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[bookmark: _Toc141721937]Executive Summary 
In this highly competitive market, maintaining the quality of your products and improving the customer experience are of utmost importance. Tesco is the largest British grocery and general merchandise retailer, which stretches from Europe to the Middle East and America. The report analysis and discusses the company internal and external factors that affects their customer service. The report analyses this by utilizing SWOT and PESTEL analysis to provide an in-depth analysis. Additionally, the report also reviews 2 CRM models one is IDIC and the is CRM Value Chain Analysis. Afterwork the report applies the CRM value chain analysis to Tesco; it showcases the potential benefits as well as addresses relevant challenges. Furthermore, the report also discusses and analyses 7P and communication mix, while providing examples. Lastly, the report provides recommendation to Tesco on how they can improve their customer service.
[bookmark: _Toc141721938]Introduction 
Quality processes and customer relation management are vital aspects of any successful business this includes Tesco. Quality processes ensures that the products and services are met high standards, leading to customer satisfaction and loyalty. Moreover, efficient quality measure controls enhance the company's reputation, reduces costs associated with defects and reworks, and fosters continuous improvement. On the other hand, CRM enables Tesco to understand their customers better, anticipate their needs, and provide personalised experience. By maintaining strong relationships with customers, Tesco can enhance customers retention, increase loyalty, and increase repeat businesses, thus ultimately leading to sustained profitability and competitive advantage in the retail industry. The report aims to delve into the importance of quality processes and customer relationship management of Tesco. The report will explore the company’s customer service various factors using SWOT and PESTEL analysis. Afterwards the report will review CRM models and their process. The report will then select the suitable CRM model and implemented in of Tesco to improve their current customer service. Moreover, the report will also provide some additional information regarding benefits and challenges. Once the implementation is completed the report will then discuss and analyse 7P’s and communication mix. Lastly the report will conclude by providing recommendations for Tesco.


[bookmark: _Toc141721939]Company Introduction 
Tesco is a British grocery and general merchandise retailer. It is one of the largest and most well-known chains in the world. Tesco operates a wide range of stores, which includes supermarkets, hypermarkets, and convenience stores, offering various products such as groceries, clothing, electronics, home goods, and more (Tescoplc.com, 2023). Additionally, Tesco has expanded into online retailing, financial services, and more. The company’s history dates to 1919 when the finder Jack Cohen started selling surplus groceries from a market stall in the East End of London. The name “Tesco” itself was derived from the initial T.E. Stockwell, a tea suppler and the first two letters of Cohens surname. The company growth started in the 1930s when Cohen opened his first Tesco branded store in 1929 in Burnt Oak, London. Throughout the following decades, Tesco expanded their operations and product offerings steadily. Tesco in the 1950s and 1960s had adopted self-service supermarkets, which at the time was a revolutionary concept. Moreover, this moves allowed customers to choose their own products, creating a more convenient and efficient shopping experiences. Tesco continued to expand their operations throughout the UK, and by the 1990s, it had become one of the counties dominant supermarket chains. The company diversified their offering to include clothing, electronics, and other non-food items. Tesco pursued international expansion during the late 1990s and early 2000s, entering markets in central Europe, Asia, and North America. The company’s international ventures were net with varying degrees of success, with some notable growth in countries such as Poland, Thailand, and south Korea. Also, the company launched Tesco.com, which allowed customers to shop for groceries and other products from the comfort of their homes. However, in the mid-2010s the company faced significant challenges. Increased competition form discount retailers, accounting scandal and economic factors affected the company’s performance. As a result, Tesco undertook a restructuring process, selling some international businesses and focusing on their core UK operations. Despite the challengers, Tesco remains a major player in the retail industry. The company continues to innovate and adapt to changing consumer preferences, with an emphasis on sustainability and digital transformation (Tescoplc.com, 2023).

[bookmark: _Toc141721940]Internal Factors SWOT
A SWOT Analysis helps to identify a company like Tesco’s internal factors such as strengths and weaknesses along with external their external factors like threats and opportunities (Sarsby, 2016).
Strengths: Tesco’s strength lies in their vast network of stores, which provides a significant advantage in delivering 24-hour customer service. With the company having currently over 4600 stores, Tesco have been able to cater to customers’ needs around the clock (Tescoplc.com, 2023). Additionally, Tesco’s early adoption of technology in the retail industry has allowed them to create and establish more efficient quality control measures, such as the real-time stick monitoring, self-checkout systems, and automated inventory management systems, all this quality control measure allows for the supporting of 24-hour customer service. Furthermore, Tesco also emphasises on employee training to ensure that their staff is well equipped with the necessary skills to maintain service standards during peak hours, thus contributing to a seamless 24-hour customer experience.
Impact: the combination of an extensive store network, technological capabilities and effective staff training has enabled Tesco to always deliver quality service and products throughout their 24-hour operations. 
Weaknesses: one of the major weaknesses in case for Tesco is their large and complex operations, this can sometimes lead to challenges in maintaining consistency and efficiency across all stores during 24-hour operations, thus impacting the customer experience. Additionally, the company has faced criticism for stopping rivals from opening stored nearby this has impacted their brand images (Wood, 2020).
Impact: Tesco’s weaknesses in operational efficiency and labour management could potentially lead to variations in service quality during their 24-hour operations. Therefore, addressing these weaknesses is very vital to ensure a consistent customer experience throughout the day.
Opportunities: The rise of online shopping has created a huge opportunity for Tesco to provide a 24-hour customer service through their e-commerce platform (Akhlaq and Ahmed, 2014). This allows them to effectively implement quality control in online order fulfilment and delivery is essential to meet customer expectations. Additionally, utilizing customer data and analytics also has helped Tesco to understand shopping patterns and preference, enabling them to optimize inventory, improve product availability, and enhance customer service on a 24-hour basis. 
Impact: By leveraging opportunities in online retail and data analytics can help in enhancing Tesco’s quality systems and controls for 24-hour customer service, offering customers personalized experiences and efficient order fulfilment.
Threats: the intense competition from both traditional and online retailers poses a threat to Tesco’s ability to maintain customer loyalty. To differentiate themselves, the company must ensure their high-quality systems and controls remain effective in delivering a consistent and exceptional 24-hour customer service experience. Furthermore, the adherence to various regulations in different region can be challenging as well. Tesco must also ensure that their quality systems and controls align with regulatory requirements across their global operations. 
Impact: the threats of competition and regulatory compliance showcases the need for Tesco to continuously enhance their quality systems and controls to remain competitive and compliant, even during 24-hur operations.

[bookmark: _Toc141721941]External Factors PESTLE 
Political factors: Political factors includes factors such as regulations, stability, and government policies and more (Perera, 2017). They can have a huge influence on a company’s operations and may even affect how Tesco manages their quality systems and controls for 24-hours costumer service. Changes in government regulations and policies can impact Tesco’s quality control processes. For example, stricter food safety regulation may require Tesco to invest in enhanced quality checks and monitoring systems for their perishable products. Additionally, political decisions that are related to labour laws, working hours and minimum wage can influence how Tesco staffs it stores during 24-hour operations. Compliance with labour regulation is very important for maintaining the quality of service provided by well-trained and motivate staff. An example of the impact of political factors on Tesco can be seen in the introduction of the UK’s National Living Wage in April 2016. This policy mandates a higher minimum wage of workers aged 25 and over. To comply with these regulations, Tesco had to adjust their labour costs and workforce management strategies. Furthermore, this change could have implication for the quality of customer service during 24-hour operations, as staffing costs increases (Wightman-Stone, 2016).
Economic factors: Economic factors include macroeconomic indicators, such as exchange rate, inflation, and consumer spending patterns. These factors can affect Tesco’s financial performance and customer preference, which ultimately influenced their quality systems and controls (Perera, 2017). Economic downturns or fluctuation in consumer spending can affect the company’s sales and demand for products. Adjusting quality control to meet changing consumer preferences is very essential to maintain customer satisfaction. Moreover, for a multinational retailer like Tesco, currency fluctuations can impact the cost of imported products and supply chain efficiency, influencing the availability and quality of products during 24-hour operations. For examples, during the 2008 global financial crises, Tesco faced a challenging economic environment. Consumers became more price-conscious, and demand for lower-priced products increased. In response, Tesco had to adapt their quality system to ensure that cost-effective products met quality standards without compromising customer satisfaction.
Social factors: social factors include demographics, cultural trends, lifestyle change, and consumer behaviour (Perera, 2017). These factors play huge role in shaping customer expectations and can affect how Tesco delvers 24-hours customer service with the quality systems. Shifting consumer preferences, such as increased focus on health and sustainability, may require Tesco to adjust their product offerings and quality control to meet demand. Additionally, social trends towards convenience and technology-driven solution have led to the rise of online shopping. Tesco’s quality systems need to adapt to ensures a seamless 24-hour online shopping experiences. Tesco’s response to changing social trends is evident in their expansion into online retailing and the development of Tesco.com. the company has also invested in robust quality control for their online platforms, ensuring product accuracy, timely delivery, and efficient customer service, even during 24-hour operations (Sleight, 2001). 
Technological Factors: Technological factors includes innovation, automation, and digital advancements (Perera, 2017). The company can benefit from technology-driven automation, such as automated stock monitoring, real-time inventory management, and self-checkout systems, which helps in enhancing efficiency during 24-hour operations. Also, technological advancements in e-commerce platforms have enable Tesco to provide 24-hour customer service online. Quality controls in online order processing and delivery are essential for a seamless customer experience. For example, Tesco’s use of technology and automation is exemplified in their "Tesco Urban Fulfilment Centres" (UFCs). These facilities use new, advanced and robust automation systems to efficiently handle online orders, ensuring accurate picking, and timely deliveries to support 24-hour online shopping convenience for customers (Tescoplc.com, 2023).
Legal factors: Legal factors includes laws and regulation that impact businesses, including consumer protection, data privacy and competitive laws (Perera, 2017). Tesco’s quality systems must comply with data privacy laws when handling customer information. Ensuing data security and privacy are essential for building customer trust during 24-hour interactions. Moreover, compliance with consumer protection laws is very vital for delivering quality products and service while also avoiding legal disputes. For example, the implementation of the General Data Protection Regulation (GDPR) in Europe hugely impacted how companied handle customer data. Tesco’s quality systems and control had to be updated to make sure GDPR compliance, safeguarding customer information during 24-hour online interactions (Kelleher and Murray, 2018). 
Environmental factors: Environmental factors incudes sustainability, climate change and ecological impacts (Perera, 2017). Increasing consumer awareness of sustainability may influence the company sourcing decisions. Implementing quality controls to make sure ethically sourced and environmentally friendly products are available to customers during all hours of operation is very important. For example, Tesco’s commitment to sustainability is showcased in their effort to reduce food waste. The company launched the "Tesco Community Food Connection" program redirecting surplus food to charities (Tescoplc.com, 2018). By managing quality systems to reduce waste, Tesco contribute to environmental sustainability during their 24-hour operations. 

[bookmark: _Toc141721942]CRM Model Review 
[bookmark: _Toc141721943]CRM Value chain
The CRM value chain is a strategic framework that outlines the entire process of managing customer relationships, from acquiring new customers to retaining existing ones as well as maximizing their lifetime value (Buttle, 2009). It includes series of interconnect activities that together create and deliver value to customers while also driving growth and profitability for businesses. The CRM value chain typically consists of five key stages:
Customer portfolio analysis: this stage is all about attracting potential customers and creating awareness about the products or services offered by the company (Freedman, 2021). This involves various marketing activities such advertising, social media campaigns, e-mail marketing, content marketing and search engine optimization (SEO). The goal is to identify and target the right audience, generate leads, and convert them into actual customers (Buttle, 2009).
Customer intimacy: once leads are generated, the next step is to convert them into paying customers. Here sales team plays an important role, they engage with leads, understanding their needs, and guiding them through the buying process. Sales automation tools and customer data analysis can be employed to streamline lead management as well as improve conversion rates (Buttle, 2009). 
Network development: after a successful sale, the focus shifts to network development of the new customers effectively. This stage involves providing a smooth and personalized experiences for customers, thus ensuring they understand on how to use the product or service and addressing any initial concerns or queries. Additionally, effective onboarding sets the foundation for a strong and lasting relationship between the customer and the company (Buttle, 2009).
Value development: this stage involves ongoing support and service to ensure customer satisfaction and retention. Customer support teams plays a vital role in properly addressing customer queries, resolving issues, and aiding whenever needed. Excellent customer service is also vital for building trust and loyalty with customer.
Manage the relationship: Retaining existing customers are more cost-effective than acquiring new ones. This stage involves strategies to overall enhance customer loyalty and encourage repeat business (Freedman, 2021). Loyalty programs, personalized offers, special promotions are some of the techniques that are used to keep customer engaged and coming back for more (Buttle, 2009). 



[bookmark: _Toc141721944]The IDIC model 
The IDIC model is a concept that was introduced by Leonard Berry. It is a framework that is customer-focused that stands for “Identify, Differentiate, Interact and Customize.” The IDIC model is created to help businesses and organizations to enhance their customer services as well as build strong and lasting relationships with their customers (Freedman, 2021).
Identify: IDIC model is often used to identification and understanding the needs and preferences as well as characteristic of individual customers or customer segments. The IDIC model process involves gathering data and information about customer through various means, such as surveys, feedback, purchase history, and interactions. (Freedman, 2021).
Differentiate: In order to remain competitive organizations often utilize customer segmentation that are often identified and in the next step is to differentiate between customer based on factors such as unique needs and preference (Freedman, 2021). It is also important to note that not all customers have the same requirements and treating them as such can lead to dissatisfaction. However, by segmenting customers, businesses can properly tailor their products, services, as well as marketing efforts to address the specific needs of each segment effectively. 
Interact: Interacting with customers is a very important aspect of the IDIC model. It involves engaging with customers through various touchpoints, such as in-person interactions, phone calls, emails, social media, and other communication channels. Effective interactions should allow be personalized, attentive and responsive to the customer’s needs. The goal is to create positive experiences that leave customers’ feeling valued and heard (Freedman, 2021).
Customize: The final step in the IDIC model is to customize the products or services offered to meet the specific needs of individual customers or segments (Freedman, 2021). This involves tailoring the features of a product, offering personalized recommendations, or providing target promotions. Customization demonstrates that the business understands and cares about each customers unique requirements. 


[bookmark: _Toc141721945]Statement of Tesco's CRM Problem
Tesco’s CRM is facing challenges in delivering a consistently excellent customer experience, as evident from various online reviews. Customer have expressed their concerns about issues such as ineffective communication, lack of personalized and difficulties in resolving complaints or issues promptly (Furze, 2023).

[bookmark: _Toc141721946]CRM Value Chain Analysis to Tesco 
here is how the CRM value chain analysis can be applied to Tesco's issues:
1. Identify primarily CRM activities:
a. Marketing and customer Attraction: Tesco needs to analyse their marketing activities to identify opportunities for personalization. Leveraging customer data, purchasing history and preference can help them in enabling Tesco to create targeted promotions as well as offers tailored to individual customers.
b. Sales and customer acquisition: evaluate customer touchpoint during the sales process. Ensuring clear and effective communication channels at these stages can help in improving customer satisfaction as well as reduce communication in efficiencies.
c. Customer service and issue resolution: review the customer service process to identify any bottlenecks and improve issues resolution efficiently. Moreover, implement escalation protocols as well as empowering customers service representatives to resolve issues promptly can also enhance customer experience.
d. Customer retention: Assess existing loyalty programme and customer retention strategies. Enhanced personalization within loyalty programmes can help in drive customer loyalty as well as improve overall satisfaction.
2. Identify support CRM activities:
a. Data Gathering and Management: analyse how customer data is collected, stored, and managed. Integrating data from various sources can help in creating a comprehensive customer profile, thus enabling better personalization and issue resolution.
b. Data analysis and customer segmentation: leveraging data analytics to segment customer based on their preference and behaviours. Moreover, understanding different customer segment allows Tesco to deliver targeted marketing effort as well as personalised experience.
c. Technology and infrastructure: evaluate the efficiency of communication channel, customer support system and CRM software. Ensure that a robust and integrated technology infrastructure this is important as it is essential for effective communication and issue solution.
d. Training and employing parliament: empowering employee with the necessary tools and knowledge can also help in enhancing issue resolution capabilities much more.
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Customer centric approach: CRM value chain analysis heavily focuses on delivering superior customer value and satisfaction. By aligning processes and activities with customers’ needs, the company can build strong customer relationship and loyalty (Buttle, 2009).
Data-driven decision making: The analysis allows Tesco to gather and analyse customer data more effectively. this driven approach helps in enabling informed decision making, which leads to targeted marketing efforts, personalised experience, and better issue resolution (Buttle, 2009).
Process optimization through the identification of inefficiency and bottleneck, Tesco can optimise their CRM processes, enhancing operation efficiency as well as reduce costs that are related to customer support and issue resolution.
Improve customer satisfaction: the implementation of CRM value chain analysis can also lead to improve communication efficiency as well as faster issue resolution, thus resulting in higher customer satisfaction as well as a positive brand perception among the consumers.
[bookmark: _Toc141721948]Challenges of CRM value chain analysis implementation
Data integration and privacy: integrating customer data from multiple sources can be very challenging and data privacy regulation must be strictly followed to ensure the security of customer information.
Technological infrastructure: implementing the CRM Value Chain Analysis may also require upgrading or investing in new technology infrastructure, which could be time consuming and costly.
Employee training and adaptability: employees may require training to adapt to the new CRM processes and tools. Resistance to change can also pose significant challenges in the successful implementation of the analysis.

[bookmark: _Toc141721949]7P marketing theory 
The seven P marketing theory is an extension of the traditional 4P marketing mix, the 7P’s model was introduced to include a more comprehensive and contemporary approach to marketing strategy. It takes into account the additional elements that plays a vital role in marketing process, mainly in the context of services and modern business practises (Kotler and Keller, 2021).
Product: Product refers to the core offering their business provides to their target market. It includes both tangible goals and intangible services. companies must make sure that their products meet customers’ needs, are of high quality as well as provide value. Additionally, companies also need to consider branding, packaging, and product variation (Kotler and Keller, 2021). For example, Tesco offers a wide range of products including groceries, clothing, electronics and more. the company "Everyday Value" and "Finest" product lines cater to the different customer segments (Zone, 2023).
Price: Price is the monetary value that customers pay to occur product or service from a business. Pricing strategies can heavily impact sales and profitability and businesses need to consider factors such as production cost, competition, and perceived value (Kotler and Keller, 2021). For example, Tesco utilizes a competitive pricing strategy that align their prices with those of their competitors. The company moreover also employs loyalty programs like Tesco Clubcard, which offers discounts and rewards to loyal customers, thus enhancing customer retention as well as incentivizing repat purchases (Turner and Wilson, 2006).
Place: Place which is also known as distribution refers to the channel and method through which products or services reach the target market. The right distribution strategy helps in ensuring that the product is available to customers at the right time in the right location (Kotler and Keller, 2021). For example, Tesco has an extensive network of physical store across various formats, this includes superstores, convenience stores, and hypermarkets. Additionally, the company has also invested heavily in their online presence as well, thus allowing customer to shop easily through their websites and mobile app.
Promotion: Promotion involves the communication and marketing activities that create awareness and interest in product or service (Kotler and Keller, 2021). This includes advertising, sales, promotion, and other promotional tools to pursue the target audience to make a purchase. For example, Tesco employs a variety of promotional activities such as advertising, social media campaigns, and in-store promotions. The company also sends personalized offers and discount to customer through their loyalty programs.
People: People factors consider employees, staff are individuals who are directly or indirectly involved in delivering the products and services to customers (Kotler and Keller, 2021). Satisfied and well-trained personals can help in enhancing customer experience and loyalty. For example, Tesco emphasizes their customer service by training their staff to assist and engage customers effectively. Moreover, friendly, and knowledgeable employees enhance customer satisfaction as well as contribute to a positive brand image.
Process: Process is related to procedures, systems and steps that are involved in delivering a product or service (Kotler and Keller, 2021). The well-designed process can help in ensuring efficiency, consistency, and customer satisfaction. For example, Tesco focuses on streamlining their processes to ensure efficiency and consistency. This includes optimizing their supply chain, checkout procedures, and online shopping experience, all of which has helped in the contribution of a seamless customer journey (Smith and Sparks, 2009).
Physical evidence: Physical evidence is the tangible elements that helps customers evaluate the products or services before making a purchase (Kotler and Keller, 2021). This includes physical environment, branding materials, packaging, and any other visible clues that influence customers perception. In case of Tesco, this includes the store layout, packaging design and the overall store ambiance. The company strives to create a welcoming and convenient shopping environment, that incorporates clear signage, well-organized shelves, and comfortable shopping spaces.



[bookmark: _Toc141721950]The communication mix. 
The communication mix is also known as promotional mix is a term used in marketing to describe the various communication tools and strategies that businesses use to convey their messages to the target audience as well as promote their products or services (Armstrong et al., 2014). The main purpose of communication mix is to create awareness, generate interest, stimulate desire, and encourage action among the target market. Each element of the communication mix has a unique role in achieving this objective as well as plays a very important part in shaping their perception of the brand and its offering:
Advertising: Advertising involves paid and on-personal communication through various media channels such as television, radio, print, online platforms, social media, billboards, and more. The goal is to reach a large audience as well as create brand awareness and recall (Professionalacademy.com, 2023).
Sales promotion: Sales promotion includes short term incentives and offers design student courage immediate purchase or actions. These examples include discounts, coupons, contents, loyalty programmes, free samples, and limited time offers (Professionalacademy.com, 2023).
Public relations (PR): PR focuses on managing and maintaining a positive image and reputation of the company or brand in the eyes of the public. This involves activities such as media relations, press release, sponsorship, and crisis management (Professionalacademy.com, 2023).
Direct marketing: Direct marketing involves targeted and personalised communication with potential customer. Examples include direct mail, e-mail marketing, telemarketing, and other forms of one-to-one communication to promote products or services.
Digital marketing: Digital marketing leverage online channels and platforms to reach and engage target audience. This includes various techniques such as search engine optimization, content marketing, social media marketing, influencer marketing and paid online advertising.
Personal selling: Personal selling involves direct, face to face communication between the sales representative and potential customers. This approach is often used in B2B or business to business sales and high value customer products, where building relationship and addressing specific needs is very important (Professionalacademy.com, 2023).


[bookmark: _Toc141721951]Recommendation 
Tesco's leading global retail chain has a strong foundation but faces challenges in his customer relationship management efforts. To maintain their position in the competitive market as well as enhance customer satisfaction. Tesco should consider implementing the following recommendations.
Strengthen CRM Value Chain Analysis: Tesco should prioritise the implementation of CRM Value Chain Analysis to identify areas of improvement in their CRM process. By analysing and optimising primarily and support activities the company can enhance communication efficiently, personalised interaction as well as improve issues resolution capabilities. Additionally, lead this will also lead to improve customer satisfaction, loyalty and ultimately, long term business success.
Enhanced communication channel: Tesco should also focus on improving their communication channels to enhance timely and accurate responses to customers inquiries and concerns. By investing in AI power chat box and self-service options can help offer customers quick access to information and issuer solutions, thus reducing communication inefficiency and enhancing customer experience.
Monitor and response to customer feedbacks: Tesco should also actively monitor customer feedbacks from various channels including online reviews and social media. This feedback can provide valuable insight into customers satisfaction level and areas that require improvement. Moreover, Swift responses to customer feedback showcases Tesco's commitment to listening to their customers as well as addressing their concerns.
Foster a customer centric culture: Building a customer centric culture is very important for successful CRM implementation. The company should install a customer focused mindset across all levels of the organisation, emphasising the importance of customer satisfaction and loyalty.

[bookmark: _Toc141721952]Conclusion
In conclusion, the report highlights the importance of quality process and customer relationship management as they are integral components for the success of Tesco. By ensuring high-quality products and service, Tesco can maintain customer satisfaction and loyalty. At the same time, CRM strategies enable Tesco to understand their customer better as well as provide personalized experiences, further strengthening their relationship with consumers. 
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