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INTRODUCTION

The quality processes is essential for the business organization which helps in improvising the business operations along with that enabling it to effectively meet with the needs of the customers. This quality helps in enhancing the efficiency and reduction of waste. Along with the quality processes, CRM also plays an important role in the growth and development of the business. CRM assist the business in effectively building up the relationship with the customers which results into creating customer loyalty and retention. These both things have a huge impact over the revenue of the organization and therefore, it is considered to be an important part of management strategy which results into generating profits for the business (What is Quality Management? 2020). CRM is basically a tool assist the business in collecting the data of the customers which is further utilized by the business in respect to communicating with them. There are various benefits of good customer experience like rise in customer loyalty, customer base, enhancement in brand image and so forth.

This report is based on the organization Tesco and provides and outline about it. It provides insight about the CRM problem faced by the organization which incurred due to Covid-19 and how it has handled it. It provides critical review of various CRM models and its applicability. Next is the selection of right CRM model for organization and determining the benefits and the challenges attached to it. 
COMPANY CONTEXT

Tesco is a British MNC which is into groceries and merchandise retailer. The company is headquartered in Welwyn Garden City, England, UK. It is one of the largest retailer in the world on the basis of its revenue. It was founded in the year 1919 by Jack Cohen and now, it is having a global presence and is still expanding. The company provides diversified items like the books, clothing, financial services, electronics, furniture and food items as well (About Us. 2021). I have not worked here but one my colleague worked here for short period and had a very good experience working there. The company has taken care of its employees and customers very well. The company makes use of various methods and approaches in order to meet with the expectations of the customers. But due to the emergence of the Covid-19 pandemic initially had a huge impact over the business. This resulted into inability of the company to understand and engage with the customers to know their experience as everything was shifted online and physical shops were closed. Thus, the main CRM problem which is being faced by the company is inability to know about the changing customer experience with the company due to outbreak of the Covid-19 pandemic (COVID-19: Tesco counts cost of pandemic as profits slide 20% despite 'exceptional' sales. 2021). But this has resulted into providing the company with the ample opportunity to take benefit of this upgrade or innovate its CRM system. For instance, Tesco closed its physical stores and helped company to go all virtual and Tesco already had its CRM investments in place which aimed in creating a better customer experience by offering customers all they want from one website online. 
MODEL REVIEW

Critically review of two CRM models including their strengths and weaknesses


In the world of business, there are several types of models and theories available that has been utilized in the context of varied firms, no patter about what size and scope it was. Customer relationship management is defined as administrative function that may provides an appropriate base for developing and effectively managing good relationship between organizations and their target market for long term association. Identify, differentiate, interact and customize (IDIC), is one those CRM frameworks, which caters a perfect sound concept through which a company may retain their target buyers and engage them with businesses forever that is quite beneficial and essential for continues success of companies (Lee And et.al., 2020). It made a firm capable to determine current market trend or needs, then make differentiation between existing and previous demand of people, then face to face interaction and finally enable to produce or offer those products that individual customer may prefer to purchase. As the overall process may help to management to build good relation with people who become their potential customers and able to gain the attention of new by conducting word of mouth promotion. 
Strengths-


It keys strength of this model is that it contribute to made organizations stronger to determine individual consumer and differentiate them on the basis of their preferences, needs and expectations towards their favourite ventures products. 


Another strength of IDIC concept related to CRM is that it made firms capable to decrease price sensitivity and marketing cost, which saves time and money as well. 
Weaknesses-

On the other hand, IDIC concept may put negative impact on user just because of having a disadvantage and that is lack of strategic direction about differentiating target audience. 



Lack of suggestion in regard to customers interaction is another weakness of chosen model that may take a lot of time and consume efforts to find out the best one among many. It may do not encompass appropriate guidance regarding how to interact with consumers by using which method, way or technique. Just because of this weakness, marketer may spend a lot of time to determine and select which approach or digital marketing channel they may utilize to interact with people whom they target and suitable in the context of current products and service portfolio. 


Just like above, customer relationship management value chain model is another framework which many companies may follow and drive their attention towards developing those strategies and plans through which they may enhance operational efficiency and effectiveness in excellent manner. It may form strong and effective theoretical values and practical needs of a firm, which here may implement in the context of TESCO (Farmania,  Elsyah and Tuori, 2021). 
Strengths-

The main advantage of this model is that it define varied stages in form of a box named primary phases and supporting conditions that allow a company to focus on each section that it may encompass, to make important changes that help to maintain and effectively develop strong connection with customer who may contribute to increase sales and profitability of venture in term of paying money in exchange to goods. 


Excellent customer relationship management means unpredicted success and rapid growth of brands, which is not so easy for any entrepreneur or management to do so. Another strength of this framework is that it make administration assure that they may build last long term mutual beneficial as well as useful relation with their strategically important target audience.
Weaknesses-

On the other hand, it may affect negatively upon current & further practices of TESCO, just because of lacing commitment and resistance to cultural fluctuation from individual within firm that cause major challenges with customer relationship management implementation. Lack of strategic suggestion about how to retain profitable buyers with a service and good is the main drawback of this model. 

MODEL SELECTION

Analytical selection and explanation of a concept to apply to TESCO's customer relationship management problem
Reason behind model selection-

In the corporate world, there are many organizations exist that faced challenges and deal with issues related to CRM. Here, in the context of chosen company, CRM value chain model is being selected because it provides detain information about what a firm may do to enhance their organizational and operational productivity, which is quite important for organization as it help to enhance its performance level and increase profitability even better than its rivals that operates under same market (Cho and Jun, 2021). The main reason behind choosing above model is that it made user capable to gain a competitive edge in term of improve overall process of targeting people, manufacturing or offering goods and supplying at stores where individual person as potential customer may reach easily with list of items that they tend to buy according to requirements and needs. 
CRM value chain model relate to firm customer-relationship-management problem-

This model is suitable in regard to issue that company may face and that is ineffectiveness to understand and gather information about changing consumers experience with supermarket due to pandemic. By taking chosen model into consideration, management may determine the level where changes may require enhancing satisfactory and experience level of buyers in effective and influencing manner.


With customer relationship management framework, TESCO and its management may focus on using or changing technologies through which they communicate with people to know more about their experience and get reviews about extent what they satisfy from products and services offer by supermarket. 
Benefits to address CRM issue-

It may provide a lot of benefits to organization that operate under retail sector and efforts to be competitive against its key rivals that also run and sustain within same industry. This CRM value chain model may cater benefits to firm in term of driving attention of using advance digital technologies through which they may contribute to retain potential buyers and attract new as well as enhance both groups experience level in regard to online shopping during pandemic (Chengwu, 2020). It may drive attention of manager and leader to determine factors such as customers needs, productivity, operational activities, current market trends and preferences that usually may change among population just because of COVID-19. 


The best thing to address CRM issue is that it enable management to develop effective plan which they may use in effective manner to deal with current and further similar problems that may put negative impact on their venture progress and success in market. Another benefit that firm may obtain by addressing challenge is to focus on in the future expectations of individual customer (Nguyen and Ali, 2021). 


CRM issue may put negative impact on current practices of organization, it may affect its brand image and strategy formation process in same way. Just because of this and other reasons, it is so important for management to address each problem related to customer-relationship-management, because it provides unexpected benefits to them (Gil-Gomez and et.al, 2020). For example, by addressing issues, management with skilled and talented employees may effort to develop effective plan through which they may develop and main excellent relationship with potential shopper who love shopping via online sources or sites that firm may have. It contributes to determine forces that impact negatively and consider suitable approaches to enhance experience of buyers in regard to online shopping. 
Challenges considering CRM problem-

While, conducting practice to identify customer-relationship-management issue within organization, administration may face varied challenges and these are time limitations, lack of idea about suitable data source, lack of support, high privacy and ineffective communication (Blue and Baffour-Awuah, 2020). These are the most common, but critical issues that TESCO may face and effort to deal with each, which is important on the other hand challenging as well until an appropriate plan or strategy may do not form in systematic way to overcome issue and challenge.


The major obstacle emerge during process of determining a specific issue related to CRM that chosen supermarket may face is lack of appropriate understanding about people who may obtain negative experience with company in time of pandemic crisis. Furthermore, just like this, lack of effective communication and coordination between workers and management also develop a challenge, which may put negative impact upon effective customer-relationship-management and made manager unable to take strategic action to maintain good relation with target buyers. It may lead to decrease the productivity and performance of individual candidate and operational effectiveness of brand, which is not suitable for its market image & reputation in retail sector. Due to communication gap, management may obtain less support from staffs as they are unable to understand why it effort to address CRM issue and why it is important to work in a team regarding this action. Time limit also matters a lot as it emerge as another challenge, which is really important to overcome because it may affect negatively upon other functions of business.


APPLICATION
Analytical application of chosen model in organizational problem context and its benefits
CRM value chain method is the provides an insight into the how the businesses develop and implement CRM strategies. In this model there is a primary stage which involves the assessment of the customer’s portfolio. It consists of different processes and each of these are having its own tools and concepts which supports in effect use of the model.  The first step is the customer portfolio analysis, it is considered to be the main responsibility of the organization which supports in establishing the target audience along with developing the relevant products and services (Sun, Law and Schuckert, 2018). Tesco have effectively identified it customers and has been created a wide range of customer portfolio which involves customers of generation which has helped it in generating value to the business and is considered to be more desirable for the success of the business. Tesco has even formulated the ways in which it can effectively communicate and interact with its customers resulting into creation of the long-term relationship. The customer portfolio analysis has helped Tesco in creating particular profile of its customer which is based upon on their past search and purchases made. 

The next step is customer intimacy which helps in determining or identifying the needs of the customers so that the organization can serve in a more effective manner. This will help effectively and efficiently meeting up with the needs of the customers. Pertaining to this, Tesco already make use of this by gathering the customer data and carrying out the various analytical tools which has supported it in identifying the needs, wants and preferences of the customers which results into serving the bets to the customers (Ghazinoori and et.al., 2020). This has also helped Tesco in effectively meeting up with the desires of the customer leading to establishing a long-term relationship with them. The third primary stage is network development which involves satisfying the top customers and in regard to doing this requires well-structured and designed communication channel and establishment of coordination with the various business functional departments (Pham, 2021). This process is slow and steady since it needs extensive interaction among the customers and the company at every step and thus, this requires lot of time. In order to effectively develop the relationship with the customers, Tesco can provide customer engagement services at various stages of sales like pre-sales, sales and after-sales stage. This can help the maintaining a good relation with the customers and the satisfied customers can help in further extending this relationship. This results into making their customers a part of their marketing which includes the loyal customers in developing more connections which will help building a quite extensive network of customers. 

The fourth stage is value proposition development, this is very important as it involves combining with the product or services and then offering a significant value to the customers. This can be done by knowing the overall idea of what the customer needs and the way in which the organization can strategize to offer better products and services to its customers. In order to do this, Tesco will be requiring identifying and developing the resources and then developing the products and services which tends to meet and address the value-based needs of the business (Anees and et.al., 2020). Tesco offers services Clubcard membership which requires subscription in order to avail number of high-quality services. It can provide the option to the customers to customize those services which will support in effectively addressing the customers’ expectations and issues. This help Tesco in creating a valuable network. The last of primary stages is managing the customer lifecycle which refers to the fact that the customers will not indefinitely will remain loyal to a business. The customer lifecycle includes the time from which an individual is a prospect till the time that individual has turned into a customer and left it. But in some cases, there are times when the customer might turn out to become interested pertaining to the advocating the services of the organization to their peer network. In addition to this, companies are always interested into converting the customers into its advocates which assist in extending its lifecycle.  Thus, this stage is meaningful for Tesco which will assist in overcoming its CRM problem.

The secondary stages of the value chain involve the leadership and culture which plays an important role in creating a good business value proposition in respect to the customer management. The organization culture of Tesco is very good which results into making its employees feel happy, satisfied and motivated with the work being done by them. Tesco can try to further improve its culture and leadership practices leading to gaining better outcomes. Next is data and IT, the IT based CRM practices are very helpful in analyzing the vast amount of data and developing useful insights from it (Barcelo-Valenzuela and et.al., 2018). Tesco has already implemented such system and thus required to make use of it in a more effective way for reaching desired goals. The main support structure of business is people or employees as they are the once who interact with the customers to know the way CRM requires to work. They may involve the sales staff, customer service staff, production staff and so forth. The last one is the processes which refers to the tasks which Tesco follows in order to produce a well understood customer profiling along with the network analysis. In Tesco customers are more inclined towards the personalized offerings and these processes supports in offering the same on behalf of the company. 

The core potential benefit associated with addressing the CRM problem is that it will help in retaining more customers along with grabbing the new ones. It will also help in building up the positive brand image of the company which will help in attracting more customer which consequently leads to generating higher revenue for the Tesco and the profitability as well. In addition to this, it will help in standardizing the work flow which will aim at completing the tasks or activities efficiently. 

Challenges of analytical application of customer-relationship-management value chain model
CRM value chain model was formed by Michael power that may determines procedures of a venture that utilized to create an end item or service which add value for consumers. Here, it applies in regard to CRM issue that TESCO may face just because of corona-virus. During process of applying this framework, management may face many issues. For example, it is important for manager to aware candidates about a new system and concept before implementing that at workplace. Lack of understanding about method or theory may negatively impact on final outcome and expectation of organization. Without having proper comprehending about role, action and current activity that management may effort to conduct at workplace for purpose of maintaining and developing relations with customers. It is one of the biggest challenges that management may face to apply chosen model and utilize it in the context of determining factors that affect and influence quality systems as well as customer services.

Lack of skilled workforce is another challenge that management within TESCO may face while implementing chosen concept at workplace to enhance quality systems and control the activities of customers in times of pandemic, which may put a lot of pressure on management in term of making changes within current practices according to situation that is not possible to do so in short time duration. It is quite important for management to have skilled and knowledgable candidates at work area who may build a team of people and contribute to implement each stage of customer-relationship-management value chain model in term engaging themselves among each activity that help to obtain desire outcome such as enhance online shopping experience of individual customers that they may gain by purchasing products from TESCO official online website.


Lack of collaboration at workplace may also emerge as key challenge in regard to application of value chain model that may lead to decrease operational effectiveness of individual candidate and put negative impact on process of controlling customers behaviour towards brand in times of COVID-19. Without collaborating with each other, marketing team members may unable to promote appropriate services and handle customers complaints on time, without making any mistake. It is actually necessary for each candidate whether it perform under marketing, finance, human resource and other departments to collaborate and coordinate. 


Effective coordination and collaboration may benefit organization in the future as well in term of taking strategic action and conducting practices accordingly, which contribute to increase performance level, productivity and customer satisfaction that is the main aim of chosen brand in recent time.

RECOMMENDATION

Based upon the above, there are certain points of recommendations which can be made which will help Tesco in effectively dealing with its CRM problem which has been aroused due to Covid-19 pandemic. These recommendations will in some form result into assisting the organization for its betterment and the outcome associated with it will be having along term impact over the success of the company. Thus, it is very critical for the management to effectively analyse and take into consideration these factors into the success of the company. 

· CRM has evolved over the time in respect to the online communities. It helps in enabling people to connect virtually in such a way which can supplement on the traditional interactions through phone or emails. Therefore, putting more focus on this will help Tesco in effectively getting in contact with its customer base and establishing a proper and reliable communication among them. This will help in providing valuable services to the customers as they are working remotely. This has huge impact over the customer satisfaction and retention. Thus, this will assist Tesco in accessing critical information which are required for the purpose of resolving the customer issues. 

· Another way is by providing care and support to its customers and reaching out to them not in the form of marketing but in an attempt to gain competitive advantage through the way of offering genuine support. This can be done by providing credit period to its customers by offering them the option to pay later within a given time frame if they are unable to pay now. This will result into building a strong and positive brand image in the mind of the people which will help in creating a strong market presence. In addition to this, it will result into having a positive impact on the mind of the customers which will result into building up customer loyalty towards the company.  Such type of experiences are very much critical for the customer in the short term but will result into having building up a positive relationship which is expected to bound last long even after the end of crisis. 

· The Covid-19 crisis is expected to end at some point of time and is rightly to expect that there will be change in the consumer preferences along with the business model. For some people, experiencing the digital platform can be new and along with this, there are chances that some customers might switch permanently or enhance their use of digital platform which in simple terms referred as the accelerating behaviour shifts which was already in its way before the emergence of the crisis. Thereafter, the core focus of the organization should be placed on the customer experience and well-being which will help it in effectively meeting up with the ‘next normal’.   

· Tesco is required to create a whole new team having the experience of effectively dealing with the customers. As this will support in concentrating more on the customers and identifying their changed perception, needs, requirements, desires so that the company can act accordingly which will help in effectively and efficiently meeting up with the desires of the customers. This will support in developing products and services which will meet with the changed needs of the customers resulting into increase and enhancement in the customer base. 

· In addition to the above recommendations, the company in order to maintain a strong customer experience during this time of crisis will require to carry out the rapid research in order to understand the changing dynamics along with the new pain points as well as agile innovation in order to address them. The organizations which are able to master this, will be in the position to creating value for the consumers in respect to the high priority areas within an area of increased competition. This will assist Tesco like organizations to take the first mover advantage as against its competitors by bringing in new and innovative approaches which will assist in grabbing the new customers along with retaining the existing one. This is possible by conducting research which helps in analysing the market and customer requirements and based upon which the new products and services can be developed which will help in establishing a better and effective relationship with the customers.  

Thus, these are the certain point of recommendations which if implemented by the organization will result into helping the company in dealing effectively with the CRM problem it is facing. These recommendations are in aligned with et selected CRM value chain model. Therefore, it will be easier for the management to introduce it within the organization, leading to generating better results pertaining to effectively understanding and engaging with the customers. In order to overcome each challenge, it is necessary for management to focus on strategic implementation of effective approaches that accessible in bulk and utilize in the context of several firms who also seek to satisfy their target market.

CONCLUSION

It can be summarized from the above that the Covid- 19 pandemic has affected the normal operation of the business and the most importantly on account of the maintaining a good relationship with the customers. This has resulted into losing out some of the customer or inability to effectively meet with their changing taste and preferences. There are different types of CRM models which can be used by the organization in order to implement it within the organization resulting into attaining the desired level of goals and objectives. Each of these models have its pros and cons which are required to be effectively analysed in order make sure that right model is introduced within the organization. The CRM value chain model is being selected for the purpose of resolving the CRM problem faced by Tesco. This model has two stages primary and the secondary which incorporates the various core customer related aspects which results into providing immense benefits to the business.  This model will help Tesco in effectively handling the CRM problem it is facing which will consequently lead to increasing its customer base, customer loyalty and retention. It provides long term benefits to the business and thus, understanding and maintaining relationship with customers is very essential for attaining success. 
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