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Business Report – Tesco 

[bookmark: _Toc87934050]Introduction
	Customer experience is a broad concept that incorporates various aspects of successful business management. It allows any organisation to be competitive in the market and provide a strategic edge not only in the national market but in the international market as well (Kar, Bansal and Mishra, 2021). Customer relationship management thus becomes an important factor to be considered whilst working in a business domain. All companies related to any industry in the world try to enhance their customer relationship so that they can offer their products and services and get positive feedback from their customers (Lundaeva, 2018). In this report, one will analyse the customer experience of organisation in retail namely Tesco based on two different themes which include tech touch versus human touch and customer experience and brand experience. Moreover, the report underlines customer relationship management theories employed by Tesco which helps this retail organisation to improve its customer experience and relationship management. 

[bookmark: _Toc87934051]Customer Experience of TESCO
	Retailers have used a range of tactics to try to gain loyal consumers. One of the most common ways for achieving this aim has been to focus on costs (Rosnizam et al., 2020). However, in the age of social media and global connectivity, building good client connections has become critical (Kar, Bansal and Mishra, 2021). Customer relationship management (CRM) has become a popular technology for businesses to utilise in order to create efficient customer interactions. Tesco is a British multinational supermarket and commercial retail store that dominates the UK food sector. They have pledged to provide sunflower accessories to their customers as a subtle indicator that the user may have a disguised impairment and may need further help (Evans and Mason, 2018).

[bookmark: _Toc87934052]Tech Touch versus Human Touch
	Customer Relationship Management aids in offering excellent customer service and more efficiently selling items. The CRM enables comprehending consumer behaviour and preferences simpler and obvious, which streamlines marketing and sales advertising (Aliekperov, 2020). It aids in the identification of new consumers depending on their demands and comprehension. All of these activities contribute to the company's core profitability and growth (Koetz, 2019). CRM aids in gaining a better knowledge of how consumers believe, react and behave. It elucidates the customer's thought process and reasons when making purchases (Lundaeva, 2018).
	Customers' psychology is heavily impacted by their surroundings and other variables. Numerous variables affect a customer's purchase decisions, including the customer's knowledge of the product and market, their budget, family values, background, purchasing power, marketing influence on the customer, limited knowledge of the customer, friends' and family influence, impulsive decisions at the point of purchase, and so on (Fatricia, 2017). The study of people, communities, or organisations and the methods they use to buy or select items and services to meet their requirements, as well as their influence on them and their environment, is known as consumer behaviour (Rosnizam et al., 2020).
	Consumer behaviour can be studied in the environment of a person, a community, or even an organisation in order to better comprehend their attitudes and purchasing choices for different purchases (Kar, Bansal and Mishra, 2021). Consumer behaviour is the study of how people use items and how they are chosen and bought. This method necessitates a thorough grasp of consumer psychology, including why people choose one product over another in a similar brand (Fatricia, 2017). It illustrates why some companies in the marketplace are favoured above others. Moreover, it illustrates why certain items succeed while others fail in the industry (Evans and Mason, 2018).

[bookmark: _Toc87934053]Customer Experience and Brand Experience
	Various researches then assist firms in changing the company's branding, positioning, as well as other promotional campaigns so that the goods meet the proper customers with the correct comprehension of the product's buyers and therefore becomes a great achievement (Ismail, 2017). For example, when Kelloggs released their product in India, it originally flopped because the firm positioned it as a breakfast alternative. The corporation had to adjust its marketing methods after gaining a better understanding of customer psychology for their goods (Jonah, 2018). Kellogg's was subsequently re-launched as a healthy snack alternative for youngsters. This aided the firm's competitive advantage in the market, and the food has steadily positioned itself as a healthier food alternative too though (Aliekperov, 2020).
	Consumer behaviour is impacted by a variety of social and economic variables. Even though the selections are connected to the day-to-day activities, the culture in which we live has a significant impact on our decisions (Ismail, 2017). Our colleagues, families, and neighbours have an effect on everything we buy, from laundry detergent to cars. The kind of individuals we interact with have a significant impact on our decisions about the items we use and buy. Consumers will sometimes buy a few goods based on the suggestions of family and friends (Koetz, 2019).
	There may be certain companies and goods that individuals think improve their image on others and increase their image in their social area, thus they tend to use such things even if they are overly expensive in comparison to their budgets or do not fully meet their needs and requirements (Lin and Peng, 2018). Because of the intimate relationships that customers have with their friends and family, such suggestions cannot be disregarded, and consumers frequently make purchases affected by the decisions of others (Rosnizam et al., 2020).
	Consumers' purchasing decisions are influenced by economic variables as well. Their income, spending budget, purchasing power, and other factors may impact their selections about which things to buy and which services to use (Kim, Hallsworth, Kim, 2019). Factors such as the consumer's budget and desire to spend money on a certain item or service determine the amount of money to be spent on any purchase or service (Kar, Bansal and Mishra, 2021).

[bookmark: _Toc87934054]Customer Relationship Models Used by Tesco to Enhance Customer Experience
The purpose of Tesco is to provide high-quality products to its customer's Managers can utilise the data from the external study to compile a comprehensive catalog of important capacities and flaws (Lin and Peng, 2018). When this summary is combined with a catalogue of potential and dangers determined from a study of the underlying circumstances, a management framework emerges. External evaluation is an important part of putting a company's plan into action (Peeroo, 2019). By examining the possibilities and dangers, management can create accurate decisions on specific elements that have an influence on the international organisation's long-term survival and profitability. Management conducts a global analysis or focuses on major groups to analyse and improve the organisation's worldwide viability (Evans and Mason, 2018).
There are a lot of prospective rivals in the market right now, which means that replacements are a danger. The performance or failure of management could be attributed to a variety of things (Kim, Hallsworth, Kim, 2019). As a result, it is critical to assess the alternative and their abilities in order to be effective in an international organisation. A management model helps any organisation to excel in the market and makes most of its available resources whether human resources or financial resources (Aliekperov, 2020). 

[bookmark: _Toc87934055]McKinsey 7-S Framework for Customer Relationship Management
Various organisations use different management models but the one which would be most effective for an international organisation is McKinsey 7-S Framework (Alam, 2017). It is one of the most widely used frameworks due to its effectiveness and feasibility of use. It is comprised of 7 elements which are categorised as soft elements and hard elements as shown in Figure 1 (Moonsri, 2020).
[image: ]
Figure 1. McKinsey 7-S Framework

[bookmark: _Toc87838748][bookmark: _Toc87934056]Strategy
	It is a strategy devised by an organisation to gain a long-term economic edge and operate effectively in the marketplace. In the current time, the strategy taken by Tesco is quite remarkable as they are working effectively in their respective domain. It implies that the strategy taken by the management of this organisation is effective in every aspect (Smit, 2019). 

[bookmark: _Toc87838749][bookmark: _Toc87934057]Structure
	It depicts the organisational structure of organisation departments and entities, as well as who is responsible toward whom. In different terms, structure refers to the organisational hierarchy (Rosnizam et al., 2020). It's also one of the framework's most apparent and changeable aspects. Overall, the structure of Tesco is simple yet strong enough to carry out the daily tasks (Moonsri, 2020).

[bookmark: _Toc87838750][bookmark: _Toc87934058]Systems
	These are the organisation's operations and protocols, which explain how decisions are made and how the organisation operates on a regular schedule. The section of the organisation that dictates how operations are done is called systems, and it must be the primary focus of managers throughout organisational transformation. Tesco is part of one of the most renowned organisations in the United Kingdom (Alam, 2017).

[bookmark: _Toc87838751][bookmark: _Toc87934059]Skills
	These are the skills that the personnel of the organisation excels in. Competencies and skills are also included. Throughout organisational transformation, the issue of what capabilities the organisation would require to support its strategic vision or structure emerges frequently. The workers employed at Tesco possess a wide range of skills and capabilities and the management is keen to make most of them (Smit, 2019).

[bookmark: _Toc87838752][bookmark: _Toc87934060]Staff
	This component addresses the kind and number of personnel that a business will require, as well as how they would be hired, taught, inspired, and compensated. In the current time, the staff plays an important role in the success of any organisation thus the Tesco focuses greatly on its staff and its productivity (Moonsri, 2020). 

[bookmark: _Toc87838753][bookmark: _Toc87934061]Style
It symbolises how top-level executives run the firm, how they communicate, what action they perform, and their significant worth. In other words, it refers to the leadership style of the organisation's executives. The hierarchy of Tesco ensures that the operations are carried out effectively (Alam, 2017). 

[bookmark: _Toc87838754][bookmark: _Toc87934062]Shared Values
	The McKinsey 7s model is based on these principles. They are the conventions and principles that influence staff conduct and corporate operations and are therefore the bedrock of every organisation (Smit, 2019). 

[bookmark: _Toc87934063]Evaluation of External Environment by Mind Map for Customer Relationship Management
There are different mind map tools are used for the analysis of the external environment of any international organisation including Tesco. The PESTEL analysis, which assesses several aspects, is the most successful of them (Alam and Raut-Roy, 2019). The success of the international organisation is determined via a comprehensive review of external elements and the environment (Citilci and Akbalk, 2020). As a result, the organisation’s structure may readily take steps to help them meet its objectives (Matovic, 2020).
It's all regarding the political features of international organisations, which might have an impact on the organisation's total efficiency. The involvement of government in any organisation is evident which means it has a great impact on their performance. The foundation's value is its ability to succeed. Everything that an organisation can accomplish well, regularly, or competitively is a virtue, and this is a specific ability that helps an organisation to achieve a strategic advantage (Jonah, 2018). Every resource, skill, or various other advantages over competitors is referred to as strength. Everything can be a strength if it increases the competitiveness of an industry. Tesco’s strength is its client relationship. It ensures that the client’s needs are always considered (Alam and Raut-Roy, 2019).
	In this realm, all of the corporation's economic and fiscal components may be examined, and when they've been assessed, a comprehensive strategy can be devised (Matovic, 2020). For example, resource values may influence an organisation's financial statement and, as a consequence, its capacity to grow and develop. The value of a currency has an influence on export costs and also the accessibility and value of imported goods (Yusop, 2018). Because of its financial sustainability, Tesco management has made a significant contribution to the market environment. When it comes to controlling them, nevertheless, there are certain limitations. Prospects explain how to get a competitive advantage and show how to expand your business. To distinguish out in the market, the Tesco management sector is utilising economic materials (Alam and Raut-Roy, 2019).
In this regard, the organisation’s management takes into account all social aspects that could have a substantial influence on the sector's effectiveness (Matovic, 2020). The performance of international organisations, such as Tesco, may be influenced by the country's cultural norms (Yusop, 2018). The management must ensure that all social elements are considered and that clients receive the services they desire. Itilci and Akbalk (2020) define an opportunity as a favourable occurrence in an external context. Each company may be able to capitalise on a chance to improve its economic health. An organisation is considered to be taking the opportunity of a chance when it can take benefit of potential circumstances to create and implement strategies that allow it to increase competitiveness (Jonah, 2018).
	Technological aspects may review all technological and R&D parts of the organisation, and after they have been assessed, a full strategy could be produced (Itilci and Akbalk, 2020). The examination of external environmental factors shows flaws. It refers to the vulnerability of an international organisation as a result of one or more internal factors, such as material and information, application development, and so on (Matovic, 2020). As a result, individuals can claim that an organisation is failing since it ignores something or executes poorly. As technology advances in many areas of life, Tesco management is integrating new technologies to improve service delivery (Alam and Raut-Roy, 2019).
	Individuals would get more concerned about how companies operate and what goods they supply as they become more aware of the shifting atmosphere; this will both generate foreign enterprises and destroy existing businesses (Yusop, 2018). Even if a scenario does not disadvantage the organisation, it is nonetheless considered a flaw. It signifies a shortage, limitation, or decrease. Every fault jeopardises the viability of an organisation. The Tesco international organisation evaluates the environment in which its services will be used regularly. Competitors, on the other hand, are working in the same direction (Matovic, 2020).	Regulatory issues may also influence the quality and image of a company's services. They've acquired a lot of increasing prominence over the previous decade (Matovic, 2020). Having stated that, the Tesco international organisation has never given such concerns much significance in the past years, but is currently attempting to include every component of legal factors into the organisation (Yusop, 2018). Consequences could occur from a threat to the organisation's development or profitability. Since it becomes important when the external environment sets an organisation's prosperity at peril. Many factors in the organisation's external environment may jeopardise its long-term viability (Alam and Raut-Roy, 2019).

[bookmark: _Toc87838762][bookmark: _Toc87934064]Conclusion
Customer experience is a wide term that encompasses many aspects of good company management. It enables any company to compete in the market and get a strategic advantage not only in the domestic but also in international markets. As a result, customer relationship management becomes a critical issue to consider when working in the corporate world. All organisations in any sector throughout the world strive to improve their client relationships so that they can sell their products and services while also receiving positive feedback.
An evaluation of the external environment of an organisation provides enough data to construct a summary of the management's capabilities and shortcomings. For every method of evaluation, corporate responsibility and its appraisal are critical. The management might also assess the possibilities and risks that exist in the external environment, and also the possible risks that the management could face in the actual circumstances. A management model helps any organisation to excel in the market and makes most of its available resources whether human resources or financial resources.  Various organisations use different management models but the one which would be most effective for an international organisation is McKinsey 7-S Framework. It is one of the most widely used frameworks due to its effectiveness and feasibility of use. 
There are different mind map tools are used for the analysis of the external environment of any international organisation including the Tesco international organisation. The PESTEL analysis, which assesses several aspects, is the most successful of them. The success of the international organisation is determined via a comprehensive review of external elements and the environment. As a result, the organisation's structure may readily take steps to help them meet their objectives. In conclusion, it can be stated that the management of the Tesco international organisation effectively utlise the McKinsey 7-S Framework to highlight fundamental theories and implement PESTEL analysis to assess the macro environment of the organisation and then enhance its customer relationship management.
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