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[bookmark: _Toc144062746]Tesco, a leading supermarket retailer, faces challenges in the competitive retail market due to political, economic, social, technological, environmental, and legal factors. Political factors include tax rates, legislation, unemployment rates, and economic conditions. Economic factors include labour costs and the increasing minimum wage rate. Social factors include changing consumer buying patterns and the need for organic products. 
Technological factors include RFID technology and PayQwid, an in-house mobile internet payment system. Tesco's success can be attributed to diversification and foreign market expansion strategies, as well as its commitment to its customer base. The company is focusing on environmental sustainability through its online platform, tesco.com, and aims to decrease its environmental impact by 50% by 2020. However, it faces legal challenges, including allegations of age and gender-based discrimination and accounting fraud. 
Tesco's strengths include dominating the UK grocery market with a 27.7% market share. However, it faces weaknesses such as reliance on a small number of major suppliers, underinvestment in new store formats, and a lack of innovation. Opportunities include investing in plant-based products and expanding e-commerce capabilities. 
Threats include changes in regulations and the need to adapt product offerings and store formats to meet changing customer demands. Two models were selected and implemented based on their suitability, particularly in the retail industry. The marketing mix, which includes the 7 P's (Product, Price, Place, and Promotion) and three additional components, aims to fulfill customer needs and position products or services in their perception.
Introduction
The Concept of CRM
Traditional businesses focused only on profitable deals. Product units primarily look at financial scorecards and build brands through advertising and focus on customer acquisition. It did not just go past or keep promises but there was also no measure of customer satisfaction. However, when it comes to globalization, R&D makes clear its product diversity. There are more surpluses than consumers, and this seems to outweigh the number of businesses. As a result, competition is shifting from product-oriented to customer-oriented. Companies are looking to improve their services to achieve the highest standards of efficiency to impress customers. (Hassan and Parvez, 2013)
Customer relationship management (CRM) has emerged as a very efficacious marketing tool in recent years. The sales in the retail sector experienced a notable surge. Maximising profitability is a key function that Customer Relationship Management (CRM) may fulfil in a supportive capacity. Customer relationship management (CRM) is a fundamental concept that has significant importance for any organisation. In recent years, there has been a heightened level of competition, necessitating enterprises to prioritise strategies that aid consumers in their survival and enhance their market position. Major retailers also engage in competition to broaden their consumer base and maintain customer loyalty towards their firms. This phenomenon has led to the emergence of novel concepts and techniques aimed at catering to the needs and preferences of customers. 
A way of managing relationships. The field of customer relationship management is undergoing significant transformation. For the purpose of this study, Tesco, one of the prominent retail companies in the United Kingdom, was chosen as the primary source of information due to its significant market presence, established reputation, and widespread accessibility. The retail in question is the most recent Customer Relationship Management (CRM) framework. Furthermore, this particular retail establishment has seen substantial growth in its operational endeavours both within the United Kingdom and internationally. The need of effective customer management in the retail industry is paramount, particularly in light of the evolving patterns of market dynamics. 
One of the rationales behind the recognition of Customer Relationship Management (CRM) as a crucial instrument in contemporary corporate operations is the following. The term "arena" refers to a designated space or venue where various events, and competitions, In order to achieve success in company and market planning, it is imperative to enhance the quality of performance analysis for both consumers and retailers. The objective of this study is formulated with an inter-comparative approach, initially examining the key factors that exert the greatest influence. The purpose of this study is twofold: firstly, to examine the concept of Customer Relationship Management (CRM) and secondly, to analyse and evaluate the prevailing patterns in the implementation of CRM. (Hassan and Parvez, 2013)
This report focuses on the literature on CRM and database marketing approaches and explains concepts related to the success of Tesco's marketing strategy and also includes information such as SWOT PESTEL analysis.


[bookmark: _Toc144062747]Context of Company, External Internal and Environment Factors
Tesco PLC
Tesco was founded in 1919 and is based in Welwyn Garden City, Hertfordshire, in the United Kingdom. It is one of the world's largest retailers and trades on the London Stock Exchange (LSE) under the ticker code "TSCO."
Tesco is a supermarket retailer with a comprehensive product line that includes fresh and processed food, groceries, apparel, gadgets, home products and more. It also offers financial services via Tesco Bank. Tesco has a large network of outlets, including supermarkets, hypermarkets, and convenience stores, both in the United Kingdom and worldwide. It has a strong presence in Ireland, Hungary, the Czech Republic, Poland, and various Asian nations, including Thailand and Malaysia.
Tesco has a strong online presence and provides online grocery shopping and delivery services to clients in a variety of regions.
Financial Performance: Tesco has encountered problems in the highly competitive retail market, yet it remains one of the UK's and the world's leading retailers. Economic conditions, consumer buying habits, and industry dynamics can all have an impact on its financial success. (Tesco, 2023)
PESTEL Analysis
PESTEL is an acronym for Political, Economic, Social, Technological, Environmental and Legal. PESTEL analysis is a general framework for organizing key factors and trends that affect industries and companies within industries. An external analysis assessing the macro environment of the retail industry (Shaw, 2021).
Political Factors	
The firm works throughout a total of 12 territories, encompassing both the European and Asian regions. Tesco is susceptible to a multitude of political issues that have the potential to impact its operational activities. The criteria encompassed in this analysis are tax rates, existing and forthcoming legislation, political volatility, levels of unemployment, and economic circumstances within the jurisdictions where the corporation conducts its operations. For example, Tesco engages in the importation of certain inventory items from countries outside of the United Kingdom, including China and East Asia. Consequently, the imposition of import duties on these commodities has the potential to impact Tesco. Johann Alan, the Chief Executive Officer of Tesco, and a prominent business figure, elucidated the impact of political considerations on company operations. The individual also stated that the Brexit referendum in the United Kingdom poses a significant danger for investors, and that the UK economy is now through a period of hardship. Local governments requested the implementation of a tax on hypermarkets, commonly referred to as the 'Tesco tax'. However, the British government declined the plan mostly due to concerns regarding potential price surges. Potential future endeavours of a similar nature may have a detrimental impact on Tesco. (Farooq, 2019)
Economic Factors
The impact of labour costs for UK retailers is a significant economic consideration. As an illustration, the individual in question possesses an annual pay expenditure amounting to £4.5 billion. The minimum wage rate for those aged 25 and over in the United Kingdom is set to increase by 4.4% in the year 2018. The increase in cost incurred by Tesco, a British company, amounted to millions of pounds. Numerous more variables exert an influence on Tesco. The topics of cost, price, and profit will be discussed. 
The organisation should prioritise the enhancement of borrowing expenses within the United Kingdom. Inevitably, there is an upward trend in prices and costs, leading to a corresponding decrease in earnings. The aforementioned factor has the potential to impact both the reputation of a business and the implementation of cost leadership measures. The company's recent success may be attributed to its adoption of two major strategies: diversification and foreign market expansion. It is noteworthy to mention that Tesco continues to rely heavily on the UK market, as it now holds a significant market share of 27.7% in the UK grocery sector. (Farooq, 2019)
Social Factors
The dynamics of consumer buying patterns have exhibited a consistent state of flux, commencing in recent times and persisting in the present era. Individuals often have demanding schedules and seek expedited, same-day shipping services accompanied by adaptable return policies for their purchased items. The individuals have a preference for engaging in one-stop shopping. Tesco demonstrates a strong dedication to its consumer base in the United Kingdom and recognises the imperative of comprehending and delivering the requisite services to effectively tackle these concerns. The correlation between customers' opinions and attitudes and the demand for products and services is a significant aspect that warrants consideration. The prevalence of obesity is becoming seen as a significant societal concern, prompting consumers to exhibit heightened levels of health consciousness. Tesco should consider the necessity of modifying consumer behaviour and addressing the evolving demand for organic products. (Farooq, 2019)


Technological Factors
In recent years, Tesco had challenges pertaining to suboptimal consumer satisfaction and a well-publicised incident involving the mislabeling of horsemeat. Technological advancements have facilitated novel avenues for Tesco to reestablish client confidence. Tesco strategically leverages technological improvements as advantageous prospects through the adoption and use of existing retry technology. The authors have included RFID technology as a means to enhance the purchasing experience of their clientele. The inventory is automatically tallied and deducted upon completion of a transaction. This information is further valuable to the suppliers of the store, as they may offer replenishment services if required. Customers now have the ability to make payments according to their own preferences. Tesco has devised an in-house mobile internet payment system known as PayQwid. A total of 524 Tesco branches in the London to Edinburgh region using the application. Users have the ability to get the application and establish a connection between it, Clubcard, and NFC technology. Customers have the ability to make payments for their purchases and accumulate loyalty points. Checkpoints have been implemented to monitor convenience store shopping for those who have a fondness for this particular retail experience. Consumers engage in the purchase of goods and afterwards affix labels on them. Additionally, it offers the advantage of time and personnel cost savings. (Farooq, 2019)


Environmental Factors
According to (Farooq, 2019) Numerous corporations under significant pressure from governmental entities to address problems pertaining to environmental sustainability. Business enterprises have the capacity to address these aforementioned challenges in order to promote the welfare of society. Tesco is now promoting the utilisation of its online platform, tesco.com, in order to incentivize consumers to engage in shopping activities. Tesco is a multinational retail corporation that operates a chain of grocery stores and general merchandise stores the van driver demonstrates a commitment to sustainability by employing fuel-efficient routes and engaging in the collection and recycling of unwanted plastic bags from clients. In addition, Tesco has made a firm commitment to the use of renewable energy sources, with the goal of producing all of its electricity internally by the year 2030. The corporation has made a commitment to decrease its environmental impact by a maximum of 50% by the year 2020.
Legal Factors
In the context of the corporate legal environment, it is important to recognise the significance of key domains whereby legislative modifications might impact the performance of an organisation, hence influencing its ability to achieve its objectives. In the year 2016, a group of 17 employees at Tesco initiated legal proceedings against their company, asserting claims of age and gender-based discrimination. The workforce exhibited significant discontent upon discovering that compensation for night, weekend, and holiday shifts was insufficient. Tesco faced legal action due to allegations of accounting fraud and investor deception, resulting in the company consenting to a settlement of £12 million. Tesco is obligated to adhere to the stringent code of conduct established by the Food Retail Commission (FRC) in the course of its commercial operations. (Farooq, 2019)

SWOT Analysis
The SWOT (Strengths, Weaknesses, Opportunities, Threats) analytical framework serves as a means of evaluating a company's competitive position and developing a strategy plan. A SWOT analysis is a comprehensive assessment that examines both internal and external issues, as well as present and prospective future prospects. (Kotler et al., 2020).
Strength
Tesco will dominate the UK grocery market in 2022 with a 27.7% market share. It is among the four largest supermarkets in the UK. In 2021, Tesco is one of the most valuable brands in the UK and the sixteenth greatest valuable retail brand worldwide. In Great Britain, it is one of the big four supermarkets along with Asda, Sainsbury's and Morrisons. A leading market share gives a company a competitive advantage over other players. (Hitesh Bhasin, 2023) 
Tesco boasts a vast global network of retail establishments, so ensuring convenient accessibility for its clientele. Additionally, this strategic approach enables the organisation to access untapped areas and broaden its clientele. One notable benefit is in the company's wide network of retail establishments, facilitating its ability to effectively engage a diverse client demographic across various geographical areas and nations. The establishment of many storefronts in various areas serves to enhance the company's exposure and brand recognition. Furthermore, Tesco's wide store network enables the company to get more favourable contracts with suppliers, so enhancing its profitability. (Pereira, 2023)
Weakness
The company's dependence on a limited number of primary suppliers for its products renders it susceptible to interruptions and bottlenecks in the supply chain, which have an impact on product availability and revenue. In order to address this potential risk, Tesco has the option to enhance its supplier portfolio diversification, implement a more adaptable procurement approach, and allocate resources towards cultivating stronger partnerships with its suppliers. Furthermore, it is imperative for businesses to adopt risk management methods, including the implementation of contingency plans to address any interruptions in the supply chain. Moreover, the use of data analytics may play a crucial role in effectively monitoring and predicting fluctuations in both demand and supply. 
The company's diminished agility and innovation, resulting in a competitive disadvantage, can be attributed to Tesco's heavy dependence on bigger shops and inadequate investment in novel store models. There is a growing consumer need for a shopping experience that is both personalised and convenient, which is not adequately provided by Tesco's traditional shops. Furthermore, the emergence of internet merchants is disrupting conventional retail frameworks, and Tesco's reluctance to embrace digital advancements may potentially place the corporation in a disadvantaged position. (Pereira, 2023)
Tesco is initiating a product recall for Tesco Free From Onion Rings, Tesco Free From Cheese Flavour Balls, and Tesco Free From Bacon Rashers due to the presence of gluten, an allergenic substance that has not been appropriately disclosed on the product labelling. This implies that those with celiac disease, as well as those with a gluten allergy or intolerance, may potentially face health risks when consuming these items. (Food Standards Agency, 2023)
Opportunity
Tesco should capitalize on the growing market for meat options and invest in developing strictly plant-based products. Demand for plant-based products continues to grow rapidly, with sales of plant-based meat alternatives increasing 130% from their 2018 baseline. The company further expanded its plant-based product line during the year, launching 173 additional products, including the Wicked Kitchen grocery store launched in January. Tesco has also set a target to increase sales of plant-based meat alternatives by 300% by 2025. Tesco's e-commerce capabilities have grown significantly, and the share of online sales has steadily increased over the years. Digital sales are quickly becoming the most popular way to buy goods. By investing in an e-commerce platform and digital marketing, Tesco can serve more and more customers who want to shop online. This helps the company expand its customer base and stay relevant in the digital age. (Hitesh Bhasin, 2023)
Threats
According to Hitesh Bhasin (2023), Changes in regulations relating to emissions, safety standards or business policies may affect Tesco's business. The Company's failure to comply with applicable laws and regulations or to maintain, renew or obtain necessary permits and licenses could harm its results of operations and financial results. The coronavirus (COVID-19) is not only a global public health crisis, but also the cause of several regional and global economic disruptions. The COVID-19 pandemic has adversely affected its business and operations. As consumer preferences change, Tesco must adapt its product offering and store formats to keep up. Failure to respond to changing customer demands can result in reduced traffic, sales, and market share.
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[bookmark: _Toc144062749]IDIC Model
According to Buttle, (2009), The IDIC model was developed by the consulting firm Peppers and Rogers. It has appeared in many publications published by the company. IDIC model suggests that companies need to take four actions to work together more closely one to one connection with customers.
I – Identify
The first step is to identify your customer. Businesses can do this by collecting customer names, addresses, purchase histories, and other information at every touchpoint within the company. Its purpose is to collect as much information or data as possible about each customer in order to better understand each customer's needs, desires and buying behaviour (Buttle, 2009, p.19).
D – Differentiate
The last stage is to distinguish or segment your customers based on their present and expected lifetime value. Remember that not all clients are equally valuable to the company. You may prioritise your customer relationship efforts on the most important clients and customise your interactions to best match each group for maximum profitability by distinguishing your customers depending on their worth to the company (Buttle, 2009, p.19).
I – Interact
In the third phase, the CRM plan can be applied to customer interactions. After analysing and classifying your customers, you can develop customized interactions. For example, you can offer loyalty perks and perks to your valued customers to encourage retention and ongoing spending. Remember that you need to learn from every interaction in order to continuously improve future interactions (Buttle, 2009, p.19).
C – Customise
After documenting your customer interactions, you can analyse them to develop more customized and personalized services. The goal is to ensure that the customer's needs and expectations are met and that they are well-understood individually (Buttle, 2009, p.19).


[bookmark: _Toc144062750]QCI Model
The QCI model gives top priority to the customer's external environment. Customer pain points, business goals, and other factors influence whether a customer is ready to buy and interacts with your sales team, which in turn impacts the customer experience. Customer experience influences your customer offerings (what you give your customers) and your customer management activities. The QCI model also takes into account the people and technology involved in keeping the entire system up and running. QCI has replaced the word “relationship” in this CRM, but this model still begins and ends with people. (Freedman, 2021)
The QCI model focuses on three main activities: 
Customer management activity has three elements of its own. Acquisition (attracting and meeting new customers), Penetration (gathering information about customers so that they feel connected to the company and its goals), Retention (keeping customers with the company. may not). This includes getting back dissatisfied customers. (Freedman, 2021)
[bookmark: _Toc144062751]Payne’s 5 Process Model
This model emphasizes a cross-functional approach to effective CRM processes. The Five Process CRM model was developed by Adrian Payne and Pennie Frow. This process model has five major topics.
Strategy Development: In the Payne and Frow model, strategy development includes business strategy and customer strategy. A business strategy includes a unique vision for the company and the characteristics of the company in its industry and market. Customer strategy involves creating a picture of the ideal buyer and identifying the traits that would make a customer prefer. (Freedman, 2021)
Value creation: This step determines the value you provide to your customers. And vice versa. For example, event companies may have access to unique spaces not available to consumers elsewhere. That's the value the customer gets. The value you get is the customers who stay with you because no one else offers a space like yours. (Freedman, 2021)
Multichannel integration: Once you have developed your strategy and created value, you need to educate your entire team on all that you have defined. This means not only the sales team, but also marketing, customer service and all subdivisions within. (Freedman, 2021)


Information Management: This step includes front-and back-office applications, IT frameworks, and all other CRM analytics tools. As you move through the model, you add information to these platforms that influence future movements within the model. For example, if a customer calls tech support and says they're looking to upgrade her subscription package, the support person enters that information into her CRM and sends the sales and marketing teams to the customer. You can direct them to try to resell. (Freedman, 2021)
Performance Assessment:  After using a multi-channel approach, it is necessary to reassess and modify your plan. When client satisfaction is high and the team successfully achieves key performance indicators (KPIs), it indicates preparedness. If the current strategy and values are not yielding desired results, it is advisable to consider revising them in light of feedback received from both the team and consumers. (Freedman, 2021)
The four elements of the Payne and Frow process are:
CRM Readiness: In advance of the implementation of the Five Forces CRM model, it is imperative to adequately plan for the deployment of the CRM software. (Freedman, 2021)
CRM Change management: Even before commencing the model, it is vital to own changelogs pertaining to the CRM processes, CRM dashboards, and other software components. (Freedman, 2021)
CRM Project Management: It is essential to determine the whole procedure through which Customer Relationship Management (CRM)-managed projects are effectively administered from initiation to completion. (Freedman, 2021)
Employee management: It is essential a clear picture of which employee is responsible for which task along the sales pipeline. Therefore, essential to possess knowledge of the allocation of sales representatives to particular leads or clients. (Freedman, 2021)


[bookmark: _Toc144062752]Model Selection and Application 
During the process of model selection and implementation, it was determined that two models exhibited greater suitability compared to the other options. The initial model encompasses the marketing mix consisting of the 7 P's, which is further enhanced by the marketing communication mix model. The subsequent model pertains to the communication marketing mix concept. The selection of these models was based on their advanced advantages and suitability, particularly within the retail industry.
[bookmark: _Toc144062753]7 P Marketing Mix
The marketing mix encompasses a set of strategic manoeuvres, commonly known as marketing activities, which are employed to effectively fulfil client requirements and establish a distinct positioning of our product or service inside the customer's perception. The marketing framework encompasses the 7Ps, namely Product, Price, Place, and Promotion, along with three supplementary components, namely People, Process, and Physical Evidence, which aid in effectively addressing the unique complexities associated with marketing services. (Allen, 2020)
Product: This pertains to the output of the organisation, which may encompass either a tangible product, an intangible service, or a blend of both. The purpose of this output is to fulfil the fundamental want of the consumer. For instance, the demand for transportation is satisfied by means of an automobile. The task at hand is the creation of an optimal combination of advantages that effectively satisfy this particular need. (Allen, 2020)
Price: The sole component inside the marketing mix that generates money is represented by this factor, whereas all other marketing activities are indicative of expenses. Ensuring an appropriate pricing strategy is crucial in order to not only recover costs but also earn a profit. (Allen, 2020)
Place: This is the location where customers engage in the act of purchasing goods or services. This might potentially occur within a brick-and-mortar establishment, a mobile application, or an online platform. Certain businesses possess the necessary physical infrastructure or internet platforms to directly deliver their product or service to customers, while others must rely on intermediaries or "middlemen" who possess the requisite locations, storage facilities, and sales experience to facilitate the distribution process. (Allen, 2020)


Promotion: The efficacy of our product, together with its competitive pricing and strategic distribution, prompts the inquiry of how clients might be made aware of these attributes. Promotion within our marketing mix entails the dissemination of communications to clients at various stages of the buyer journey, with the aim of generating awareness, interest, desire, or action. (Allen, 2020)
People: The personnel of a company play a crucial role in engaging with consumers, handling and managing their inquiries, orders, and complaints through various channels such as face-to-face interactions, online chat, social media platforms, and the contact centre. Throughout the customer's journey, these individuals engage in interactions with consumers and assume the role of representing the company to the customer. (Allen, 2020)
Process: All corporations want to establish a seamless, effective, and customer-centric experience, which necessitates the implementation of appropriate operational procedures. Gaining comprehension of the several stages involved in the customer journey, encompassing the initiation of an online inquiry, the subsequent solicitation of information, and ultimately culminating in a purchase, allows us to contemplate the requisite procedures that must be established to guarantee a favourable client experience. (Allen, 2020)
Physical Evidence: Physical proof serves as concrete indicators of the level of service that a firm is providing. The utilisation of this approach proves to be highly advantageous in instances when a consumer lacks prior experience with the company and requires reassurance, or when payment for a service is required prior to its delivery. In the context of a restaurant, physical evidence encompasses several elements such as the establishment's physical environment, staff attire, menu presentation, and online evaluations. These factors collectively serve as indicators that offer insights into the overall dining experience that patrons might anticipate. (Allen, 2020)



[bookmark: _Toc144062754]Communication Mix
The Marketing Communications Mix refers to an organization's promotional mix, which encompasses a range of promotion tactics such as advertising, sales promotion, public relations, personal selling, direct-marketing tools, and online, digital, and integrated marketing strategies. The process of communicating brand value to consumers and establishing enduring customer connections is an essential aspect of business strategy. (Richa, 2014)
Importance of Marketing Communications
Frequently, there exists a disparity in the communication of messages to customers between the advertising department and sales management team, resulting in an incongruous promotional message. For instance, the newspaper advertisement may have advertised a specific price, while the price indicated on the product label does not align with the advertised price. This discrepancy can lead to confusion among consumers, which is compounded by encountering a completely different message on your website. The lack of synchronisation in the marketing communication mix frequently occurs due to the division of communication channels across various departments within your organisation. The notion of Integrated Marketing Communications (IMC) facilitates the integration of many channels in order to effectively convey a consistent and persuasive brand message to the intended audience. This approach consolidates all of the organization's communications inside a unified campaign aimed at promoting a singular, unambiguous, and cohesive positioning statement. (Richa, 2014)

[bookmark: _Toc144062755]Recommendation 
· The preservation of customer trust should be prioritised, given previous instances when it has been compromised.
· Tesco's strategic approach should prioritise the utilisation of larger shops and allocate adequate resources towards the development of novel store formats.
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The aforementioned analysis and research provide insights into the reasons behind Tesco's market leadership in terms of supply and demand dynamics, specifically in relation to consumer preferences. However, it is worth noting that certain past errors have contributed to a diminished level of customer confidence.
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