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[bookmark: _Toc124102716]Executive Summary
The study refers to the factor of understanding the important area of improving different kinds of products and business operations to look for the strengthening area of market position. 
The system of good quality management also helps to protect the organization's brand and reputation from risk by increasing the purpose and level of organizational efficiency, which in turn helps to increase profit and reduce position in order to maintain proper growth. 
The activity of outsourcing various types of tasks within Tesco that assist in ensuring production services as well as the area of providing consistency follows the purpose of quality management. The process of determining the successful outcome is also referred to as the purpose of achieving and levelling the desired level of quality. The detailed area of the context of the company regarding the problem of CRM also helps in the identification of internal and external factors. 
The review of The CRM models helps to identify the suitable quality competitive index model to look for the purpose of the removal of the problems in Tesco stores. The successful stages of implementation eventually refer to the area of making selection with the relevant model to execute the modern and after that system with the area of maintaining relentless services to the company. 
The provided recommendations also help in the area of implementing communication mix will be effectively helpful for the overall purpose of communication and betterment.
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The main aim of this study is to look into the quality system and customer relationship management of Tesco following the area and purpose of bottom line benefit with the purpose of proper customer experience. 
The overall importance of improving the products and business operations are followed by the leading purpose of a stronger market position. The system of good quality management also helps in the process of brand of the organisation and reputation to protect against risk increasing the purpose and level of organisational efficiency that helps to boost profit and reduce the area of position to keep it growing properly. 
The purpose of quality management in Tesco is followed by the activity of overs easing different kinds of tasks within the organisation that help to ensure the production services as but the area of providing consistency. The purpose of achieving and levelling the desired level of quality also refers to the process of determining the successful outcome (dailyrecord, 2019). 
Along with the maintenance of quality, the effect of CRM is also noticeable in the purpose of building relationships with the customers to create the area of loyalty and customer retention. The purpose of customer loyalty in Tesco significantly gets followed with the generation of quality. The strategy of increasing the profitability of the organisation also gets followed by the execution of customer relationship management that also focuses the area of inventory management and completing the visibility of every stage of order in the fulfilment with the key benefit of relationship management (projectguru, 2022). 
The considering area and factor of looking into the bottom line of the company is associated with customer experience. When the customers feel valued by the brands, their engagement becomes stronger with the organisation. The purpose of ordering value, cross selling, up sales and external referrals also get covered by the mandatory factor of improving lifetime customer value. Identifying the area of customer loyalty with overall experience of the customer also impacts the area of revenue management (Belás, et al., 2019).
The following study will look into the context of the organisation to figure out its customer relationship management along with the internal and external factors of it. 
Different kinds of models and reviews will also be followed with the identification of applications to evaluate the benefits and challenges of customer relationship management in the organisation. Different evidence from the open resources will be helpful for understanding the factor of benefits and problems that will eventually be followed by the plausible recommendations. 

[bookmark: _Toc124102718]Company Context

Tesco is a famous multinational retailer that follows the motive of providing affordable services to the customers along with the provision of enjoying a better-quality life. The company has business presence throughout the UK, and it is headquartered in greater London. The business is carried organisation in multiform at stores and also via online. 
The company prefers to operate the stores in various formats which are differentiated by sizes and ranges of the products. The company also follows the process of achieving a wide area of food and non- food products along with several bakery, grocery and different kinds of home and entertainment products (dailyrecord, 2019). 
The company always tries to provide the customers with relentless services but this supermarket giant has faced problems while providing services to the customers due to technical problems and that has created an issue in the process of developing and maintaining good CRM in the organisation. 
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Source: https://i2-prod.dailyrecord.co.uk/lifestyle/article27937712.ece/ALTERNATES/s810/1_Tesco-supermarket.jpg

The company is allegedly reported with more than 500 complaints as the shoppers were unable to buy essentials. The company has also issued an apology to its customer after the glitch. The technological challenges found in CRM is related to the purpose of the boarding system. Lack of integration in the technology becomes the main reason behind the purpose and process of the organisation. Like other retailing organisations, Tesco also has the process of connecting to the people following the major fact of finalising the CRM software tool. 
The successful purpose of implementing proper technology is effective in the way and process of doing a job in an effective manner (assignmentfirm, 2021). 
The purpose of addressing this technological problem will significantly be beneficial for maintaining the consistency and quality of the work in the company. The company wants to provide relentless and sustainable services following the area of gaining full accession for the customers. The provision of developing and understanding the idea of sales analytics also refers to the area of evaluating the job in an effective manner. The purpose of data management following the area and level of maintaining all kinds of information. 
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The idea of technological challenges also deals with the level understanding and adopting full capabilities to lead to a higher level of customer services. The increasing area of revenue following and focussing the proper level of increasing the commissions also gets clarified with the purposes of selling.
 The challenges of technological integration will also be followed by the area and purpose of execution of proper business management solutions where the company will be able to fulfil the wish list of the customers (Cepel, 2019). They were unable to update or access their carts due to technical glitches that eventually impacted their area beforehand in the process of avoiding CRM implementation that overkill the information overloading the level of employment through the adaptation wise CRM system.
 The company has also faced that more customers ran into travel while booking the delivering slot and the removal of the challenger will be helpful for the maintenance of the website in a proper way. 
The internal factors that are associated with the management and implementation of customer relationship management are management commitment, organisational culture, system development and financial resources. Management is required for the execution of communication and organisational culture helps in the new system of connecting tightly to be cooperative with working culture and requirements. The implementation of continuous monitoring and up gradation of the CRM system gets followed by the long-term purpose of financial resources (visualsouth , 2020).
The external factor of data privacy regulation protects the personal information with the area of marketing examples. The security breaching purpose of hacking also refers to the system of understanding the process of preventing the accumulated data which will eventually be effective with the factor of technology changes. The process of up to date the operation of the structure to proceed with the changes repeatedly also gets followed with the technologically emerged ideas. 
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A critical review of two or more CRM models covering the relevance of the models, strengths and weaknesses of the chosen model and evidence of successful applications. 

The most crucial stakeholders for every organisation are its consumers. They are the primary factor in a company's success. As a result, interaction and engagement with customers are crucial for businesses. With the development of new technology, businesses may now engage customers through modern, improved communication systems. Customer relationship management, or CRM, is a scientific technique that aids businesses in bettering their interactions with customers and that they can employ to forge enduring and enduring relationships with them. 
A few fundamental factors can lead to client pleasure. These elements are 1) Accessibility of products of high calibre; 2) Reasonable pricing; 3) Timely delivery; and 4) Post-purchase services. To enhance the customer experience, businesses work to improve these four areas.

Operational CRM, Analytical CRM, and Collaborative CRM are the three types of CRM systems. Operational CRM optimises customer relationship management procedures and utilises them to the benefit of the company (Svoboda, et al., 2021). 
With the aid of this CRM, businesses may generate leads and turn them into contacts. Through after-sale service, they add value for the company. For instance, many businesses have customer service centres to assist with consumer problems. These post-purchase service options are crucial to gaining clients' trust. Organizations achieve a positive market reputation from this which helps them draw in more potential clients. 
Analytical CRM builds a customer profile by compiling information about customers through their interactions with the company (Manurung & Sembiring, 2019). CRM enables businesses to comprehend client wants and adapt marketing tactics accordingly. To communicate their brand message to potential customers and strengthen their relationship with existing ones, businesses utilise a variety of marketing strategies, including social media marketing, m-marketing, e-marketing, and others. Collaboration and coordination across various organisational departments are managed with the use of collaborative CRM. 
As a result, several departments may collaborate, access the information they need from other departments, and answer client inquiries. The departments communicate with one another on customer needs in an effort to better serve customers and enhance their interactions with the business. These methods foster trust between the business and its clients. As a result, businesses can offer a seamless consumer experience. 
Customers are more likely to make additional purchases from a business when they receive prompt and effective post-purchase care and support (A Al-Homery, et al., 2019). As a result, businesses get loyal and valuable clients. Positive client feedback aids in the expansion of businesses.
Organisations use different CRM models to achieve different objectives. Some of the common CRM models are IDIC, QCI model and value chain analysis model. Details about these models are as follows:
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IDIC model stands for identity, differentiate, interact and customise. This CRM model was developed by Peppers and Rogers in 1995. Organisations can use this model to understand customer expectations and they can also access the value of a particular customer to the business. This model begins with the identification of customers. Identification of customers refers to the choices and needs of customers. This is essential information for organisations as it allows them to develop and modify their products in order to meet the market need. The market need can change over time. Hence, constant identification of the needs of customers is crucial for gaining a competitive advantage in the market. Tesco is a retail organisation that offers a wide range of products to its customers. 
Therefore, understanding the latest trends is necessary for the organisation to meet customers' needs and achieve customer satisfaction. This can be done by following the search pattern and reviews of customers, answering customers' queries and interacting with them over different platforms. 
The second step in the IDIC model is to differentiate customers on the basis of need and value. For Tesco, loyal customers are valuable customers (Lee, et al., 2021). Their opinion and feedback are crucial for the development of new products, increasing efficiency, extending a new product line etc. Hence, the organisation needs to differentiate between loyal customers and temporary customers. 
Usually, customers who have purchased from the organisation on multiple occasions are identified as loyal customers. Differentiating customers on the basis of needs is also essential for promotion and marketing. Customers with similar tendencies and preferences, backgrounds etc. fall under the same need category and similar advertisements can be used to attract them. The third step in this model is customer interaction.  
After differentiating customers into different needs and value groups organisations can interact with them and resolve their issues. Interaction is necessary to collect feedback and opinion, resolve grievances and issues etc. Tesco can employ its contact centre agents in the process of interactions using various CRM technologies. 
The last step is customisation in order to meet customer needs (Pandey, et al., 2022). For example, if the response to a product is not good Tesco need to modify the product to meet customers’ expectation. The company also compensate in order to achieve customer satisfaction. Thus, the IDIC model can be used to build a sustainable relationship with costumes. The advantage of this model is the needs and expectations of customers become clear to the organisation. However, the disadvantage of this model is it only focuses on the needs of valuable customers. But, does not try to convert temporary customers into valuable customers. 
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QCI stands for Quality Competitive Index. This model is different from other CRM models as it focuses on customer management rather than relationship building. The focus of this model is impulse buyers. Impulse buyers are those who buy a product or service for the first time from the company.
 Therefore, the company has no previous knowledge of the customer. The intention of focusing on these customers is to generate valuable buyers from these impulse buyers. Impulse buyers do not get into long-term associations with the organisation, but, they are crucial for revenue generation. There are eight elements of the QCI model. The model follows these steps to manage customers in a better and more efficient way. The steps are as follows:

Analysis and planning: This is the process of analysing customer behaviour to understand their needs and make plans to manage customer behaviour. The customer management procedure has four dimensions - Retention, Efficiency, Acquisition and Penetration. It is called REAP in short. 

Proposition: After creating customer profiles in the analysis and planning stage comes the proposition stage. The aim of this stage is to create effective plans to attract customers. Organisations differentiate customers into different segments in order to create different propositions. The proposition consists of plans for enhanced customer engagement strategies (Jerry & Ayuba, 2019). 

Information and technology: The use of technology makes the process of managing customers easier. Technology enables the delivery of vital customer-related information to the company and vice versa. In order to manage consumers and people efficiently, information and technology systems must be updated frequently to meet the evolving needs of both parties. The process of using technology involves some sub-processes such as gathering customer information, analysing categorising and arranging information and using technology for easy replacement and renewal to meet customer needs. 

People and organisation: People and organisation are an essential part of the QCI model. Organisations need efficient employees who can manage customers and satisfy their needs. Therefore, as per this model, organisations must have a strong and active team of customer relationship executives. It is the responsibility of customer relationship executives to manage customer requests, review the feedback and answer the queries of customers in a proper way. This creates customer engagement and the process is essential for customer retention. 

Process management: Process management refers to the overall management of sales and marketing, customer support, reviewing feedback, identifying shortcomings etc. It is a complicated process and it requires sharing of customer-related data across different departments. The main aim of process management is to create a seamless experience for customers and resolve their issues quickly and efficiently. 

Customer management activity: This process involves three steps - Acquisition, Penetration and Retention. 
The acquisition is the process of learning about the needs of customers and trying to create a proposition to increase the chance of customer engagement. 
Penetration is the process of understanding customers through a collection of information and using that information to attract customers through lucrative offers. Understanding customer profiles is crucial to make the most appropriate approach for customer engagement. Some common methods used for penetration are sending messages through emails or phones, showing a personalised advertisement, offering discounts or coupons etc. 
Retention is the process of engaging customers in a way that they will like to purchase in future (Lee, et al., 2021). This can be done in two ways - through value development and a win-back strategy. Value development is the price of providing customers with the best facilities to create an outstanding first experience. If the customer gets an outstanding first experience he will definitely buy from the brand or company in future. Win-back strategy is the process of improving the experience of customers by providing them with constant assistance and resolving their issues as quickly as possible. If the customer faces an issue but gets constant assistance from the company then it creates a positive experience for the customers. Thus, organisations can use a win-back strategy to retain customers and increase the sale of the company. 

Measuring effect
This is an essential part of the QCI model that ensures continuous improvement. In this process, the effect of new CRM strategies is measured in terms of customer reactions and satisfaction. The measurement establishes benchmarks for successful customer management and aids in understanding the level of performance of individuals and teams in their jobs. Thus, the QCI model of customer relationship management is used to achieve customer satisfaction and increase valuable customers. 

The advantage of the QCI model is it addresses the issue of the IDIC model. IDIC model mainly focuses on the existing valuable customers and their needs. Whereas, the QCI model tries to convert impulse buyers into loyal and valuable customers which is necessary for the growth of an organisation. Moreover, this model continuously measures the effect of new policies and leaves space for continuous improvement. 
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The company has been facing issues regarding the challenges of customer relationship management in the area of technology and that needs to be resolved for keeping the customer in the proper way to make the business sustainable. The application of quality competitive index CRM model focuses the purpose of managing the customers by improving the area of relationship management. The application of this model will be related to the different activities of the organisation to acquire and retain customers in a proper way. 
The main CRM problem that is found from the case study is the problems in technology that creates challenges in the way of maintaining the services of the organisation smoothly. The company has received 500 complaints a day regarding the technical problem of the E-Commerce application and this kind of problems reduces the proper maintenance of relationship between the organisations. The quality competitive index model describes the purpose of using technology and assists the process of performance by people. The theory is effective without looking and estimating the overall external environment (Lubis, et al., 2020). 

Tesco will be benefited with the mandatory purpose of planning activities where the maintenance of customer experience will be expected with the area of proper positioning. Different areas and purpose of custom and measurement and management activity also followed by the factor of acquisition, retention and penetration in the way of becoming successful with the implementation strategy of CRM (Son, et al., 2018). 
The effectiveness of the supporting factor of people and organisation will be related to the factor of customer experience and also the level of the external environment. The part of customer experience also speaks of the area of customer proposition and management activities that deals with the magnified version of the inner circle to figure out different activities involving the purpose of acquiring and retaining the customers. 
This model is also considered with people and technology that involves the area of relationship management. The following elements of the model will be helpful for explaining the relevance and potential benefits of it (sagesoftware, 2020).

Analysis and planning- the complaints of the customers will be analysed initially to figure out the area of proper planning to repair their activities with retention and efficiency to look forward for acquisition and penetration.

Proposition- the area of proposition will help to lead to the effective planning including the process of attracting new customers who are dependent upon the evaluation of the needs of the customs. This preposition segment will relate to the identification of all kinds of experience following the supermarket giant (zendesk, 2019).

Information and technology (IT) - the concept of information technology is one of the enabling purposes to maintain and manage the customer related data in the process of delivering and critically informing the systems that need to be up to date constantly. The effectiveness of managing the customers and people following the area of changing the needs of both the entities will be followed with the solution of the trouble faced by the customers while booking the delivery slots. The issues regarding the online shopping website and application will also be mitigated through this (projectguru, 2022).

People and organization- the execution of developing a robust team is also necessary for the company to maintain the customer relationship properly. The reported problems of the customers and also the maintenance of their grudges on social media need to be handled in a proper way to maintain the brand value of the company. The purpose of managing the requests of the customers along with queries and concerns will be followed with the purpose of establishing business for the identification of task segregation and bridging the gap of analysis for training (mbaskool, 2019). 

Process management- the coordinating purpose of sales and marketing along with the area of customer support are significantly essential for developing a consistent process that eventually provides continuous management support for the identification of the shortcomings. The broken system of online ordering will be maintained properly through the purpose of process management. The significant process of executive artificial intelligence will be helpful in the easier level of identifying customer experience through automatic support. The purpose of reducing the automated support will eventually be related to the process of paying of a good experience to the customers in the way of getting proper deliveries (Lubis, et al., 2020). 

Customer management activity- the purpose and activity of acquisition includes the area of product development that effectively involves business proposition through customer needs. Penetration will be followed by the activity that refers to the system of collecting information for the drastic improvement of customers across the journey. The increasing level of revenue and also the area of artificial intelligence will also help the company to drive the mind set for revenue generation (dailyrecord, 2019). 

Measuring the effect- the beneficial purpose of measuring the effect will be followed by the proper process of continuous improvement of customer Management that eventually help in the identification of different roles and responsibilities by developing a benchmark of success.

Customer experience- the explanation of communication is one of the significant models of marketing that help to build proper relationships with the customers to maintain the consistency and quality of the services. 

Along with a range of benefits discussed above, the challenging area of the model. The company has been facing issues regarding the problems of shopping by the customers when there is rush. The element of maintaining customer relationships needs to follow the previous problems of Tesco regarding customer Management which becomes hugely time taking. The implementation of CRM software also becomes probability due to time and budget factors. Tesco is a large organisation and the process of maintaining the overall challenges is quite a tricky job to proceed with the resolving purposes in a quirky way (zendesk, 2019). 
The magnificent area of understanding the overall customer Management activities also eventually gets followed with the area of inner circle to involve and acquire the customers with the considering purpose of acquiring and retaining the customers. Different kinds of negative aspects may also come in front of the application of this model by evaluating the external environment through the provision of counteracting several negative aspects.
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Tesco is the largest Supermarket chain in the UK.  The company has a market share of 27.3%. However, the organisation operates in a highly competitive market. Therefore, just the product quality is not enough to attract customers. The organisation also needs to achieve customer satisfaction through 24× 7 / 365 service. This includes answering the queries of customers, providing them with assistance in shopping, resolving their issues and addressing their grievances.
 Therefore, Tesco needs to apply a CRM model to achieve customer satisfaction. The QCI model of CRM is the best model that converts impulse buyers into loyal customers. Tesco can implement this model to gain more customers.
 The organisation can also utilise different CRM technologies to achieve more efficiency. CRM technologies involve Artificial intelligence, voice automation, geo-location technology, data integrity etc. Artificial intelligence can help the organisation to collect important customer-related data from different touch points. It can also be used to generate appropriate personalised advertisements.  
Voice automation can generate some common messages to resolve customer queries. This can reduce pressure on contact centre agents. Geo-location technology can be used to track the location of a customer and provide him with area-specific facilities such as home delivery service.
 The proper application of different CRM technologies will help the organisation to automate some common processes and reduce the time of operation. This will also increase the efficiency of the organisation. Thus, Tesco can improve its current services and achieve continuous growth by increasing customer engagement using different CRM technologies.
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It is necessary to mention at the end of the discussion that the purpose of quality management and also the level of maintaining customer relationships are interspersed with each other. The application of different kinds of quality management systems and theories are eventually followed by the potential bottom line benefit of customer relationship management. 
The problems of Tesco regarding the issues of the customers will be eventually resolved with the implementation of the successive stages of the quality competitive index model. Tesco will gain the necessary benefit of planning activities in which the upkeep of a positive customer experience is expected with the right positioning. Various regions and motivation behind custom and estimation and the board movement likewise followed by the element of obtaining, maintenance and entrance in the approach to becoming fruitful with the execution procedure of CRM. 
The factor of customer experience and the level of the external environment will both have an impact on the effectiveness of the supporting factor of people and organization.
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Tesco shoppers all over the country reported problems. Customers also took to social media to
tell Tesco about the problem.

One person tweeted: "@Tesco Your website for online orders is broken again. Every time | try to
amend an order by adding items, it does it then immediately removes them. Similarly when

removing items, they are removed and added back in again. And yes, | have tried logging out and
deleting cookies.”

@Cazjohnson79 said: Is there a problem with the app/website at the moment? Its telling me it
can't update my basket. Looks like others are having similar issues. Do you know when the
problem will be fixed pleased?” @SallyHornsey asked: " @Tesco I'm online and logged in but | can't
book a slot or add anything to my trolley. Tried with 2 browsers. Is something wrong? #hung;

Tesco has been approached for comment. On Twitter, Tesco told one customer: “We are

experiencing some issues at the moment and are trying to resolve this. Please try again later.”




