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Executive Summary

This report is focused on the Tesco organisation, how this company developed on the long time and how they managed their relationship with the customers. The report will also present how and why a customer is kept loyal for the same supermarket chain, and how a customer can be estimated to be on a step in the Loyalty Ladder. 
The main characteristic of Tesco is that they used technology in a very smart way so the customers can be happy and satisfied. 
The main problem which will be discussed in this report is how Customer Relationship can affect an organisation profit in a long-term period. 
For further development, Tesco need to continue with the same strategies used until now, also put the accent more on the developing of technology, making shopping much easier for the customer, but also to work on the prices, as they are not the cheapest on the marketplace, and there is the risk that customers can change their mind finding a better supermarket to make their shopping at. 
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1.0 Introduction


This report was requested by Maria Heffernan, and it is due by 25.02.2022, 3PM.
The purpose of this report is to study the importance of the Customer relationship management of Tesco and how it has influenced its management and development, through the last couple of years.
This report was compiled by the student Beniamin Luca having the student number: 1914668.
The main topics that will be discussed further in this report are centred around Tesco organisation, and how it has developed over the past years, using the Customer relationship management, ethics, sustainability and loyalty ladder. 
The most important issues that will be presented in this report are the importance of having a strong customer relationship and a good management of it, the importance of classifying the customers under the loyalty ladder and segmentation and the importance of having ethics, policies and sustainability.
Without these facts, customers will not feel enough valuable, and they won’t make shopping in the specific supermarket as they won’t feel safe to do it. 
This report will also present an overview of the historical development of Tesco.
The submission date of this report is: 24.02.2022.





















                             2.0 Findings
               2.1 The importance of CRM



Tesco was created for the first time in 1919, but the brand did not appear on the marketplace until 1924. 
The founder of Tesco is Jack Cohen, the son of Jewish emigrants from Poland, and he founded Tesco when he started selling surplus groceries from a stall at Well Street Market, Hackney, in the East End of London. The name of the organisation is coming from the fact that Cohen bought a shipment of tea from Thomas Edward Stockwell. 
The name is constructed by the first three letters of Thomas Edward Stockwell name, TES, and the first two letters of the surname Cohen, CO, forming the word TESCO. [footnoteRef:1] [1:    CH companies History .com
Available from:
https://wwwmoneysupport@uwtsd.ac.ukcompanieshistory.com/tesco/#:~:text=Jack%20Cohen%2C%20the%20son%20of,tea%20from%20Thomas%20Edward%20Stockwell.
] 

“The first TESCO store was opened in 1929 in Burnt Oak, Edgware, Middlesex. By 1934 Tesco expanded by building the first modern food warehouse. Tesco was floated on the London Stock Exchange in 1947 as Tesco stores Limited. “[footnoteRef:2] [2:  CH companies History.com, Available from: https://wwwmoneysupport@uwtsd.ac.ukcompanieshistory.com/tesco/#:~:text=Jack%20Cohen%2C%20the%20son%20of,tea%20from%20Thomas%20Edward%20Stockwell.] 

The first self-service store was opened in St. Albans in 1956 and the first supermarket was opened in Maldon in the same year. 
During the 1950s and the 1960s Tesco grew organically, and through acquisitions, until it owned more than 800 stores. [footnoteRef:3] [3:  CH companies History.com, Available from: https://wwwmoneysupport@uwtsd.ac.ukcompanieshistory.com/tesco/#:~:text=Jack%20Cohen%2C%20the%20son%20of,tea%20from%20Thomas%20Edward%20Stockwell.] 

In the past years, Tesco has developed its supermarkets across the UK and became one of the famous brands in the marketplace. Tesco is offering a wide range of supermarkets chain, and they expanded very much in the key points of the cities. They opened small shops named Tesco Express, which are practically for the customers, making their life easier for the smaller shopping lists. 
Tesco entered in the online world for the first time in 2001 which was one of the best moves they did until that time, as the brand became popular all over the UK.
The study of this report will be around the importance of Relationship with the customers and how Tesco succeed to manage that over the time in order to keep close their customers and gain more others. 
The customer relationship management has become one of the most popular tools used by most of the organisations in order to get results and have more loyal customers. One of the aspects Tesco worked on is the prices of the products but not only, they are offering a wide variety of cheap and high-quality products. 
“CRM can be referred to as “an integral information system in which the fundamental unit of data collection is the customer.” (Dunne, Lusch & Carver 2013, p.488).”[footnoteRef:4] [4:  Business Essay - Tesco Company’s Customer Relationship Management System. Available at: https://business-essay.com/tesco-companys-customer-relationship-management-system/] 

In general, all the successful retailers have implemented in their business plan, the CRM system and Tesco is on of them. 
The Tesco’s level of profit may vary from sector to sector as they offer a wide range of products. 
Tesco gain all the customers through the fact that they offer this wide range of products, fact which will keep the customers happy in the supermarket and save their time as they won’t need to visit other shops in order to complete their shopping list. This strategy offered a huge flexibility for Tesco when talking about the prices. Tesco make their own prices and they are not the cheapest in the marketplace, but for the most of their products they are acceptable. 
The competitors of Tesco are using the CRM strategy as well, fact which make the life harder for the supermarket chain. They can change their prices at any time, and they can steal customers from Tesco, however, there are a few other facts which Tesco took in consideration in order to keep the loyal customers happy. 
One of the most important advantages is that Tesco is offering the Club cards for the loyal customers. Every time a customer is shopping at Tesco, and he is using the club card, he gains shopping points, and in time he can save money by buying cheaper products if he has enough points on the card. This fact is only for loyal customers, which buy from Tesco almost every time. 
“The purpose of a business is to create and keep a customer” – Peter Drucker.”[footnoteRef:5] [5:  Smalbizzcrm – Customer Relationship Management. Available at: https://smallbizcrm.com/crm-reading-lounge/crm-quotes-useful-quotations-about-crm/] 

Indeed, the purpose of Tesco was and still is to create and keep customers, that is why they invested a lot into the online advertising and not only. The online area is the most important area a supermarket chain can conquer, and platform as YouTube or Facebook can make a huge difference when talking about the relationship with the customers. 
“A business absolutely devoted to Customer Service Excellence will have only one worry about profits. They will be embarrassingly large” – Sir Henry Ford.”[footnoteRef:6]  [6:  Smalbizzcrm – Customer Relationship Management. Available at: https://smallbizcrm.com/crm-reading-lounge/crm-quotes-useful-quotations-about-crm/] 

This is what Tesco is experiencing and experienced in the past years. Their profits increased a lot in the past five years, it has been a record for them.  The statistics show that in the last 5 years Tesco had a successive increase of profits overall. 

        

              2.2 Ethics and Sustainability


On the official Tesco website are presented the Ethics and policies of this company. Firstly, they are a group which sustain the Anti-Bribery policy.
“Bribery and corruption distort competitive markets, increase the cost of doing business and harm customer trust. Giving or receiving bribes, whatever their size, is never acceptable and we take a zero-tolerance approach to bribery and to those involved in bribery. In all the countries in which we operate, bribery is illegal and is punishable by serious fines and imprisonment. As a business, our reputation is damaged even by allegations of bribery or corrupt practices.”[footnoteRef:7] [7:  Tesco – PLC sustainability. Available at: https://www.tescoplc.com/sustainability/documents/policies/group-anti-bribery-policy/] 

This policy is mandatory in every Tesco supermarket even it is a big one or just a small Tesco Express, everyone need to comply with the policy, even if it is manager or just a regular employee. 
The second policy at Tesco is Gift and Entertainment policy, and that is explained by the official Tesco website as:
“For the most part, the giving and receiving of gifts and entertainment is a normal way of developing and maintaining business relationship with suppliers, contractors and others. Gifts and entertainment should be modest in nature and only ever an infrequent or occasional activity. “[footnoteRef:8] [8:  Tesco-PLC. Available at: https://www.tescoplc.com/sustainability/documents/policies/group-gift-entertainment-policy/] 

Of course, gift which are construed as bribes will be always avoided, as this is not the purpose of the policy. 
The purpose of the policy is to clarify the difference between a bribe and a regular gift or entertainment, and when the receiving or giving of gift should be avoided. 
This policy applies to all employees, consultants or contractors but also third-party agencies if they correspond or working with Tesco. 
Tesco is offering as gifts, the most of consumable, such as food or wine, electrical items, tickets to events where the donor does not attend or other items of value. The donations for charity are also considered as gift. 
There is no gift under a cash form, and they are always prohibited and must never be accepted. 
The Conflicts of interest policy is sustained by the Tesco, and this happens in general when an employee let the personal interest to influence the decision made at the workplace environment. This can seriously harm Tesco’s reputation and make a negative impact on the social media fact which will decrease the profit of the supermarket, as the customers will lose the interest for the retail. 
This policy is applied to all the Tesco’s workers or third-party stores partners. 
On their website, Tesco explained that whenever a conflict of interests arises, you must follow the process set out below: 
“IDENTIFY – Might a situation arise where your personal interests influence your decision-making on behalf of the business? If you are not sure, consider how it would be viewed by colleagues or by a journalist.
Avoid- Where possible, avoid putting yourself in the conflict situation in the first place. This might mean that you avoid working in the same team as a family member or you give up an outside role that may conflict with your position at Tesco. 
Mitigate-If you can not avoid the conflict altogether, you should discuss with your manager and agree a plan for how the conflict will be managed.”[footnoteRef:9] [9:  Tesco PLC. Available at: https://www.tescoplc.com/sustainability/documents/policies/group-conflicts-of-interest-policy/] 

Besides these policies, Tesco have other policies as donations, protecting customers and colleague data, Data privacy, human rights, responsible sourcing, 
These policies attract customers and gain their trust on the long term. The fairness and the good principles always will gain the customers trust and will let them enjoy the shopping at the supermarket. 
In today’s world, people become more and more concerned with sustainability, whether it is how products are made, how this impact the planet or their own health. 
For example, Tesco is aiming that by 2025 their soya comes from whole regions that are verified as deforestation free. Furthermore, Tesco completely backs Greenpeace’s objective to prevent further deforestation of the Amazon.
Another concern that has positively improved CRM is that Tesco can considerably influence the way commodities such as beef, palm oil and timber are produced and traded. 
Tesco has also committed to taking action to support marine sustainability. They offer a wide catalogue of Marine Stewardship Council certified seafood. 
This provide proof to customers that the fish is caught in a sustainable way that protects the waters and prevents overfishing. 
2.3 Segmentation and the                                          Loyalty Ladder


The CRM strategy used by Tesco include the Loyalty ladder as they are using the vouchers, gift cards and the club card promotions in order to keep the customers closer and make them step up on the loyalty ladder. 
Loyalty ladder in general, is represented by the four main steps as: Customers, Clients, Supporter and Brand Champion. Each of these steps are increasing progressively and the satisfaction of the customer is increasing for each step he goes up. 
The importance of keeping the customers loyal is huge and this is making a huge difference on the long-term period, as is much more important to gain a loyal customer then just to satisfy one. 
“There is a big difference between a satisfied customer and a loyal customer”[footnoteRef:10] – Shep Hyken. [10:  HR NEWS – 18 Inspiring Customer Loyalty Quotes. Available at: https://www.hrnews.be/2017/08/18-inspiring-customer-loyalty-quotes.html#:~:text=%22Unless%20you%20have%20100%25%20customer,satisfaction%E2%80%A6%20you%20must%20improve.%22&text=%22The%20customer's%20perception%20is%20your%20reality.%22&text=%22There%20is%20a%20big%20difference,customer%20and%20a%20loyal%20customer.%22&text=%22Loyal%20customers%2C%20they%20don',friends%20do%20business%20with%20you.%22] 

Tesco is one of the biggest supermarkets chains in the UK, presenting the biggest improvement and development in the past years, fact which shows exactly the fact that the leading of Tesco has successfully used the CRM strategies in order to improve the loyalty ladder for its customers. 
Tesco managed to gain the most of their loyal customers through the Clubcard. 
The biggest challenge faced by the companies is to create their loyalty scheme, effective and suitable for the customers. By the Clubcard, Tesco is targeting all ages, from 10years old to 80years old, having a huge variety of products and all of them being discounted with the Clubcard points, points which are available for every pound spent in the supermarket. [footnoteRef:11] [11:  UKessays. Available at: https://www.ukessays.com/essays/marketing/the-tesco-loyalty-card-scheme-marketing-essay.php] 

There is also Tesco Kids Club, which offers products and fun culture for kids of age 5 to 8 years. 
In the end the Tesco Baby and Toddler Club is offering tips and care for the parents or pregnant ladies. [footnoteRef:12] [12:  UKessays. Available at: https://www.ukessays.com/essays/marketing/the-tesco-loyalty-card-scheme-marketing-essay.php] 















3.0 Conclusion


In conclusion, Tesco had an extremely high past in terms of development but also in terms of numbers, the supermarket chain had huge profits compared with the previous years. 
They must improve at pricing of their products, because they are not the best on the marketplace, however they have acceptable prices taking in consideration fact that they offer a multitude of products in the same supermarket. They applied well the strategies of Customer Relationship Management, however there are a few key points to improve in order to keep their customers loyal. 
Tesco have enough policies in order to make customers feel safe and valuable, however they can find more policies. 
One of the strongest points of Tesco is that they are involved in charity, and the customers are free to donate food exactly at the exit point from the supermarket, fact which impressed a lot of people and kept a good image for the organisation. 
Another main thing which is keeping the customers loyal, is the Clubcard, however Tesco need to improve that, and make it more reasonable to the new customers as well, and to improve the advertising for it, helping the new customers understand better what that is and how they can use it. 
In the end, Tesco is one of the biggest supermarket chains over the world and developed massively once they applied the CRM strategies. 
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