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Executive Summary: In this report, Customer Relationship Management in the context of one of the retail market giants of the UK, TESCO, has been discussed. A brief overview of the organisation has been provided; the CRM process of the organisation has been explained. After that, several CRM Models such as IDIC model, QCI model, Payne’s five process model have been discussed and a suitable model has been selected for TESCO. 
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Introduction 
Customer Relationship Management or CRM is a procedure in which an organisation or business venture administers its interactions with its consumers, using data analysis typically for studying a huge amount of information (Kapooria, 2017). It also helps in identifying the consumer behavior, needs and preferences. By applying customer relationship management or CRM, a business organisation can identify the reaction and activities of the consumers on a certain decision undertaken by the business venture. Several reactions and information regarding the customers can be easily sourced through the use of multiple sources such as direct communication medium like mobile application and company website. These methods allow the organisation in getting connected and creating its visibility or appearance and brand image in front of the potential consumers for multiplying its sales growth. The Customer Relationship Management process also helps the company in identifying the target audience where the demand of the services and products of the organisation is very high (Kim and Wang, 2017). In 1970, the term CRM was introduced but after the occurrence of COVID-19, its popularity and application increased at a very large scale. In the era of 21st century, CRM is considered as a highly developed and advanced tool for data analysis which is used by more or less each business organisation across the world. Its utilization is not bound to the sale of services and products of a company but it is also used in different business areas such as sales management, contact management, workflow procedure etc. CRM has been introduced for getting a concept regarding the consumer behavior with sales and their response in accordance with the situation. The procedure of CRM has the capability to attract more potential consumers for the organisation by attaining consumer satisfaction for a long-term. This report is aiming at evaluating the customer relationship management process of TESCO and its affect on its consumers. Several models such as IDIC Model, QCI Model, Payne’s Five Process Model will be introduced and explained for understanding the concept of CRM better in the organisational context. A model will be finally selected for the business organisation that will best-fit with the organisation. Along with that, several benefits and challenges of the selected model will be reflected. 
[bookmark: _Toc80121700]Overview of the organisation 
TESCO is a British multinational general merchandise and groceries retailer which is headquartered in Welwyn Garden City, England. If considered by the legal structure, it is a public limited company. If measured by gross revenue, it is the third largest retailer in the world and measured by revenue, it is the ninth-largest retailer in the world. The organisation was founded by Jack Cohen in the year 1919. Since the early 1990s, the company had started expanding globally with operations in 11 countries across the world. It has outlets in five countries across the United Kingdom and it is the market leader of grocery products in the country. As of 2020, the revenue of the organisation was $64.760 billion and its operating income was $3.005 billion in the same year. Net income of the company was $0.973 billion and total assets were $12.879 billion in the year 2020. More than 423,092 employees work in this organisation. The company has diversified its business in areas such as retailing of clothing, electronics, books, petrol, software, toys, telecom, financial services, books, furniture etc. It is one of the most reputed retail organisations in the UK in terms of affordability and quality. The company has been trying to provide high quality products at a lower price to its consumers to gain more competitive advantage in the marketplace. 
[bookmark: _Toc80121701]CRM within the organisation 
Marketing is one of the most important tools for any business organisation to reach its target consumers. The operations of TESCO are very consumer-oriented; that is why; TESCO has been selected in this report. The business is totally dependent on the walk-in consumers as they are the actual purchaser of all types of products. The retail business deals with the consumers directly and that is why; the Customer Relationship Management (CRM) is very essential for the business. It is the strategy which enhances and enriches their behavior and needs towards its products and habits of purchase, impacts on their purchase and several other environmental and psychological factors related to the consumers. According to a survey, top 5% consumers of TESCO account for 20% of the sales. The CRM of TESCO is very famous and many stores in the UK region try hard to match the standard and techniques involved in TESCO’s CRM. The CRM program of TESCO is one of the best and it contains segregation of the consumers in accordance with their expenditure in store. It helps the company in prioritizing their consumers on the basis of business they provide to the store. In 1995, the organisation introduced their club card. It facilitates the regular and loyal consumers to add more value points in their cards on each purchase and the points keep on getting accumulating. Later, the gathered points account for offers and rebate on the cards and otherwise for the card holders (Hollowell et al., 2019). It increases their preference and loyalty towards the store and the consumers find that shopping at TESCO is not only beneficial for them in terms of savings but their loyalty is also awarded time to time with some unmatched and exciting discounts. Some additional and extra privilege is also provided to the card members. This method enhances the psychological belief of the customers towards the organisation. 
The utilization of eco-friendly jute bags of TESCO helps the consumers in gaining extra point each time they carry the bag for purchasing products. It not only helps the consumers but also illustrate the concern of the organisation for the environment and its people. The social responsibility is an important factor which adds and increases the consumers’ preference and priority for the organisation. The tagline of the organisation is “Every little helps” by far followed by it very immensely and the organisation actually means and proves it in each purchase of the consumers. The organisation has been capable in successfully implementing its Customer Relationship Management and as a result it has been able in gaining maximum market share in the UK region (Shukla and Pattnaik, 2019). The consumer convenience, social concerns and facilities that TESCO has, helps it in increasing profit, consumer base, market share, popularity even among the foreign tourists besides its local consumers. A well managed CRM is beneficial in improving the brand image and financial profit of the organisation. 
But due to the emergence of COVID-19 pandemic, like each and every company, TESCO had to face several difficulties and financial loss during the time. The company’s pretax profit for the year to February month slid to USD 1.14 billion, compared with only over 1 billion pounds the prior year. The profits were weighed down by 892 million pounds worth of COVID-19 related expenses, involving the need to appoint staff to cover for workers affected by the virus. The company had to spend more for ensuring its stores were safe. Profit was also hit by the decision of TESCO to hand back 585 million pounds of tax relief to the British government. 
[bookmark: _Toc80121702]Expected benefits of addressing the problems 
CRM is one of the most effective tools for each and every organisation and with the help of this procedure; TESCO can also identify the problems within the organisation and resolve those that can be beneficial for the organisation for a long-term.  
· TESCO can improve its data collection procedure by integrating all the data from web search results and social media performances.  
· An effective CRM system helps in managing relevant information and data in an organized way. That is why; it will be easy to find out where sales growth can be enhanced (Peppers and Rogers, 2016).  
· Critically analyzing the issues can make TESCO more data-centralized. The effectiveness of CRM will help the organisation by collaborating sales and marketing team and stay at the position of market leader. 
· As, due to COVID-19, the people are bound to stay within their homes and restricted to go outside of their homes. So, TESCO has to understand the importance of digital CRM through e-mail, social media communication mediums to understand the consumers’ preferences and needs and serve them accordingly. 
· The company has to rethink and improve their strategies regarding CRM such as it can develop new software for improving their consumer handling in their call centers to make the existing customers stay within the organisation by giving additional awards or discounts that will benefit the organisation for a long-term. 
· With the help of the CRM, TESCO can understand that the customers have to spend a lot of time in front of the check-out counters. In order to solve this problem, it can open more check-out counters and during the COVID-19, it must understand the need of online payment and improve their app so that the consumers can easily pay for their products online that is convenient and safe. 

[bookmark: _Toc80121703]Different models for improving CRM within the organisation 
CRM can be considered as a basic strategy for an organisation for developing consumer-centric culture within the organisation for emphasizing on managing and optimizing consumer needs and consumer relationship (Boulton, 2019). 
[bookmark: _Toc80121704]IDIC Model 
The IDIC Model (Identify, Differentiate, Interact, and Customize) is a model of CRM introduced by Peppers and Rogers. This model helps in assessing the consumers’ expectation and their value to the business. 
· Identifying the expectations of the consumers:  An organisation that is working towards Customer Relationship Management has to identify the needs and preferences of its consumers firstly. It helps in creating new strategies and products towards the consumers. For instance, the company can execute a market survey to understand the needs and preferences of its consumers. 
· Differentiating the expectations of the consumers:  In order to meet the needs of the consumers it is vital differentiating consumer base into need and value. This differentiation helps the company a lot in preparing strategies which meet the goals of the organisation and expectations of the consumers for strong consumer relations.  Differentiation by value helps in identifying the consumers who are loyal and must be emphasized on. Their feedback is precious for increased efficacy, extension of product line, revenue generation and overall organisational performance. Differentiating existing consumers based on their requirements helps in strategizing promotions. 
· Consumer Interaction:  Consumer interaction helps in understanding the expectations of the consumers and the way these relate to the products and services of the business. The interaction, on the basis of consumers’ needs and preferences offers a chance to collect their opinion, feedback and demands. 
· Customizing to meet consumers’ expectations: After identification, differentiation and interaction with the consumers, a clear idea can emerge for the new strategies and customization of products. In this way, the company can be capable in providing the best suited products to the consumers (Thakur and Chetty, 2019). 
This model provides a sound framework through which the business organisations can tread through consumer engagement and act accordingly to meet their level of expectation. 
[bookmark: _Toc80121705]QCI Model 
The QCI or Quality Competitive Index Model is a Customer Relationship Management model. It represents several activities that the business organisations must perform for acquiring and retaining consumers. The model illustrates technology usage in the assisting procedure performed by people. The model explains customer relationship procedure without including external environment, and that procedure affects the planning activities of the organisation. Consumer experience has an influence on consumer proposition, measurement as well as consumer management activity. But the main focus of this model is the consumers, not the whole Customer Relationship Management process. Consumer management has three main factors, these are: acquisition, retention and penetration for being successful in CRM implementation method. It defines the effect of consumer experience through their pattern of purchase. 
[bookmark: _Toc80121706]Payne’s Five Process Model 
Payne’s Five Process Model suggests collecting, arranging and utilizing the data and information related to the consumers helps with the insights on the consumer behavior. It helps the business organisations in creating appropriate marketing responses and improving value propositions. The model helps in improving Customer Relationship Management that makes acquisition and retention of the consumers a priority. It involves the processes which can help in building and maintaining relationships with the consumers. The model was introduced by Pennie Frow and Adrian Payne in 2005 in order to identify and assess the procedures regarding CRM (Cameron et al., 2017). 
The model explains the relevance of several procedures, namely:  
· Strategy Development Procedure 
· Value Creation Procedure 
· Multichannel Integration Procedure  
· Performance Assessment Procedure  
· Analytical Procedure or Information Management Procedure 
Each of the above procedures is a cross-sectional, procedure-oriented and these all are correlated with each other. These procedures have their own roles and functions for enhanced success with the implementation of CRM. 
· Strategy Development Procedure: This procedure is segregated into two parts further, these are: consumer strategy and business strategy. For business strategy, a business required to develop a vision regarding to its offerings. The aim is creating a goal to set up itself as a major player within the industry. The certain model suggests that invariably:  
1. The strategy of business paves the way to understand, 
2. How consumer strategy requires to be shaped and 
3. The way it must change over time in conjunction with the ever-changing needs of the consumers 
It contains the understanding the customers’ choice and their characteristics to develop effective services and products. According to Frow and Payne, it is vital to examine both the existing and potential consumer base as a part of consumer strategy. It helps with the suitable segmentation and point out the future actions for fulfilling various consumer needs (Horani, 2020). 
· Value Creation Procedure:  This procedure includes identifying a consumer’s value to the business organisation and vice-versa. It is very important for a business organisation to understand which consumers are valuable through the procedures; assessment of value and proposition of value. According to the model, this procedure must be transformative as per the received outcomes from the strategy development so that the value can be extracted and transformed into meaningful narrative. This model states that there are three aspects of impactful creation of value. First of all, the organisation requires determining which procedures can create value for its consumers (Sakunthala, 2021). After that, the business organisation must identify the consumers who are able to add value to the business organisation. After that, identifying the way of maximizing value in desirable consumer segments for a successful value exchange. 
· Multichannel Integration Procedure: It works on the inputs from value creation procedure and business strategy. It includes transferring the insights from these procedures to outcomes in value-adding activities. This procedure suggests that a business organisation executes tasks for engaging the consumers, understanding their perspectives and retaining them for a longer period of time. It helps a business organisation top emphasize on making decisions which integrate all the channels and assures that the consumers experience is positive. Furthermore, feedback from this procedure requires to be taken into account for further evaluating the value proposition as well as the business strategy (Dalla Pozza et al., 2018). It helps in better implementation of CRM procedure for greater success of the business organisation. 
· Performance Assessment Procedure:  Performance assessment is vital for understanding how well the value proposition of the business organisation is and whether the consumers’ interest is leading to increased business performance. Frow and Payne suggest an understanding of performance through consumer engagement scenario, returns through dividends, shareholder value and profit margin. According to the model, performance assessment of a business must include monitoring of the satisfaction level of the consumers and analysis of the Key Performance Indicators (KPIs). Doing this helps in assessing the extent of success of the adoption of the CRM strategy. 
· Analytical Procedure: Information management can be considered as an analytical segment of this Five Process Model. It is a support to the other procedures. This Five Process Model suggests collecting, arranging and utilizing information related to the consumers helps with the insights on customer behavior. It helps the business organisations in creating proper marketing responses and enhancing value propositions. For managing such business activities, organisations must create a data repository system with the tools of data analysis. These applications help in keeping the CRM procedure an extensive one for qualitative and quantitative measurement of market competitiveness (Mala, 2019). 
[bookmark: _Toc80121707]Importance of the selected model
Market giant such as TESCO can be benefitted from the Payne’s Five Process Model; that is why; this model can be chosen for the UK based multinational retailer organisation TESCO. This model is very essential in providing a consumer-based value proposition. TESCO can work for building CRM strategy by engaging its consumers, providing value propositions such as by offering discounts on price, priority shipping and loyalty privilege. The model can help the company in developing new strategies through which it can attain more consumers from not only the local markets but also from the global marketplace. It also assures that the organisation, TESCO, is enhancing its information management for getting personal data of the consumers for understanding their needs and preferences better.  Multi-channel integration can be included also from e-mail support, customer service, customer reviews and return policies during the time of COVID-19 and also in the future time. Performance of the CRM procedure can be also assessed from the surfing habits, time spent on browsing and online traffic (Harrigan et al., 2015). The assessment of the company’s performance can be executed through the help of the consumers’ feedback. Assessing the factors that trigger purchase intention can help in creating better value propositions. So, through the phases of Payne’s Five Process Models, TESCO can easily the market needs and after that it can act accordingly to implement advanced strategies to gain an increased amount of market share.  
[bookmark: _Toc80121708]Application of Selected Payne’s Five Process Model in Tesco
This selected CRM model of Payne Five Process model was developed by two people, Adrian Payne and Pennie Frow. Here the application of five processes of Payne’s model on the organisation Tesco is done below.
Strategy Development Process
The process of strategy development in Pyne's CRM model is basically divided into two divisions which are customer strategy and business strategy. In Tesco, for the business strategy, their business should be improved for a specific vision with the relation to their offerings. Through this process of strategy development, they may be able to establish a goal to present themselves more effectively in the marketplace of the retailing industry. Through applying this model, Tesco can be benefited with a better understanding of their business strategy. They will also gain help to develop their customer strategy more effectively to fulfill each requirement of their customers. They will also become aware and understand their customers' changing demands and needs. Through this process Tesco will understand the likes and unlikes of the customers along with their characteristics which will initially develop their service and products more effectively (Shukla and Pattnaik, 2019). Tesco will also be benefited to find out their future actions and responsibilities to handle several needs of the consumers.
Process of Value Creation
Through the Payne’s five process model’s value creation process, Tesco can identify or find out easily the values of each customer in their business and also the values of their business strategy in satisfying the customers. Though Tesco is already more focused on their business along with satisfying their customers, still through applying this process the business of Tesco will be able to understand and identify their valuable customers via the process of value assessment and value propositions. According to the model, this process should be more transformative because the received results are from the strategy development and as a result value is transformed and brought out into the propositions which are meaningful (Badsi et al., 2017). Through the CRM model of Payne’s five processes, Tesco can identify three aspects of an effective value creation. At first, Tesco will be able to find out which particular strategy can provide value for their customers. Then they need to find out their customers who also can provide value to the business of their organisation. And finally they can identify how to improve those values with customer segments for the value’s successful exchange. 
Process of Multichannel Integration
Through the process of multichannel integration of Payne’s model Tesco can understand and develop their inputs on their process of value creation along with their strategy of business.  Tesco will also benefit by applying this process as it will involve converting those processes’ insight to the activities of value adding (Frow et al., 2015). Through this particular process, Tesco will get suggestions on their tasks of business conduct to engage more customers along with understanding their opinions and requirements and to hold them for a longer time.  The businesses og Tesco will be helped to focus on their decision making which integrate  all of their sources and channels along with providing positive surety on their customer experiences. Tesco should need to take feedback from this particular process to evaluate their value propositions and business strategy through which Tesco will develop their CRM implementation for the purpose of achieving more success through their business. 
Process of Performance Assessment
Through understanding the process of Performance assessment, Tesco will be able to understand the benefits of value proposition in their business along with how the interest of the customers will lead to bring out better performance of the business. And Tesco will be able to understand their performance through the scenario of customer engagement, value of shareholders, profit margins along with getting returns via dividends (Bolton and Tarasi, 2017). By applying this Payne's five process model, Tesco will understand their business’ performance assessment also needs to include the system of monitoring the customer satisfaction along with the evaluation of KPI or key performance indicators. By doing all these, Tesco will be able to develop their success through the implementation of their CRM processes.
Information Management Process
In this particular model, the analytical part is the information management. Through this process, Tesco will support the other processes while applying this model. According to the model of Payne’s five processes, Tesco will be able to find out that organising, using information and collecting is connected to helping their customers with the insights over the behaviour of the customers. This process will help the business of Tesco to build proper marketing responses along with improving the value propositions. Tesco also needs to establish a system regarding data collection along with the tools of data analysis to manage these activities.  Through this application, Tesco will be benefited to keep their process of CRM as comprehensive for the purpose of the qualitative and quantitative measurement of the competitiveness of the market of retailing industry (Shukla and Pattnaik, 2019).
[bookmark: _Toc80121709]Benefits and Challenges of Payne Five Process Model
Benefits
Through this CRM model, Tesco will be able to obtain a better knowledge of their customers which will help them to fulfill the demands and requirements of their customers. On the other hand, they will obtain a better segmentation into their target customers. Through this model of CRM system, Tesco will end up with a better customer retention which will help them to keep their promises to their loyal customers (San-Martín et al., 2016). Through this proper CRM system, they will be benefited to sell their products more along with faster way. The organisation will be helped to save their own time along with their customers’ time with a speeder and better communication. 
Challenges
Along with the benefits, there are also some challenges in applying this CRM model in the organisational context. First of all the spend on applying the CRM process is not so affordable, it is costly. Then for an appropriate CRM process, all the staff need to be qualified and trained which is not always possible to provide for the organisation. Another challenge of this CRM model is the fear of  insecuring the stored and collected data of the organisation (Souri et al., 2017). CRM datas of the organisation can be misused and obtained by the third parties which can occur a huge risk in the large organisational context of Tesco. 
[bookmark: _Toc80121710]Recommendation
From the above discussion, it can be recommended to Tesco that they should make their CRM software quite easy to use, basically for helping their internal customers and for their staff. Before purchasing any CRM model, they need to research the potential of the CRM ROI for the department itself along with all the concerned workers of the organisation. Tesco is also recommended to provide CRM training to all of their staff or workers. Because companies should be conscious about keeping all of their employees trained and knowledgeable about their CRM system. They can identify their eager employees and teach them about the CRM process and then schedule to provide regular sessions of teaching CRm process to make them knowledgeable about how to utilise the best quality ofCRM process to get maximum good results. Tesco is also recommended to track and identify the behaviour of their customers through the cycle of their sales. Before receiving the sales call, they can collect data from the social mediA platforms about the prospect and can find out what type of data they provide through the channels (Harrigan et al., 2015). They are suggested to stay concerned about keeping their data updated. Though this is a kind of difficult task, by providing the customers an application which is easy to use, they can get assured that every time spptroprita data is being collected. The brand of Tesco should utilise an accurate listening tool of social media to count the mentioned customers just after the online post. Through this suitable recommendation,Tesco will be able to contain an effective CRM process. 
[bookmark: _Toc80121711]Conclusion
This report has evolved through the discussion of different factors regarding quality system and CRM or customer relationship management of the organisations. Here the chosen organisation was Tesco, on the basis of which the discussion of the report has developed. At first this report provided a brief description on the organisational context of Tesco.then this report has  evaluated critical review of a number of CRM models along with their weaknesses, strengths and evidence of successful application. Therefore this report has selected and analysed the proper CRM model on the basis of Tesco’s CRM problems. After that the application of that particular model to the organisation Tesco was done properly. A number of suitable recommendations have been provided at the end of this report. 
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