times. 
Additionally, to the Clubcard, Tesco start working on their strategy and they decide to work with third party organizations to provide them with data to start understanding customer and market needs better.
They can improve by adding more offers on the market like “buy one get one free” I think this offer will make closer relationship between the customers and the market. 
Tesco finds out that the technology is important for the development of good relationship with clients. They start using winning strategy and they been successful.
Breakdown is one of these strategies as it allows groups to simplify sales, adapt their communication with customers, predict shoppers’ behaviour, adjust various policies, develop a favourable image (Mollah 2014). Therefore, the technologies used should be consistent with this approach.

Conclusion:
In general, in this report you can find out a lot of information about Tesco customer service.
I start this report with introduction of quality processes and the customer relantionship management after that I give brief description of Tesco and the Tesco customer relationship management problem also I identity the external and internal factors leading to the CRM problem.
After this I critically review two models, the first one is the IDIC model and the second one is QCI model I explain the models, strength and weakness the middle of the report you will find out Tesco SWOT and Pestle analysis after that you can find out the Model selection and application and I finish my report with my recommendation and conclusion.
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