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Executive summary
The report's primary focus will be on the relevance of providing excellent customer service and demonstrating how maintaining profitable relationships with clients is essential to the business's ability to keep existing clients and grow new ones. For the purpose of gaining a deeper comprehension, a variety of marketing theories and customer relationship management theories will be explored, in addition to the significance of AI in customer care, which will also be covered.
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[bookmark: _Toc124093816]1. Introduction 
There are different types of organisations that are operating around the globe. Organisations or companies operate with one motive of earning profit. The organisation sets objectives and goals so that they thrive in the market. One of the main objectives of an organisation is to satisfy its customers. They exist in the market to earn profits but they can only earn profit by satisfying the wants of their targeted segment. In this report, there will be a discussion about the internal and external factors that can have an impact on quality and impact on customer satisfaction. There are different tools that will be used in this report. The organisation will be selected and how this selected organisation deals with its new customer. 

[bookmark: _aq846ccvn1r][bookmark: _Toc124093817]2. Selected company 
For this report, TESCO a United Kingdom-based retail industry has been selected. This company have been operating since 1919 (TESCO PLC, 2022). This company was founded by Jack Cohen a world war veteran. He actually started this company as a small retail store on the streets of London. TESCO gained its name when it launched its first product which was named “TESCO Tea”. Slowly this company started gaining a reputation in the British market and launched many products. Currently, TESCO sells more than 89000 products in their store. This company also have more than 6000 stores in different location (TESCO PLC, 2022). This includes their convenience store and the warehouses of the company. 
[image: ]
Figure 1: TESCO store growth
(Source: TESCO PLC, 2022)  
In the above graphs, the growth of TESCO stores from 2008 to 2022 has been depicted. There has been a significant rise in the growth of the TESCO store from 2008 to 2014. And there is a sudden fall in the stores of TESCO due to the horse meat scandal in 2017‌ (Chen, 2022). There has decrease in the stores of TESCO in 2020 due to Covid-19.
[bookmark: _rgyo34ruba88][bookmark: _Toc124093818]3. Introduction of the Key marketing theories 
There are different types of marketing theories that a company must use to ensure its growth (Quach et al., 2020). More explanations about the different types of marketing theory have been provided below: 
[bookmark: _58vsdfk2v6f5][bookmark: _Toc124093819]3.1 Marketing mix 
The marketing mix is also considered as the model of marketing with 4p’s product, price, place and promotion. These 4p’s are the product that the company sells in the market. Price refers to the pricing strategy of the market (Quach et al., 2020). Place the availability of the company’s product in the market. And promotion is the promotional strategy used by the company to help them to reach the targeted segment. 
[image: ]
Figure 2: Marketing mix 
(Source: Quach et al., 2020) 
[bookmark: _v7smq8ydncvn][bookmark: _Toc124093820]3.2 Ansoff matrix 
This is a strategic tool that helps the company devise a strategy for future growth (Rundle-Thiele et al., 2019). This tool was introduced by a mathematician named Igor Ansoff. This tool will help the marketing manager in forming the perfect strategy for the company which can secure the future of the company. 
[image: ]
Figure 3: Ansoff matrix  
(Source: Rundle-Thiele et al., 2019)
[bookmark: _uy7l044c9jx7][bookmark: _Toc124093821]3.3 Communication mix 
The communication mix is a tool that is essential when communicating with customers. This tool will also help the company in communicating with potential customers (Balmer and Burghausen, 2019). This can be done through advertising, direct marketing, and company websites. 
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Figure 4: Communication mix 
(Source: Balmer and Burghausen, 2019)
[bookmark: _ga6ss2q32vn9][bookmark: _Toc124093822]3.4 Porter’s five forces
Porter’s five forces are a tool which shows the competition in the market. The competitiveness of the company and threats to the company can be analysed by porter’s five forces (Balmer and Burghausen, 2019).  The company can ensure the threat of new entrants and use its strategy to counter the threats to the company. 
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Figure 6: Porter’s five forces model
(Source: Semrush, 2022) 
[bookmark: _jgpkcla52nr4][bookmark: _Toc124093823]4. Marketing mix of TESCO 
4p’s of the marketing mix will ensure the key highlights how TESCO deals with its customer relationship and controls the quality. 
Product: TESCO offers a variety of products to its customers. These products that TESCO sells varies from food product to household necessity. The food products that TESCO sells are as per the food protection act 1990 (Pheunpha, 2021). Violation of this act can be disastrous for the company. TESCO has been compiling with this act to ensure the quality of their product and also to satisfy their customers. TESCO not only sells its own products but also sells the products of other brands. This was to ensure that customers get a variety to choose from. 
Price: TESCO tries to maintain fair prices for their product. With the low prices, the company tries to maintain the high quality of the product. Due to excess competitors in the British market, the company finds difficulty in pricing strategy (Pheunpha, 2021). But it provides discounts to its customers so that it can attract the customers. 
[image: ]
Figure 7: Pricing strategy of TESCO
(Source: Pheunpha, 2021) 
In the above figure, there is a pricing strategy that has been depicted. The customer recognition of the value also has been depicted. 
Promotion: Promotion has a vital role to help the company to reach its targeted segment. TESCO also had to ensure that the promotional channel must reach the targeted segment. TESCO has been spending more than 70 million Euros for the promotion of their products (Khanta and Srinuan, 2019). This company also uses other promotional activities like providing club cards to its customer, which has also played a part in controlling its customers. 
[image: ]
Figure 8: Impacts on TESCO by its club cards 
(Source: Khanta and Srinuan, 2019) 
The above figure, there has depicted how TESCO has increased its turnover by launching a Club Cards. Since the company launched its Club card company has been able to control its customer as well as it also acted as a weapon to attract them. 
Place: TESCO has both online and offline distribution channels. Currently, this company has more than 6000 stores that are operating in the United Kingdom. This includes convenience stores and superstores. TESCO also provides gasoline products which are essential in the market. These stores are huge and are attractive to the customers and their shelves (Khanta and Srinuan, 2019). There are food products that are kept on the fridges, there are huge fridges in their stores to control the quality of the product. Due to Covid-19, the company have seen an increase in their online sales. People were not allowed to move out of their stores. 
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Figure 9: Increase in the online TESCO amid Covid-19
(Source: Semrush, 2022)  
[bookmark: _833ge0wf7db8][bookmark: _Toc124093824]5. Ansoff matrix of TESCO 
This is the strategic tool that will help the company in forming the strategy which can ensure its growth in the future. 

Market penetration: Market penetration is an important factor that a company must consider. When penetrating a market company must look into the development possibilities. TESCO was able to penetrate the market to be the first store of self-service (Clarissia, 2020). This company also was the first retail company to have an online website. This has helped them in retaining customers. The company also introduced which played a vital role in controlling their customers. 
Product development: Product development also has an important role in controlling the customers as well as in the growth opportunity. TESCO offers a varied range of products which are as per the food protection act of the United Kingdom (Clarissia, 2020). TESCO also offers gasoline products which are biofuel. This has helped them in maintaining the quality of the product and also control the customers. 
Market development: Market development is an important factor when the company is expanding in the market. There are different kinds of products that are offered by TESCO. While entering a new market there must be a new promotional strategy, pricing strategy and placement of their product (Khajezadeh et al., 2019). TESCO has failed drastically in the Asian market due to the changes that TESCO had to undergo. 
Diversification: This factor also must be considered when the company launches a new product in the market. TESCO has diversified itself with the product of food and beauty. With the help of this diversification, can help the company in controlling their customer in the new market (Khajezadeh et al., 2019). This can help them in making the things that are available in the market. 
[bookmark: _iqyd5upa90n8][bookmark: _Toc124093825]6. Porter’s five forces
This is the strategic tool which will help the company in identifying the threats of the competitors. 
The threat of new entrants: TESCO is a British multinational retail sector which is operating on a huge scale. This company have a strong grip on the British market and offers a variety ranges of products to their customer (Isabellele et al., 2020). Products that TESCO provides vary from food products to household and beauty products. These products are maintained by the quality controller of the company and the discounts that this company have been providing help them to control their customers. Making the threat of new entrant’s low for the company. 
The threat of substitute: TESCO offer various kinds of product to its customers. The threat of substitutes can be called a medium for the company due to the competitors who offer the same kind of product as TESCO (Isabellele et al., 2020). They fulfil the basic needs of the customers. 
Bargaining power of the customers: The bargaining power of the customer is quite less for TESCO. TESCO offers different kinds of products at a less price which attracts customers. They also offer various kinds of offers like the “TESCO Club card” (Isabellele et al., 2020). This has helped the company in controlling its customers. 
Bargaining power of suppliers: TESCO suppliers have less bargaining power. TESCO offers its products relatively at lower prices (Mahat, 2019). Suppliers can enjoy benefits with those companies whose product prices are relatively less in the market. Suppliers have to stick with TESCO due to their costs and quality of products which has helped them in controlling the customers. 
Competitive rivalry: Competition for TESCO is high in the market. There are big names like Sainsbury and ASDA who are operating in the British market (Mahat, 2019).  Any changes in their products or prices in their product cannot be fruitful for TESCO. TESCO can lose its grip on its customers which makes competitive rivalry high for TESCO. 
Communication mix 
This tool will help the company in communicating with their new customers and also with possible customers. The communication strategy will be formed with the help of this tool. 
[bookmark: _9d64smjkq6c6][bookmark: _Toc124093826]7. Pull strategy 
This is the promotional strategy of TESCO that can help the company to reach its targeted segment (Ofosu-Boateng and Agyei, 2020). If this strategy becomes successful, then the retailer can be useful for the company. This strategy uses the advertisement for attracting customers. Likewise, TESCO has used their ideas in Christmas advertising which boosted their sales in winter. They also promoted the rules and regulation and how safely the products of TESCO were being handled during the pandemic have boosted their sales in the market. 
[image: ]
Figure 10: TESCO net sales
(Source: Ofosu-Boateng and Agyei, 2020)  
One can depict the increase in net sales in 2020 and 2021 due to the advertisement that was provided by the company (Ofosu-Boateng and Agyei, 2020).  Their advertisement strategy helped them in retaining, controlling and attracting their customers. 
[bookmark: _djq7m3yh6p23][bookmark: _Toc124093827]8. Internal and external factor analysis of TESCO 
Internal and external factors must be analysed by the company. The internal factors are related to the company and on the other hand, the external factors are not related to the company but have an impact on its operation (Kuvač-Kraljević et al., 2021). For the external analysis, the SWOT tools will be used and for the external factors the PESTLE will be used. 
[bookmark: _am4tb3yvu8ps][bookmark: _Toc124093828]8.1 SWOT analysis of TESCO 
SWOT stands for strengths, weaknesses, opportunities and threats. TESCO's swot analysis has been explained in detail below: 
Strengths: TESCO's strength is the quality of products that this company provides to its customers. This company has a good brand image in the British market (Benzaghta et al., 2021). The customers are loyal to this company due to the variety of products that are offered to their customers. Due to their pricing strategy, the company is able to attract, retain and control its customers. 
[image: ]
Figure 11: TESCO stores expansion due to the high quality of products 
(Source: Kuvač-Kraljević et al., 2021)
Weaknesses: TESCO is stubborn and doesn’t want to change its marketing policy which was the main reason it failed in the Asian market. There are many scandals in which TESCO already have been involved. In the horse meat scandal, they were also fined for selling expired products in their stores (Benzaghta et al., 2021). Companies cannot always get involved in this kind of scandal or else it will have an impact on their brand image. TESCO will lose control over its customers, which will decrease its market share. 
Opportunities: Due to its brand image, TESCO has many opportunities. There is no other company that offers discounts like TESCO (Teoli et al., 2019). And this company is expanding their stores known as the Jack store, which offers discounts on various products. Expanding on emerging markets like South Korea, Indonesia and India with the new strategy can be fruitful for the company. 
[image: ]
Figure 12: Revenue of TESCO due to Jack store
(Source: Kuvač-Kraljević et al., 2021) 
Threats: Retail market in Britain is highly competitive. TESCO can face the threat from companies like Sainsbury and ASDA, which are significant threats to TESCO in the British market. There has been a rise in the materials costs in the British market due to the ongoing war in Europe, and TESCO will have difficulty setting up their products' prices (Teoli et al., 2019). This can be a threat as TESCO might lose its control over its competitors. 
[bookmark: _fjxkwr1jh4el][bookmark: _Toc124093829]8.2 PESTLE analysis of TESCO
PESTLE analysis is the tool that analysis the external factor of the company. PESTLE stands for Political, Economic, Social, Technological, legal and environmental factors that can have an impact on the organisation. 
Political factor: Any political changes that are happening in the country where the company operates come under the political factor (Adamyk, 2019). TESCO also has to bare this external factor while operating in the United Kingdom. Just like Brexit has impacted TESCO. There were changes in the trade policies and the retail sectors are suffering from setting up their prices. The company will fail to maintain the quality of its products and also lose control over its customers. 
[image: ]
Figure 13: Profit struggle due to Brexit
(Source: Adamyk, 2019)
Economic factors: Britain had an impact on their economy due to the pandemic. There were many sectors that bore losses due to the pandemic. TESCO has both online and offline stores that are operating in the British market (Adamyk, 2019).  Their online sales boosted due to the pandemic, due to the restrictions that must be followed by the local people that are living in the society. 
[image: ]
Figure 14: Online sales of TESCO from 2020-2022
(Source: Brock et al., 2022) 
Social factors: The social factors are the cultural factors that can impact the company. There can be a change in the cultural trends which must be followed by the company to control its customers (Brock et al., 2022). The demand for halal meat from Muslim customers compelled TESCO to make the changes which also boosted their sales. 
[image: ]
Figure 15: Halal meat benefit enjoyed by TESCO
(Source: Brock et al., 2022)  
Technological factors: Technological advancement is happening at a rapid speed. A company must compile these changes to attract and retain customers (Baliyan, 2021). The use of cashless payments and AI bot customer service must be adopted by TESCO to have control over its customers. The use of AI in maintaining the quality of products can also be fruitful for the company. 
Legal factors: TESCO maintains a good brand image in society. Their products are manufactured according to the food protection act (Baliyan, 2021). The company must compile with this act to ensure that they have control over its customers and maintains a brand image in society. 
Environmental factors: Technological advancements have bonded society with the environment. TESCO has been working on decreasing the waste that is generated by the company (Baliyan, 2021). They are forcing their customers to work on this matter which can attract new customers and can also help the company in controlling their old customers. 

[bookmark: _3qpb58zhyfdw][bookmark: _Toc124093830]9. Strategies for dealing with new customers' demands 
The advances in technology are one of the revolutionary changes as it has totally changed the way of buying and selling products and services. Almost every business has adapted to all of the changes that the technologies have brought in and similarly TESCO Plc one of the most popular online stores in the United Kingdom and has been striving to provide excellent customer services twenty-four seven annually so as to maintain the level of profit and consistent revenue stream in the business (Lee and Lee, 2020). The advent of covid-19 pandemic has increased the use of digital technology for basic operations and also for the selling of products and services. The company has a digital presence which has allowed the business to conduct its operations through the online channel and management of the supply chain all of the customer services need to be done effectively and efficiently allowing the business to maintain a good customer relationship which will help create a better customer experience allowing the company to retain customers for the longer period (Berman, 2019). Some of the key strategies and tactics used by the company to maintain better customer’s services will be discussed by applying some of the major theories and concepts as well as analysing the internal and external factors affecting the businesses will be discussed and the benefits of the maintaining the better relationship with the customers will be discussed below: 

Leveraging Social Media: Leveraging the use of Social Media for elevating customer relationships can be done in interesting ways. Social media is one of the most used platforms by almost every business organisation for connecting and communicating with customers (Paul and Rosenbaum, 2020). TESCO has been using the social media platform for selling its products, promotional activities and adverts, the company has been using it to address the queries and problems that the customers are having. The company consistently engages with the customers, enabling customer loyalty, which will play a vital role in retaining customers for a longer period. 
Creating CTA (Call to Action): A call to action is the software that allows the customer to make quick decisions, this strategy is used by almost every organisation for making customers aware of the sale, in various ways by asking questions, making an offer and more (Cai and Lo, 2020). This has allowed the business TESCO to consistently connect and engage with the customers , making them aware that the sales and discounts will make the customers save money, which is crucial for the business to retain customers (Hamilton and Price, 2019).
Creating a blog: An organisation's marketing team needs to create a blog post for their website, it is nothing but just content that makes the consumers make a purchase decision and know more about the company and its services. TESCO has consistently created content that benefits consumers and lets them know more about the company’s services (Mishra et al., 2021). These blogs are posted on the official websites and social media pages to educate the customers and promote the company and their products and services (Kim et al., 2020). 
Effective Training: This is also one of the most basic approaches used by almost every business organisation, training all of the employees effectively to make the employees competent and well-trained for excellence in customer services. TESCO has a very excellent staff that is well trained and provides excellent customer service. This has allowed the organisation to address all of the queries and problems that the customers have ultimately allowed the company to retain the customers. 
Hiring skilled employees: Hiring skilled and well-trained candidates is very important and having a great sense of knowledge on the significance and importance of customer services is a must. The interviewers must be able to screen the candidates properly for making sure that all of the candidates are well-determined and able to represent the company in the most consumer-friendly way possible. It is the responsibility of the management team to train the employees so as to make them compete with the work and the services they provide to the customers. The employees representing the company TESCO are very efficient and excellent with their work as they provide the customers with excellent services which make the customer satisfied with the company and will also help in the retention of the customers. 
Developing excellent Customer Service Policies: It is the firm’s responsibility to implement and establish service policies that manage every imaginable thing that the customers might have in their minds. Some of these include picking up the call on time, replying to queries through the mail and other chats, being generous with the return and exchange policy, swiftly and smoothly handling angry customers, providing customers with updates if any products are being delivered and more (Ishfaq et al., 2022). Having a set of policies and standards for customer services will allow all employees to act and work accordingly with the customers per the standards maintained by the company. TESCO is known to Java one of the best customers service policies as they use various software like the CRM (Customer Relationship Management) software which allows the company to automatically address all of the queries and problems that the customers are having, and the updates on the delivery of the products are also done automatically sending the customers with accurate updates on their order. 

These are some of the basic strategies that the company TESCO Plc uses for managing all of the customer's demands and queries that they are having; customer services are not the thing of the factor to be neglected because it is one of the most major things that ensure the continuous flow of the profit in the businesses. The company has great customer service, which has enabled them to be in the position where they are currently. There were a lot of disruptions that were caused due to the pandemic Covid-19 which has caused so many businesses to shut down temporarily as well as permanently, however, the company TESCO Plc has continued to provide customers with excellent service during the time of the crisis. During the crisis, the company consistently and continuously provided the customers with updates on how they are maintaining and delivering the products to the customers so as to ensure the maximum level of safety. The company has prioritised suppliers during the crisis so as to make the food and the basic items available so as to continuously feed their customers and the nation. The covid-19 crisis is one of the major external factors which has changed and fluctuated other external factors as well like the political factors, and changes in the rules and regulations of the nations (Tang and Veelenturf, 2019). This has affected almost every business in the world. During the Covid-19 TESCO, there was a rapid rise in online shopping. The rise was approximately from 9% to 16% of the total United Kingdom online sales (TESCO PLC, 2023). 
There was rapid growth in the online sales of TESCO during the Covid-19 crisis which has ranged approximately up to 43.5% just in the three months as compared to the pre-Covid-19 crisis (TESCO PLC, 2023). The company has instantly responded by doubling its online capability, which has let the company build up approx. 1.3 million slots for the online delivery of the products. The company have managed the transportation and logistics very effectively, which has allowed them to deliver all of the orders efficiently and on time and has also provided the customers with regular updates on the products and has also educated them on how the products are being handled and delivered safely to the customers. TESCO delivered approximately almost 12.6 million orders just within the quarter. This was possible due to the quick response of the company to the external environment which allowed them to adapt and adjust according to the changes which have mitigated the losses and threats that were caused by the pandemic (TESCO PLC, 2023). The services that the company provided to the customers were maintained with excellence allowing them to trust the company fully which has resulted in the consistent flow of sales and revenue during the pandemic. The cost incurred by the company so as to survive and operated and continuously provide services to their customer was pretty high. The cost incurred in providing the employees with the PPE kit (Personal Protection Equipment) and other items related to safety was approximately around £65 million as the company has approximately around 3628 outlets all over the globe. The business has maintained a level of excellence in customer service during the time of the pandemic as well, leaving a deep level of impact in the minds of the customers. 

[bookmark: _x3q4e4mquady][bookmark: _Toc124093831]10. Artificial Intelligence (AI) and its importance for maintaining Customer Service 

Artificial Intellect (AI) mimics human intelligence or stimulates it. AI is placed in computer systems to automate tasks without needing to instruct them (Cao, 2021). Artificial Intelligence, one of the most prominent and infamous technologies, is employed by various businesses, like Tesla, in transportation. Other firms may utilise artificial intelligence for customer care, which keeps customers loyal (Xu et al., 2020). AI for customer assistance is a fascinating and effective technique to solve client issues rapidly. Due to the enormous number of clients, the company's customer service crew takes longer to answer inquiries, while AI can answer issues faster (Guha et al., 2021). Machine learning allows a computer system to perform automatically without being designed by humans by learning algorithms and patterns and responding to certain events. Installing organised or unstructured data allows AI to comprehend and interpret NLP (Natural Language Processing) for customer assistance. After installing NLP data, the AI will learn algorithms and automatically reply to different sorts of messages based on moods, urgency, and inquiry intent (Huang and Rust, 2021). TESCO uses chatbots on its websites and other digital channels to quickly address consumer questions. AI may also be used to answer emails and other contact channels quickly and efficiently to keep consumers happy.
Some of the key benefits that the installation and implementation of Artificial Intelligence for Customer Support are: 
· Quick support is provided as any messages from the customers are instantly replied to with solutions which enhance the experience of the customers (Huang and Rust, 2021).
· Guaranteed and consistent support is delivered to the customers even if the customer support team or the marketing representative is not present which means 24/7/365 guaranteed support is being delivered to the customers (Guha et al., 2021).
· Mitigations in errors made by humans, sometimes employees tend to impulsively reply to angry messages from customers which can decrease the level of consumer experience. As the AI is trained to be precise and accurate with the task which mitigates the risk of errors made by humans (Xu et al., 2020).  

[bookmark: _w10pwi7ixpz2][bookmark: _Toc124093832]11. Conclusion 
The report has basically covered the significance of customer services and how it can enhance the productivity of the firm and help the company grow and develop consistently. Customer service shouldn't be taken lightly as it can help the organisation to retain its customers and make them loyal towards the business, retaining customers means consistent and continuous purchases from customers which can help the firm maintain the consistent flow of profit and revenue in the business. Retaining a large number of customers means retaining a large amount of profit for a very long period of time and the business has to consistently to work for strengthening the customer relationship. The report has basically covered the impact of internal and external factors on the customer services of the business and the Covid-19 pandemic has been taken as an example of the external factors affecting the customer service of the businesses. Various theories of customer relationship management and marketing theories have been used to identify the significance of customer services for maintaining profit margins and also for maintaining a good customer experience. The strategies used by the organisation to manage customer service have been discussed along with the significance of AI for managing and maintaining customer support 24/7/365. 
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