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Executive summary
In this report I will analyse the internal and external factors of Tesco company affected the customer relationship, and quality process and describe how the company manages the situations, also what can be recommended to improve the company image.
Introduction
Total quality management was first applied to the manufacturing industry. To survive in the service industry, TQM techniques had to be adapted to fit into supermarket's and investment firms' services to become successful. Customer-focused Total Quality Management describes an organization's commitment to continuous improvement by involving all employees. Integrating quality discipline into an organization's culture and activities requires data, strategy, and effective communication (Barone, 2023). Quality management systems, which are the successor to TQM for the company, incorporate many of these concepts. By applying the principles of quality management, Tesco has maintained its position as the UK's leading supermarket. As part of quality assurance, the company aims to provide products and services with high-quality standards and customer loyalty, in addition to good human resource management for the employees (Barone, 2023).
Customer relationship management (CRM) is described as, "the process and function of creating and delivering value to targeted customers at a profit through internal processes and functions, and through external networks.". To perform this function, high quality customer data must be available as well as modern information technology. Business processes are optimized by collecting and analysing information in CRM and using data to inform them. An important element of CRM is that it combines the external business environment and internal business processes, creating a synergy that is beneficial to the business as well as to the customer (Buttle, 2008). A CRM system can be classified as strategic, operational, analytical, or collaborative. The main objective of the strategic method is to gain and retain profitable customers. In contrast, the operational type of management focuses on automating marketing, sales, and customer service. Analytical CRM uses a data-driven approach, mining customer data for tactical and strategic purposes. Lastly, collaborative management incorporates technology to maximize customer, partner, and company value. CRM and quality procedures are critical in providing effective customer service inside a company. Excellent customer service may result in higher revenue, customer retention, greater loyalty, new customers, enhanced brand image, and the development of trust (Buttle, 2008).
Report outline
I will use the PESTLE model and SWOT analysis to examine Tesco's external and internal business environments, as well as the influence on the CRM. Following that, I will examine the IDIC model and the QCI model.
Then, using the CRM model, I will discuss how Tesco can best handle the customer problem.  I'll investigate marketing theories such as the 7Ps.
Company Context
Company Background
Jack Cohen launched Tesco in 1919, beginning with a humble East End London market. Tesco first appeared in 1924, and its first store opened in 1929. It acquired a few more stores and supermarkets until the 1950s when it significantly expanded to approximately 800 locations (Ward, 2021). In 1995, the merchant started their Internet shopping service, which is currently active and profitable for its owner. Tesco has extended its store types since 2001, including Tesco Extra, Tesco Supermarkets, Tesco Metro, Tesco Express, and Tesco Home Plus. Tesco is now one of the world's and the United Kingdom's largest food retailers, responding to an assortment of client needs (Ward, 2021). Tesco established its customer loyalty card cards in 1995, allowing loyal and frequent customers to add additional benefit points to their wallets with each shopping. These points can be used to account for cardholder discounts and promotions, as well as other privileges, which improve their preference and commitment to the shop. (UK Essays, 2018). Although the merchant has a successful image in the market according to a survey published on Retail Week news showed that Tesco has low customer satisfaction in comparison with its competitors (Lidl, Aldi, Asda) due to discounts (Goldfingle, 2014). Another complaint news according to Retail Gazette described that the consumers are dissatisfied with the self-checkout introduced in the groceries, a petition initiated by Pat McCarthy has over a quarter-million signatures in opposition to Tesco's "overwhelming" self-service checkouts (Nazir, 2022). An additional announcement from Daily Record news described Tesco's customer's issue that the retailer received over 500 complaints from consumers who are unable to purchase items online (Pugh, Barker, Williams, 2022). 
Internal factors of the retailer:
SWOT
Tesco's strengths include an excellent reputation in the marketplace while gaining World Retail Awards of the Year in 2008. The Global Retail Awards acknowledge some incredibly outstanding and highly progressive entrepreneurs, which increases the value and attractiveness of Tesco's brand (UK Essay 2017). Tesco has great competitiveness gaining 26.9% of the grocery market share in the United Kingdom, while its nearest competitor, Sainsbury's market share is 14.9% (Sudkaharan, 2020). Great Pandemic Performance: during COVID-19, Tesco increased their sales by 10.5% in the three months from increased online sales, also employs 16,000 staff to meet increased demand (Sudkaharan, 2020). Adaptability: Tesco's delivery capacity was doubled to 1.5 million slots in response to pandemic-triggered restrictions. As a result of the upgrade, profit increased 28.7% to £551 million. Tesco has been judged as the winner in the EMEA region for Advanced NoSQL Architecture by Couchbase. As a result of COVID-19, Tesco optimized its delivery scheme. It’s important for every corporation to have well-trained employees to perform company-specific tasks efficiently, in this case, Tesco provides employees training to be insight and familiar with the work process to be capable to make good customer relationships (Kim, Halsworth, 2015).
Tesco weaknesses –
Quality control- the store still receives complaint about product. Shortage of products- during COVID- 19 Tesco is restricting several its sales to avoid shortages caused by panic buying, while assured the customers the stores is stocked well, but really, they have empty shelves. Issue with Inventory control- displaying expired products 15 days past their expiration date, Tesco paid a fine of £175,000 to the Food Standards Agency. Tesco removed the products and implemented a procedure to avert such problems in subsequent years in reaction to the situation. Concerns about food safety: Tesco recalled food following the discovery of safety issues and defects that put customers at risk (Sudkaharan, 2020).
Opportunities-
Keep increasing in E - grocery: The pandemic taught people to shop online. High unemployed rate: these may help Tesco gain staff if needs, with more attractive work opportunities. Growth of Vegetarian Foods: The global demand for plant-based protein sources is expected to reach £4.1 billion by 2020. Switching to meat substitutes also benefits long-term business. In view of this possibility, Tesco has aimed to grow in meat replacement hierarchy management style with many ranging levels from retail sales to CEO management, which is possible to restrict the smooth processing in daily duties. An optimized structure could be aiding the company in fulfilling objectives more effectively (Barnes, 2011). On a regular schedule, the merchant chain is dependent on a diverse set of systems to achieve environmentally conscious functioning, likewise, this type of system is confirmed to be a disadvantage in managing sustainable organizations. The initiatives to simplify the corporation system will give better results, which also will affect CRM (Belavina, Girotra, Kabra, 2016).
Threats-
Brexit and the Distribution Network: Brexit establishes barriers at the entry gates, which makes it difficulties to import the products from EU (Sudkaharan, 2020). Competitors- competitiveness in the marketplace is fast changing process due to quality and price.
External factors 
Political- Tesco is a worldwide company and has different political and governmental systems for each country. As a result, the brand should continue to be mindful of them and provide good quality products, to comply with local safety laws. Britain has a highly reliable political climate, which has allowed it to become the leading retailer in the marketplace (Shaw, 2023). Tesco's Tax strategy on giant supermarkets was rejected by the government UK to prevent increasing prices. Such measures in the future may have a negative influence on Tesco’s customer opinion (Farooq, 2023).
Economical- financial indicators are a source of worry for Tesco since they have a direct influence on customer purchasing behaviour, due to economic creases and price inflation (Farooq, 2023). The company finds it difficult to maintain a competitive level while Aldi and Lidl attract the buyer with attractive discounts (Butler, 2022). To overcome the economic situation the merchant, take steps, cutting staff, eliminating more expensive components from pre-prepared meals, such as butter, and lowering the size of packages are additional cost-cutting possibilities. Additional cost-cutting strategies include limiting the frequency of store deliveries and modifying how or where food is prepared, or components are sourced (Butler, 2022). However, there continues to be a lot of financial uncertainty, which means that customers could find in the competitor cheaper deals, additionally the elimination of quality on product and reduced delivery time may further shake client interest.
Social- Consumer purchase patterns are always progressing. Consumers have demanding lifestyles and expect same-day and rapid delivery, as well as a flexible goods, return policy. Another key issue is the interaction between customer opinions and beliefs and product and service demand. Furthermore, obesity is a worldwide problem in society, and customers are more concerned about their health. Tesco must handle changing customer preferences as well as an increase in demand for nutritious goods (Farooq, 2023). Tesco's social advantage includes Halal meat for Muslims, kosher items for Jewish customers, ocean-caught seafood, and a choice of Vegan and gluten-free products. The retailer intends to boost the sale of vegan food by up to 300% by 2025 (Shaw, 2023). Which gives Tesco a competitive added benefit?
Technology- The retailer used a smart technology strategy to delight his customers and improve the efficiency of the facilities company's operation, which has a beneficial impact on the consumer. With the introduction of wireless devices, the organization provides its users with smart technology that facilitates their shopping with speed, gives them convenience with scan while shopping, users shop and mark products, saving time and enabling customers to manage their grocery budget, they save on waiting time at the cash register. even more so, it is a relief for the workers, because through the technology they can easily monitor the need for refill (Farooq, 2023).
Environmental- The worldwide retailer launched the Greener Living Plan to empower people with facts about the environment, such as how to reduce the waste of food and minimize ecological impact when preparing meals. Customers that reuse bags, recycle mobile phones and aluminium cans and choose bagless services earn Tesco Loyalty card points. Tesco now encourages customers to shop online, and delivery drivers will choose fuel-saving ways as well as collect and recycle unwanted plastic bags from customers. Furthermore, Tesco intends to use green energy and generate 100% of its own electricity by 2030 (Tesco, 2003, p.30-37).
Legal- According to a Davis report from 2018, the European Union adopted restrictions that limit corporations' ability to make deal with company outside the EU, UK is no longer a member of the European Union, so cannot combine with large merchant from EU. . According to studies carried out in 2016, the workplace culture is significantly skewed. It discriminates against people on the basis of their gender and age. Tesco failed to provide a realistic picture of its 2017 profitability and earnings. The brand was substantially penalized by the courts for providing misleading details. Such lawsuits harm the reputation of the brand. (Shaw, 2023).
Porter’s five model 
Bargaining power of the Tesco’s customers
One of the key factors affecting the ability to bargain with the customer is the wide range of competing companies in the market. Customers may choose the stores that offer the greatest scale-savings since the items the business offers are often ones that address their most basic requirements. However, the cost of necessities won't significantly vary between retail establishments. Thus, it is reasonable to assume that customer influence is low. Additionally, the products are made in a way that allows for an opportunity for brand loyalty (Rahman, 2023).
Bargaining power of the suppliers of Tesco
Most retailers get their basic items from a selection of suppliers. Strong suppliers in the consumer services sector use their position in negotiations by pressuring shops for higher prices. The final effect of increased supplier bargaining payment is a decrease the profitability.
Threat of New Entrants
Due to the high capital requirements, the threat of new entrants entering the UK supermarket industry is quite low. Tesco, on the other hand, has a well-known brand and has made a name for its position as an established leader in the UK grocery and superstore sector. As a result, it is unlikely that new competitors will be able to successfully compete with it in the near future, even if they are entering the market.
The threat of substitutes 
Every business runs the risk of having customers switch into competing offerings or services. Tesco has a quite low possibility from competitors. It is the biggest supermarket chain in the UK and offers an enormous range of products and amenities, so it is uncertain that high number of customers will choose to use something else.
Rivalry amongst Tesco’s existing competitors
Tesco Plc operates in the highly competitive retail sector. The organization's total future earnings suffer with this competitiveness. (Rahman, 2023).
CRM Model review
The IDIC CRM methodology, which refers to recognize, classify, interact, and customize, was established in 2004 by Pepper's & Rogers Group, a consulting business, the strategy includes four phases and is built on developing a relationship with every client. The first stage is to figure out and comprehend the customer's demands (Buttle, 2008). Maintaining that the company possesses a system for identifying specific customers, not just with a product code that was sold, but also through system that identifies the customer.  When a customer returns, whether in-store, by phone call, via the web, or otherwise, the company must be able to identify him. Moreover, companies must "know" each customer as completely as possible, including behaviours, choices, and other characteristics that the customer uses (Peppers, 2004, p. 68,69). The second, is differentiating between present high-value consumers and those who will be most beneficial in the future. Customers have a variety of significance to the organization, and they have different expectations from the enterprise. The process of categorising clients based on a certain factor is an important step in effectively understanding the customers demand. The customer differentiation mission will need a company to classify its clients based on their value to the company as well as what needs they have (Peppers, 2004, p.69). The third phase is interactivity, which entails sharing information with the consumer in order to understand their expectations and evaluate their expectation with competitors. More precisely is time for the company to improve their friendships with customer. Engaging with consumers via different channels enables the corporation to assess their needs, principles, and interactions (Peppers, 2004, p.69). Lastly, customise process is essential because it takes the data gathered and puts it into action (Buttle, 2008). To engage a consumer in a continuous relation, a company has to modify how it operates to meet the indicated demands of the customer, this might include quantity-customizing a product or adapting an element of its service (Peppers, 2004, p.69). This is accomplished by offering an offer and adapting communication to the client's needs. 
QCI - The Quality Competitive Index - This technique was developed by employees of a consulting firm as a way of managing customers (Buttle, 2008). CRM methodology concentrates on client maintenance rather than client relationship; it is formed by eight aspects (Thakur and Chetty, 2019).   
1. Research and strategy - improving the service if it is needed according to the client's demands, determining the value of the service offered to the client. 
2. Proposition – establishing the service to consumers based on their demands, and then promoting this method to the customer.
3. Information- analysing the database through the technologies. 
4. Organization and people- assign specialized workers to manage customer insights, such as service requests and online reviews. 
5. System administration- sales and customer service employees are continually aiding consumers, analysing weaknesses, and finding out how to resolve them. 
6. Customer service activity - this factor includes three components: 
· Acquisition - acquiring and learning about new consumers. It entails engaging clients and learning about their needs in order to build products/services. This activity entails successfully communicating the business's offers after recognising the clients and their demands. 
· Penetration - gathering knowledge about clients and assisting them in feeling connected to the company and its aims. Discovering clients by collecting data that may thereafter be analysed to determine how to best establish a valued customer base. Simple messages are used to welcome consumers to the company, offer a knowledge of the business operations, and assist customers in connecting with the corporate goals. 
· Retention- keep customers engaged by resolving dissatisfied customers, ensuring in further participation. It might be performed via both value generation and a win-back plan. This method acts as both a retention and a development in the financial.
7. Measuring effects - finding out how the teams' work correlates with sales, closer look at each sale and customer service representatives at work. 
8. A customer's experience - might include quantity-customizing a product or adapting an element of its service (Thakur and Chetty, 2019). 
The QCI model acknowledges how to develop a connection with consumers, communicate with them professionally, and manage them, while the external environment is influencing customer experience and gives guidance on how to minimize any negative elements by ensuring the CRM operations (Thakur and Chetty, 2019). The IDIC model's strengths include the ability to recognize between current and potential high-value clients. This enables the company to identify client categories and concentrate its efforts to maximize earnings. Another advantage of the IDIC model is that it is targeted to individuals instead of groups of customers. This enables an organisation to appreciate client motivational theories and what influences their purchasing behaviour. It allows the customer experience to be adjusted (Buttle, 2008).
The drawback from QCI model is that the review ratings impact the brand image, which is accessible to everyone. This method of displaying delighted and dissatisfied consumers adds a personal touch to the user experience and the main reason. The fact that this approach is highly process-based means that the costs of retention and acquisitions may not be reflected in profit 2008 (Buttle). The disadvantage of IDIC model it’s not applicable to small company, because the implementing process will cost lots of money, furthermore, if a company produces items on an assembly process, it affects efficiency as well as productivity if the products are different in nature (Buttle, 2008).
Application to CRM model to Tesco.
Tesco is relevant with the IDIC model because it promotes gathering information, understanding the consumers on an individual basis, creating a personalized experience database and engagement with each customer. (Buttle, 2008, p.19).
According to the IDIC model, the first step in customer interaction activities is to identify the target customers as individuals and then show them that the grocery was founded to benefit them. The IDIC model is to categorise clients based on what they bring to the business. Tesco’s company is occasionally connected through social networks and customer service face to face as well as with free call and saves positive contact with its clients.
The second step of IDIC model includes the process of differentiating clients based on their demands from their organization. IDIC featured is the differentiation of consumers from the organisation based on their demands. Tesco grocery constantly has an extensive variety of stocks and special discounts for client using loyalty card. Since it creates a significantly greater connection between consumers and the organisation. the IDIC model involves of a theory of differentiating with all customers based on value and need, for example, occasionally offers various sales discounts such as buy two get one free and others. 
The IDIC model always interacts with consumers in order to provide value to them. For example, Tesco market constantly gives vouchers and special discount when consumers produce their membership cards. However according to online research showing Tesco company is not accepted for the Store which provide the best deal in economical means (Walsh, 2023).
One of the most significant tasks of the IDIC model is to customize products and services to consumers' demands, and Tesco grocery usually tries to fulfil this function by giving various food options to their clients with different needs, fresh bakery, gluten free, vegan, organic, dairy free suggestions, wide range of baby products.

. Information to the customers.
Database of customer needs and profitability.





QCI Model of Tesco company
As I have already discussed, Tesco company are among the most innovative companies introducing smart technologies in their business in order to provide the best service on the market, such as loyalty card, attractive discount and Tesco additional services. 
Acquisition- The company looks on furthers improvements in stores to satisfy consumer demands as well as provide to people healthy options. The company already introduced in the market new type of products according to customer changes and health recommendation.
Penetration- Aldi Price Match continues to give outstanding value on over 600 important products, increasing the value proposition via Clubcard Prices. they provide free monthly magazines with healthy and economical recipes, to facilities the customer cuisine (Tesco Pls, 2023).
Retention- the management always look to clients satisfaction via customer service provided face to face in supermarkets, online and phone call. As is seen from the company five years report its increased profitability through the years (Tesco Pls, 2023)
7P’s of Tesco Marketing mix
Product 
Tesco provides a variety of items to its clients through Tesco superstores. Cosmetics, books, household appliances, baby product, toddler garden toys, gaming, health, clothes et al. Tesco sells its own brands' products such as Tesco Finest, Tesco Bank (financial services), F&F (Tesco clothing) or Tesco Carwash service, Tesco fuel station, Tesco Club Card System, Tesco pharmacy, Tesco bank, Tesco Mobile (Bhasin, 2023).
Price
Tesco works to keep low-cost products, mostly for its own brands, in order attract customers. n from several companies. Maintaining competitive product prices is common for the firm since low prices attract more clients and aid increase sales numbers (Bhasin, 2023).
Promotion
Tesco's advertising technique and plan are entirely focused on its cheap product pricing and the different promotions and discounts that the company delivers to retain its consumer base. Tesco employs strong marketing methods to improve the market image of its brand. Its marketing initiatives and ads on television directly consumers of all kinds. In addition to its advertising strategy, the company hosts charity events at which it offers free products, and discounts in order to impress positively more consumers, also to attract the society use the campaign "Every Little Helps." (Bhasin, 2023).
Place
The brand's focus is on retailing the product offering through Tesco shops and maintaining the supply chain efficiently so that every product is easily available in the supermarket chain's large stores and superstores. Tesco Hypermarkets is one of the company's supermarket operations, with product selections that include stock in all categories.  Tesco Superstore is a traditional supermarket chain that sells groceries as well as a limited selection of non-food goods such as Tesco Extra. Most Tesco Extra and Tesco Superstore sites have petrol station that sell 99, 97, and 95 RON fuel. Tesco has collaborated with Esso for petrol filling stations and has begun running Tesco Express linked stores, providing offers such as biscuits, chocolate, candies, and fizzy drinks, such as a community comfort store (Bhasin, 2023). Tesco provides online purchases via a website - Tesco.com. Tesco also works with the assistance of related firms = Booker Group - subsidiary company sells food to its clients. Tesco Bank - Through Tesco Bank, the corporation provides financial services such as mortgages, financing, and insurance. F&F -operates in cloth brand and corporate with Next PLC. Tesco company also provide and mobile service through Tesco mobile (Bhasin, 2023).
People
· Employees working have been taught ways to persuade and respecting to company customers while taking their preferences into consideration.
· Customer service – resolve the customers issue.
· Supplier’s team work with the company to obtain raw materials, they are responsible to the quality of the product.
· Retail stores employees are staff who help customers with any questions they may have or assist in choosing the right product (Bhasin, 2023).
Process
To make certain that its products are always available at stores, the firm employs devices in place that notify employees when the amounts of stock are insufficient. This assures that the needs of consumers are always accessible. The web-based delivery process takes the order and notification via the IT platform and then distributes these orders to the delivery service department. Actively participates in surveys in order to comprehend client desires and raise customer engagement using feedback gathered in the shop, or on internet platforms. (Bhasin, 2023).
Physical evidence
Tesco's physical evidence includes the corporate logo, retail design, and product packaging. Additionally, there is easily accessible web page that allows clients to look at its items in quality images from multiple angles.
Recommendation 
It would benefit the range of its products by introducing new product lines to meet the demands of customers, can use the research for regional populations, in this point can introduce different type of product to sale in this area, according to the demand of the nation. Should provide extra benefits for ordering its products such as warranties, delivery and credit, after-sales service, can exchange the mobile app to include all the company service in one app. Can change packaging be visually appealing to grab clients. To win the market, new things should be presented with a method of price penetration that provides a more affordable introductory cost than competitors; this will ensure that new items will be used and becomes more popular than competitors' offerings. Possibility to make differentiate to influence new customers via giving attractive discount for primary online shopping, can sell distinguish and luxury product available only in the online platform. To retention the buyers interest can introduce an additional option for buyers used smart shop via Tesco club card to have individual promotions compared to their monthly grocery shopping from last month.

Conclusion
Finally, it is possible to conclude that Tesco's CRM has proven to be effective. Although the company did not achieve its goal of developing a community of lifelong loyal customers, it did significantly increase the number of loyal customers. The company was able to establish effective communication channels with its consumers. Importantly, the organisation has developed effective data collection strategies for customers' preferences, needs, and purchasing capacity. This data can assist the store in developing the most effective pricing strategies and loyalty programs. The usage of various CRM methods and technologies demonstrates that the system may assist any company in reaching its objectives.
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Identify

Use advertisement to send promotional message to current and potencial consumers via news or social media..


Differentiate



Providing loyalty card.
Buy 1 get free
discounts.
Online service.



Interact


Gives vouchers and special discount when consumers produce their loyalty cards.



Customize


Grocery performs
giving various of different food and stocks, service to keep the client interes.



Information to the organisation about customers. 


