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Executive Summary
Modern organisations have a high dependence on customer relationship management for the successful running of their businesses. Thus, it is critical to focus on the experience of the customers. CRM (Customer Relationship Management builds customer loyalty and enhances business customer relationships. The level of satisfaction achieved is measured by how effective the CRM of an organisation is to develop better relationships with the company. The paper's focus is on factors, both internal and external, that influence the quality systems in an organisation and the controls that the organisation has put in place to ensure that they maintain and improve the customer experience and the relationship with the customers. The factors that the paper mainly focuses on are the Covid19 situation, its effects on customer behavior, and the organisation's response to the changing behavior of the customers. The company that the paper focuses on is Tesco Plc., especially on its response to changing customer behavior and preferences, and the efforts to cope with the situation, develop and maintain better relationships with the customers.
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Introduction
CRM (Customer Relationship Management) refers to the approach used in managing the interactions between an organisation and its potential and current customers. It involves analyzing customer data with the aim of improving relationships, to ensure their retention and grow the organisation's sales. The CRM approach and its facilitating systems are vital for the organisation in learning about their customers and the best ways to meet their needs. For aqn organisation to remain competitive, it needs to build and maintain good relationships with the customers. Thus, it is vital to identify changes in different factors that affect the relationship and adopt in the best ways possible to retain and attract more customers (Kumar and Reinartz, 2018). The paper focuses on Tesco plc, and its response to the factors affecting the relationships between the organisation and its customers, both internal and external, especially Covid19. Also, there is a focus on the shift in the customers' expectations and efforts to engage with the customers. The aim is to improve their experiences and accommodate the behavior change.
Introduction to Tesco plc
Tesco plc is a general merchandise and groceries store based in England with its headquarters in Welwyn garden city. It is a multinational retailer, placed in third place globally in terms of gross revenue and number nine. Jack Cohen initially founded it in 1919 in Hackney, London. It operates in more than eleven countries and has continuously grown over the years to stand among the leading retailers in the world. It has a significant focus on making the lives of its customers easy and providing a better quality of life for them (Mollah, 2014).
Key Marketing Theories
One of the theories in the report is the relationship marketing theory. Its focus is on creating customer value to attract more customers and improve customer retention efforts. Its scope involves the creation of a strategy and an approach to help generate customer retention. Sales treatment differs as it’s considered the start of the customer relationship, whereby the profits measure success. Also, the focus is on delivering value to the customers instead of promoting the features of the product or service. The customer is vital than the offerings or the products. Thus, relationship marketing focuses on delivering excellent customer service in sales activities (Christopher et al., 2013). As long as the value is created in the long term, the organisation–customer relationship will improve, and the retention rate will increase. The second theory is the customer engagement theory which focuses on positively enhancing customer engagement by interacting with them in their channel of choice (Jarvis et al., 2017). 
The Effect of Internal and External Factors on Tesco Plc. Quality Systems and Controls for Customers
Several issues face Tesco plc in its business. The factors that play a significant role in the company's business include economic, technology, social environments, and political factors (Tesco, 2014). The factors influence the continuity of the company’s business. Covid19 has significantly impacted the organisation's business, especially the relationship with its customers. It has prompted the need to develop new strategies, stay updated with the current trends, and remain competitive in the highly competitive retail industry (Brennan et al., 2021). 
Social Factors
There is a constant change in the shopping trends of the consumers as time goes, and Tesco plc, as any other company, is expected to continue meeting the consumer needs and demands (Burke, 2013). Therefore, the company always needs to stay updated on trends to meet the demand. The company must offer better-added values in its online shopping services such as one-stop shopping and simplify its return policy. There is also a need for full utilization of the internet, which will help in adding value to the company's offerings, thus retaining and attracting more customers (Abd Ghani et al., 2010). 
Technological Factors
Technology also affects Tesco as it offers the company online platforms that can play a key role in improving the customer service and relationship with the consumers. The technologies that the company is currently using include PayQwiq and RFID (Radio-frequency Identification Technology). They both make the customer experiences better and easy especially at a time when the customers demand quick and effective service at the least time possible. It is critical for the company to constantly improve on its efforts to in adapting strategies to embrace advanced technologies to build a good reputation and improve on customer service (Clegg, et al., 2016). It is also vital for the company to use Artificial intelligence to have a better observation of the environment and improve on customer service delivery.
Economic Factors
A rapid change in the economic environment has a huge chance of affecting the business of Tesco plc. The recent economic trends have influenced the prices, costs, profits and demand for Tesco plc products. Thus, the company has found itself in situations requiring changes in the business strategy, especially due to the inflation. The company has minimum control on external and internal economic factors in different countries where it operates, thus forced to consider the factors in its operations. The company also needs to understand the economic factors in different business environments to accommodate the changing economic situations of the consumers especially in setting the prices (Burke, 2013).
Political Factors
Various political factors affect the operations of the company including unemployment, political instability, and tax rates. There is a potential to affect the company’s operations in various ways. Different aspects of policies by the governments and laws require the company to abide in every country where it operates. Also, upcoming legislation may affect the company, thus always being on the lookout. The impact and results of the business may also change due to the various outcomes in the politics of different countries (Burke, 2013). The relationship and the interactions with the consumers can also be influenced by rules and regulations set in a given jurisdiction in which the company operates (Alanezi et al., 2020). 
Changes in Consumer Behaviour Due to Covid19
Every aspect of life has been affected by Covid19 pandemic. There are developments such as travel restrictions, social distancing, and wearing masks. Thus, this led to the acceleration of digital shopping. Tesco plc is among the organisations that had already initiated the process of moving into the digital space before the pandemic struck. However, the unexpected onset of the pandemic forced the organisation to significantly increase the speed into which it dived into the digital space, primarily to interact better and serve its customers (Mehta et al., 2020). The government's measures were abrupt, which was also the case for the quick change and shift in customer behaviour.  There is an unprecedented rate of consumer migration into the virtual world due to the prevailing situation and new influences. The online shopping demand will be sustainable in the long term for organisations. The behavior will be permanent even after Covid19 due to its perceived convenience to the consumers. Most consumers, especially in the retail sector, are expected to stick to online platforms for a convenient shopping experience. Also, the players in the retail industry have found a new ground for competing through ensuring that customer experience and customer engagement in the digital platforms is exceptional. It is critical for an organisation to adopt the relationship marketing theory where it builds profitable relationships with the customers through the emerging trend of serving customers through the online platforms (Eger et al., 2021). It is aimed at finding attracting and maintaining and growing the number of customers through providing superior value to them. 
Following the upending of the retail industry by the Covid19 pandemic, there is the uncertainty caused by the closing of physical stores. The majority of retailers struggle to serve their customers effectively using other channels due to the abrupt shifts. Retailers whose priorities were on face-to-face engagement and physical stores have faced more struggles than Omnichannel and digital retailers. The starting point is critical for retailers when they face internal and external factors affecting their relationships with customers. Retailers with the ability to reimagine their approach on Omnichannel and digital methods were less affected by the pandemic due to their ability to create a unique experience for their customers. Tesco plc is among the retailers who had embraced the omnichannel approach before the pandemic, thus less struggling to adapt to the new shift and provide the customers with a great experience (Chauhan and Shah, 2020). Since the start of the Covid19 pandemic, various aspects of the consumer's behavior changed, some temporarily, whereas some are expected to last permanently. Store switching behavior is continuously evolving due to hygiene considerations and e-commerce availability. The majority of the consumers have shifted from physical stores to online shopping, especially in the retail sector. Many consumers are trying new models of Omnichannel, including grocery delivery and buying online. There is also a great show of the consumers' intent to continue on this trend hence the need for retailers to focus on dealing with the interruptions. Retailers must retain their relevance by aspiring to improve their customers' experience by focusing investment and innovation into Omnichannel, embracing a new operating model, and reimagining the physical stores (Patil and Patil, 2020). 
The priorities of the customer base have significantly changed since the onset of the Covid19. A lot of daily life aspects and conducting of business have had a permanent change due to the pandemic. Fundamental changes are happening for brands due to the changing behavior of the customers. The customer behavior has experienced a tectonic shift, especially in the retail industry. The number of consumers going online has increased, significantly reducing the face to face transactions. In reality, the Omnichannel approach is used by most brands depending on the consumer perception of different capabilities of the interacting modes. The customers' expectations have shifted to wanting consistent and seamless services everywhere (Patil and Patil, 2020). Anything less than this creates a perception in the customers’ minds on the inefficiency of a company. Which can probably lead to loss of loyalty and probably loss of the customer. Consumers do not only depend on seamless experience in the digital platforms but also from other mediums. The focus of most brands is to update their customer experience through the integration of different isolated systems supporting different channels. Thus, priorities have changed for the new customer base due to the effects of Covid19, and are expected to continue changing after the Covid19 situation is over (Patil and Patil, 2020).
Ways to Deal with the Changing Customer Expectations
Tesco plc joined other retailers in creating Omnichannel strategies over the years to blend with online and physical channels. They were in a better position before the onset of Covid19 as they chose to engage their customers. Thus, with the beginning of Covid19 creating profitable relationships with customers involved using the online platforms to improve their experiences. Customers need to feel that their satisfaction and value are delivered to remain loyal and feel attracted to an organisations products and services (Parthak and Warpade, 2020). The vital aspect is the creation of superior value as per the customers' perception, which involves evaluating the costs and the benefits in relation to superior satisfaction and competing offers. It is important to match the buyers’ expectations to improve their perception towards the organisation (Kristinae et al., 2020). 
Tesco plc. Response to Covid19
Tesco plc. Improved the customers ‘online shopping experience to ensure retention and growth of its customers during the pandemic. The company’s business changed due to the pressure resulting from the changing behavior of the company’s consumers. The company was quick in its response to the changes experienced in the retail sector (Han et al., 2020). Various operational changes were made in the company operations to improve its relationship with the customers. Consequently, its capacity doubled in terms of its business in its online shopping of grocery. As of April, it led in selling online grocery where it fulfilled one million orders in a single week despite the challenges due to Covid19. As the crisis reached its peak, the company recruited about fifty thousand temporary staff. Thus, the company's attention has always been on ensuring that the value delivered to the customers is maintained and improved irrespective of the prevailing conditions. It helped in providing support for the company’s workforce in its shop floor. Also, there were additional staffs in the company’s distribution centres serving customers as delivery drivers. The company involved workers from the office to help in the shop floor to serve customers in the best way. The company has managed to take advantage of the growth in online groceries sales thus growing the sales for the company. However, there are additional costs for the company, especially in terms of adding the number of employees to serve customers. Due to the pandemic, the focus of the company is directed towards ensuring the customers receive the food in a safe environment. Safety measures are a keen concern in the company’s stores. There was a change in the company’s opening hours to ensure that service to customers was done in a better way. Also, the slots for home grocery stores were doubled during the pandemic, in addition to offering priority slots for customers that were more vulnerable (Basari et al., 2020). 
Tesco plc. is one of the businesses that changed the course drastically due to Covid19. It had to adopt radical changes and restructure, especially on its approach to changing the customer experience. Covid19 accelerated the plans of the company according to Allesandra Bellini, the company’s chief customer officer. The company increased its efforts to listen to its customers daily. However, the company had a significant challenge to adapt to the quickly changing business environment, especially in customer expectations and behavior. The strategy that the company struggled to steer to overcome the effects of Covid19 has four priorities, including supporting the communities and ensuring that everyone is safe while still improving the customer experiences. According to the marketing boss at Tesco, a customer takes a higher priority as compared to marketing. The company executive believes that her role should include ensuring that an excellent connection is maintained with the customers. She believes in hearing the customers out irrespective of how brutal they may be with the truth, and working to ensure they deal with their concerns in a relevant manner. It is critical to chase customers as opposed to chasing results. The company has a history of placing its customers at an important position which has helped in improving its innovative ability. Thus, the focus at the company while innovating is finding new ways to serve the customers better, with the aim of improving relationships with the customers. Tesco plc. Managed to win customers from its key competitors during the Covid19 period, leading to a significant growth in sales due to stockpiling in the beginning of the lock down and imposition of tighter restrictions (Franck & Prapha, 2021). The surge in online demand contributed significantly to the growth in the company sales as it grew to 6.3 billion pounds, an increase of 77 per cent in the year 2021. This is a representation of double weekly delivery slots, and fifth of the winter period sales. There was growth in sales in the company’s larger supermarkets by 1.5 per cent, irrespective of the online shift. There were fewer visits by shoppers, but they loaded bigger baskets. Also, the sales in the convenience stores increased by 3.9 per cent as the preference of shopping closer to home grew. According to the company’s chief executive, the company is solid and agile, primarily due to the critical position in which it has placed its customers. The realisation of the important position held by the customer in determining the success of a business has led to the retailer taking a leading role in adapting to the necessary changes to thrive during the pandemic (Franck & Prapha,2021). 
CRM as a Strategic Function for Organisations during Covid19
Strategic CRM is critical in ensuring long term relationships are maintained with the customers in an organisation. It enhances and concentrates the knowledge that an organisation has concerning its customers and the application of the knowledge to customise and improve their interactions to ensure a long term relationship is cultivated and maintained (Maund, 2018). It involves the amplification of commitment by involving every department in the organisation. The feedback and support is key in ensuring the success of the strategies involved. An emphasis needs to be on the end results of the positive approaches that the organisation adopts to improve the customer experiences. The project team built should also be valuable and determined to achieve the desired results. Besides, there is a need for requirement analysis where the strategy needs to focus on the requirements of the business the organisation is involved in to enable concentration (Clegg, et al., 2016). Questionnaires and surveys are involved with financial, sales and marketing managers to know the actual expectations concerning the strategies to implement and the expected results at the end of the strategy implementation. It is a vital factor while developing a CRM System as if the actual requirements are not met or there is divergence from the main points of focus, the desired goals are not achieved. 
Tesco plc. Application of 7Ps Relationship Marketing During Covid19
Product
The company carried on with its practice of placing the customer at its heart by ensuring that their needs in terms of the products were met. The company’s focus is on ensuring the customer needs are met. During the Covid19 period Tesco plc. has ensured that it offers its customers a wide choice of healthy products, and has committed to increase the sale of healthy products to reach 65 per cent before 2025. Also, the retailer focus has shifted more to essential items that the customer needs during Covid19 (Franck and Prapha, 2021). 
Price
The company has carried out sufficient customer research during the Covid19 pandemic and has considered its customers especially due to the economic hardships during the period. It offers competitive prices and offers the customers great value for their money. Tesco plc introduced Aldi price match. It has created exclusive deals to reward its loyal customers using Club card prices. It considers the value for money with a high level of importance, thus satisfying customers with reduced prices, especially on essential products. There are exclusive deals accessible to the club card customers both online and the checkout (Taqatqa, 2021).
Place
Tesco plc offers a high level of convenience for the customers, especially after the onset of Covid19. The company has made efforts to ensure the growing number of online customers access and receive the ordered times at the most convenient location and in good time. Tesco plc online shopping capacity has grown to accommodate about 1.5 million slots in a week. Also, the company has offered support to 850,000 customers due to their vulnerability and who require priority access. Also, there are box deliveries of essential items for customers without access to online delivery services. 
Promotion
The company has devised effective ways to encourage and allow customers to choose its stores. The messages are consistent, and there is a significant focus on building trust with the customers, especially the existing customers (Bruhn, 2015). During the pandemic, the company’s ensured its communications were helpful and clear to current and potential customers. It also adopted various campaigns that appeal to the consumers, including the food love stories that guide the customers in preparing healthy meals. 
People
The company attaches great value to its employees and recognizes that they first contact the customers. The company's leadership believes in the impression left on the customers and works towards ensuring the employees are trained. They are in a great position to provide services that promote customer retention. Amidst Covid19, the company has emphasized the efforts to ensure employees are safe and work in a safe work environment to improve their services to the customers (Franck and Prapha, 2021). 
Process
Tesco plc has greatly improved on delivering products to the customers especially during Covid19. It has adapted to the shift in demand of its consumers, especially concerning convenience. Sufficient information is availed to consumers, and efficient services are provided for all customers (Bruhn, 2015). The distribution activity is highly cost and time-effective. The company’s CRM system helps manage customer interactions through interaction tracking, reporting, and workflow automation. 
Physical Evidence
There is a massive focus in Tesco plc to keep its physical stores clean and attractive to the customers. Also, the retailer's perception of the market is good, as it is among the leading brands with a good reputation. Therefore, there is less risk for a customer dealing with the retailer, due to the good record in its operations (Bruhn, 2015).
How CRM Improves Customer Experience and Engagement
CRM helps in managing the interactions between a business and its potential and current customers. Thus, an organisation becomes highly efficient and collects customer data which helps in growing its sales and profits. An organisation tailors its marketing, services and products to meet the needs of its clients. This is critical in improving the relationships with the customers, thus easy to attract new customers while retaining the existing customers. Offering positive customer experiences is vital for the success of an organisation. This is achieved through providing positive experiences thus encouraging customer royalty, boosting the satisfaction of the clients with the product offers, and avoiding loss of customers to the competition. According to studies, customer retention due to CRM improves by up to 27 per cent. Thus, an organisation gains a competitive advantage and it helps in building the customer base and the business (Maund, 2018). A CRM system brings better organisation and creates efficiency as different areas of the businesses are automated. Also, it helps in streamlining various processes in the organisation. Therefore, it is key in ensuring smooth running of the organisation, saves the organisation money and ensures most of the organisation's focus is on the customers (Peltier et al., 2013). 
Movement of customer Interactions to the Online Platforms
Due to the imposed physical distancing and lockdown measures most of the economic activities shifted to the online platforms. Considering that the retail industry do not require physical proximity while delivering product, it experienced a significant increase in the use of online platforms to communicate and transact with customers. The increase in the use of the online platforms allowed production and transactions between retail businesses and the customers (Donthu and Gustafsson, 2020). 
How companies can Adopt Customer Experience and Customer Engagement to Support Customers
There is power in the recognition and working on improving customer experiences by organisations as it grows customer loyalty, lowers the organisations operational costs and promotes the long term growth of an organisation. A major impact lies on improving the experience of the customers in the bottom line of an organisation. As the experience of the customers improves, the average revenue of an organisation improves. It is expensive to handle unhappy customers, thus focusing on customer experience. Tesco plc needs to improve the customer experience through various methods, including embracing Omnichannel, especially full adoption of multi-device digital journeys. There should be a consistent and seamless joining up of the different channels to better the customers' experience (Acar and Puntoni, 2016).
Benefits of Developing and Maintaining Good Customer Relationships
Firstly, it allows the enhancement of better services to the customer, which is a strategic advantage to the business. A personal touch is added to already existing relationships between the customers and the company. It allows individual treatment of the clients as a repository is maintained on the individual profile of the customers (Rapp et al., 2010). Besides, employees have a clear and better understanding of the customers due to the access of the transaction files. It is easy to adjust the service level reflecting the status and importance of the customers. Tesco plc. has managed to attract customers from its competition due to the ability to add that personal touch to the customer experience during the Covid19 period (Franck  and Prapha, 2021). Secondly, it is easier to identify potential customers by using the existing customers’ profiles. New customers mean future growth for the company in its businesses and added revenues and profits. Thirdly, the customer revenues increase due to coordinating the marketing campaigns better. Data is quickly filtered, and promotions target specific audiences creating better chances of increasing sales volume. A higher customer ratio is facilitated through the introduction of loyalty programs. Tesco managed to introduce a loyalty program in 2019, which it expanded after the emergence of Covid19 to retain customers and attract more customers to its business. Also, the sales teams are in a good position of closing deals quickly as they have access to efficient and quicker customer responses, especially on information and leads. Prompt response to customers convinces them to purchase after inquiring about a product or service. A shorter turnaround time means a sound CRM system. Moreover, CRM assists in developing an effective and better communication channel (Grover, 2011). 
Challenges
One of the challenges is setting unclear objectives and goals by organisations. Every member in the organisation needs to contribute to CRM, thus the need for precise purposes. It will ensure that optimum participation is achieved and customer relationships are improved. Lack of measurable, clear objectives is a big problem for creating a successful CRM. Secondly, there is a challenge in appointing the appropriate core team to fulfill the objectives of the CRM in the organisation. A core team is critical in monitoring, guiding, adjusting and evaluating its implementations appropriately. Also, senior executives, sales teams, marketing teams, and top management need to participate for successful implementation (Alvesson, et al., 2017). There is also a challenge in defining the processes in CRM. Issues arise in developing effective CRMs due to problems in defining processes such as security measures, reevaluations and management changes. Also, a challenge arises in finding the right solutions for an organisation while developing a CRM system. Desired results are sometimes hard to achieve as organisations copy the strategies from successful firms which do not work for their firms. There is need for customisation to implement suitable solutions that relate to the nature of a particular business. Moreover, there is a challenge in application management especially in realigning the work culture of the employees in an organisation with the CRM plan (Baid and Parasnis, 2011). It is also challenging to map out the plan to ensure that the implementation of the CRM plan is successful. 
Conclusion
Covid19 has disrupted the modern business environment, especially in how organisations relationship with consumers. Firms have no choice but to consider and embrace the best channels to serve and engage their customers, intending to improve their experience. On the other hand, the customers have found a new relief and a better experience in shopping online.  It allows them to shop in the comfort of their homes and offices. They get deliveries on their doorsteps and at their convenience. Tesco plc has managed to remain at the top despite the challenges posed by the pandemic on the retail business environment. The company has attached significant importance to the customer to its business. Thus, the company has embraced the digital and online platforms and is using them to improve its customer experiences, thus retaining its customers and attracting customers from its main competitors. 
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