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Executive Summary 
Examining how internal and external factors impact Tesco's quality and capacity to provide 24/7/365 service is the major goal of this paper. Tesco must ensure that customer relationship management (CRM) is effective for the organisation to be successful in the market. If it couldn't achieve it, the company's sustainability would have suffered significantly. Both internal and external factors have an impact on the company's ability to deliver high-quality goods and services. The IDIC and CRM value chain model is the most important CRM model Tesco may use to forge a solid link with its customers. Tesco should follow the CRM value chain as a guideline to successfully connect the two. If CRM is used appropriately, the model's applicability can be used to predict whether a firm will prosper. Tesco needs to focus on three things: implementing a flat organisational structure, HR training, and highlighting IT use.
















[bookmark: _Toc118612606]Introduction 
This report is to ensure that a company can guarantee that its position in the market, a company must concentrate on the demands of the clients.  The epidemic has made it more critical than ever to pay attention to the consumer experience and the demand for online purchasing has increased as well.  The element might have been optional for business before the pandemic, but it is now a need and of the most crucial elements to guarantee that a business would succeed in the market.  I have chosen Tesco as the task’s base organisation.  The main object of this report is to analyse the impact of the internal and external factors on Tesco’s ability to offer 24/7/365 online services (Meena and Kumar, 2022).  The shift to online shopping has given customer care requests a sense of urgency, instead of operating from 9 to 5 Monday to Friday, businesses online are open 24 hours a day and 365 days a year.  Customers might order from a company at 2am in the morning, and if they do, they anticipate that the customer service agents will be accessible around-the-clock to answer any queries.















Company overview: Tesco 
Tesco, a multinational retailer with headquarters in the UK, was founded by Jack Cohen in 1919. (Tesco, 2021). With 28.4% of the UK retail market, the company currently holds the top spot in UK marketing. It has more than 4673 stores worldwide (Smith, 2022). The company offers a supermarket, hypermarket, superstore, and convenience store as its products. The company's brands include “Jack's F&F, Booker, and Makro”, among others. Ken Murphy is the company's CEO now, while John Allan is the working CEO. There are 367321 people working for the company (Wilkinson, 2022). The company is divided into various divisions, and each division is crucial to ensuring that the company has a chance to succeed in the market. This company was picked because the epidemic has altered the business's quality control procedures. The business has its online operation and since COVID-19, it has become the most important aspect for the business to have success in the market. 















[bookmark: _Toc118612608]Task 1
[bookmark: _Toc118612609]External and internal factors affecting the quality system and control of Tesco
Both internal and external factors will have an impact on the quality of the product or service a company provides to its customers. Models like SWOT and PESTLE should be used to evaluate both internal and external issues affecting a firm. Tesco will be given these two models to use.
PESTLE analysis of Tesco
	Factors
	Description
	Company, i.e how your organisation is affected by this factor

	

Political
	The UK government creates new guidelines for how employees of businesses should conduct themselves including online businesses. For instance, ensuring the protection of customer data has become more important. Because of that, the quality system has also been impacted (Wilkinson, 2022). Similar to this other decision, which the UK government developed, it will have an impact on quality, so the company needs to pay attention to it.
	If data protection act is breached then it will affect the business and image of Tesco.

	

Economical
	 In 2020, the UK's GDP grew at a negative pace. Although it was recovered in 2021, it was unable to return to the previous stage. As a result, both purchasing power and the people's personal income base have decreased (Smith, 2022). As a result, Tesco won't be able to provide its consumers with the highest-quality goods since they would be prohibitively expensive. The quality that has been provided to customers in the market will be greatly impacted by this external issue. Most of the users of 24/7/365 want the best quality product at a low cost and the business has the ability to offer that (Erjavec and Manfreda, 2021).
	Positive growth is vital to serve customers quality food and increase profit.

	

Social
	24/7/365 has become one of the most important trends in the UK as online retail sales reached up to 40% during the pandemic which is the highest in the history of retailing in the UK (Brand, Schwanen and Anable, 2020). The epidemic has significantly altered market trends. Most consumers today desire the highest quality goods at the lowest prices. However, because costs have gone up in every way, a business may not be able to offer something at a low cost. This will have a significant effect on Tesco's quality control procedures. Additionally, the preference of clients for environmentally friendly products will affect the level of quality that the company is able to provide.

	Tesco’s quality control has been affected due to rise of cost of products.

	

Technological
	For 24/7/365, this is vital aspect for Tesco because without it the business will not be able to offer online services to its customers. One of the biggest changes in the UK's retail industry is the online business, which has a significant impact on both the quality of the products and services given to clients (Hammett and McMeikan, 2021). The quality management system of the company will be based on how the company operates its online operations. This is one of the most significant outside factors that affect Tesco's quality control procedures. Online sales accounted for 29.7% of all retail sales in the UK in 2021 (Liyanaarachchi, 2021).

	Tesco will have to use the best Technology management system to stay on top of everything.

	

Legal
	Businesses must abide by the rules that the UK has regarding the calibre of their products and services. Tesco's ability to do that will have an impact on how the company runs as a whole (Barnes, 2017). For instance, a company cannot sell a product that has passed its expiration date in accordance with consumer protection laws. There will be a penalty for the business if it does that. GDPR-2018 has to follow by Tesco to ensure that offers the best 24/7/365 services to its customers (Guthrie, Fosso-Wamba and Arnaud, 2021).
	Tesco needs to abide by the rules of consumer protection laws or else business will suffer significantly

	

Environment
	: Online consumers are more concerned about the environment than the rest. This has grown to be a crucial issue in determining the kinds of quality that a company should provide to its clients. The majority of clients in the sector choose to use goods and services from companies that prioritise environmental preservation. This indicates that this will be viewed as a crucial component of the quality Tesco has provided in the market.
	Tesco cannot maintain top spot in the market, unless they prioritise environmental preservation





SWOT analysis of Tesco

	Strength
	Weakness

	Tesco is the leading retailer in the UK, and this fact will have an impact on the company's quality management system because the company won't be able to maintain its leading position in the market without providing the highest quality.

	The Company is selling out-of-date products on the market, which is one of Tesco's major flaws that has recently come to light. That will significantly affect the level of quality the company provides to its customers (Smith, 2022).

	Opportunity
	Threat

	The Company has the possibility to modify its market-based payment mechanism. This is important for Tesco to offer 24/7/365 service. That indicates that the company has the opportunity to ensure that quality has been provided to the clients while also basing the price it is charging on quality (Hammett and McMeikan, 2021). The market's latest trend offers the chance for businesses to put quality front and centre.



	The primary threat to the issue that the business is having with the quality that the business provided to the clients is the rising cost of offering products and services to the customer (Barnes, 2017). Online customers have several options which needs to be considered by business to mitigate threats. Due to this internal aspect, the company will be less able to provide clients with goods and services of the highest calibre. Another internal danger to Tesco's quality system is the supply chain.










[bookmark: _Toc118612612]Marketing theories
Marketing is the process by which a company could want to establish a relationship with its clients to boost market sales. Tesco can ensure that the company will have the opportunity to conduct its marketing effectively by using a variety of marketing theories. Some of the theories that can be applied are as follows:
Marketing mix: Tesco needs to bring changes in its marketing mix elements to offer 24/7/365 services. A company can ensure that it has the potential to advertise its products or services by using a marketing mix, which is a collection of strategies or actions. The application of this theory is now required in the sphere of marketing (Kotler and Armstrong, 2018). This can help to ensure that the process of conducting marketing to build relationships with the customers will be successful. "Product, Price, Place, Promotion, Physical Evidence, People, and Process" are the seven Ps of the marketing mix. It's crucial to put each of these into practice if you want to succeed.
Ansoff matrix: Tesco can make use of this marketing strategy to make sure that its efforts to grow in the market 24/7/365 are successful. The theory recommended four growth strategies for businesses, including market expansion, product creation, market penetration, and diversification (Etzel, Walker and Stanton, 2017). Tesco could select one of these four in order to guarantee that the company will succeed in growing.
Communication Mix: This is among the most important theory which the business requires because of the 24/7/365 services in the market. Marketing is the process of reaching out to a company's target market. Tesco may employ direct marketing, sales promotion, personal selling, public relations, and advertising communication mix aspects (Elliott et al., 2018). Each of these will allow the company to make sure that it can properly communicate with customers. The ability of a company to create a successful CRM will depend on this.
Stakeholder mapping: The parties or individuals who will be impacted by a decision made by business management are referred to as stakeholders. For a business to be successful in the market using 24/7/365, each of these parties is crucial. However, not all the affected parties have comparable importance (Crane, Kerin and Rudelius, 2017). To ensure that the decision-making process is efficient, this theory will be useful in identifying the business's stakeholders and, concurrently, in determining the relative importance of each stakeholder.
Porter's five forces: The competition for the business regarding its online operation has increased. This is one of the best models available for analysing the sector in which the company is active. For the firm to make the best decisions and achieve success, understanding the industry is crucial (Cateora and Graham, 2016). Competitive rivalry, the threat of entry, customer and supplier negotiating power, and substitution threats are the five forces that have been utilised in this model to analyse the industry. Understanding this will allow the company to make sure that it succeeds in the market. 
BCG matrix: The BCG Matrix can be used by Tesco to analyse its product lines or business units (Erjavec and Manfreda, 2021). This matrix helps Tesco allocate resources as a tool for analysis in brand marketing, product management, strategic management, and portfolio analysis. For the 24/7/365 operation of the business, it is very important. Four categories can be created by combining market share and growth rates for the business units. The replacements for attractiveness and competitive advantage are market expansion and relative market share, respectively. The BCG Matrix connects the locations of business units with these two essential profitability determinants a result.
Balanced scorecard: The balanced scorecard (BSC) is a tool for strategic planning and management. Organizations use BSCs to convey their aims and objectives, coordinate daily activities with the most efficient strategy, and give priority to tasks, goods, and services (Brand, Schwanen and Anable, 2020). Track and evaluate your progress toward your strategic goals. To generate a more "balanced" assessment of performance, the concept of the "balanced scorecard" proposes considering strategic measures in the same way as conventional economic measurements (Meena and Kumar, 2022). The concept of the balanced scorecard has developed past the simple application of views to become a comprehensive tool for process management. One of the key benefits of employing a disciplined framework is the capacity to "connect the dots" between the many components of strategic planning and management. Accordingly, linkages can be seen between the numerous projects and programmes that people are working on, the key performance indicators (KPIs) that are being used, the strategic objectives the commercial enterprise is attempting to attain, and the purpose, vision, and strategy of the company.








[bookmark: _Toc118612613]Model Review
 
CRM is a crucial component for a firm to ensure that it has the chance to guarantee that clients are aware of the product and service and in the case of online services it has become more important. This section will critically analyse two or more CRM models and marketing theories.
[bookmark: _Toc118612614]CRM Models 
IDLC model: This is one of the most popular models that has been utilised to ensure that a company's CRM procedure is efficient. Each letter in this model stands for a certain way that a company can guarantee that its relationship with its customers will be improved (Barnes, 2017). The elements are recognised, distinguished, interacted with, and customised. The effectiveness of this strategy in ensuring that Tesco's attempt to conduct CRM will be successful while simultaneously improving CRM's quality and body are its main assets. However, the initial step alone will determine the model's performance, and because of this, employing the CRM model for development will be challenging. This has been cited as the utilisation of this model's drawback. Customers today, for instance, might choose to get information online (Baines, Fill and Rosengren, 2017). Making sure that this option has been discovered and doing marketing based on the clients will be made easier with the use of this model.
CRM value chain: The Company can utilise this CRM approach to find and create special solutions for the clients which might arise because of the demand of 24/7/365. This is the most significant model that can be utilised to ensure that the effectiveness of customer relationship management has been ensured (Kotler and Armstrong, 2018). This allows for the division of the process of building client relationships into two phases. To make sure that the ways in which the relationship has been created are efficient, the steps in the primary phases and supporting stages are useful. The model's greatest strength is its ability to ensure that each stage of the process will be useful in ensuring that CRM has been carried out successfully. Because of this, a company's chances of succeeding in the market will increase. However, the firm must concentrate on this because it is difficult to apply this in the market. Tesco's ability to provide its clients with a wide range of goods and services is a crucial internal factor (Etzel, Walker and Stanton, 2017). Using this paradigm, CRM can be developed using this internal factor.
[image: 1 The CRM value chain | Download Scientific Diagram]
Figure 1: CRM value chain
Source: (Etzel, Walker and Stanton, 2017)
[bookmark: _Toc118612615]Marketing Theory 
Marketing Mix: This is a pertinent principle that the company can apply to make sure that its capacity for forging strong bonds with its clients during its online operation has expanded. This model's steps will assist the company do that (Elliott et al., 2018). The product offering will be successful for the business as well as for customers, the planning process will be efficient, and the marketing of the company will be enhanced in the marketplace. These are some of the qualities of the marketing mix. A corporation may encounter several difficulties because of utilising a marketing mix (Liyanaarachchi, 2021). The lack of a measurement standard, dynamic impacts, and non-linear effects are a few of these issues. For instance, the online market's consumers desire a product that will aid in environmental protection, and the application of this principle will help Tesco provide that.
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[bookmark: _Toc118612617]Model Selection 
[bookmark: _Toc118612618]CRM value chain model 
For application purposes, this model was selected. This is one of the most effective models that will be employed to ensure that a company's capacity to forge meaningful connections with its clients has increased while offering 24/7/365 services (Crane, Kerin and Rudelius, 2017). The primary rationale for choosing this model is that it will be useful in ensuring that the activities that Tesco must carry out to offer 24/7/365 have been identified and based on those activities, action has been done. Ensuring customer experience and engaging with customers is the CRM challenge Tesco is experiencing in the market (Ullah and Amat, 2019). This model may be used to solve both problems because it has been used to analyse each component of the problems. Because of this model, Tesco will encounter some benefits and drawbacks in the market.
Potential advantages: To ensure that the customer portfolio has been studied, this model should be used. One of the most crucial elements is creating a successful relationship with the clients (Ranjan and Bhatnagar, 2019). Along with helping to analyse customer intimacy, this has additional advantages for network development, which is crucial for ensuring customer engagement. The fact that it will be useful for customer relationship management is the most crucial component of this, though. This model can be used to address the CRM issue Tesco is having while offering 24/7/365.
Potential disadvantage: The complexity of adopting the model will present Tesco with the biggest obstacle when implementing it (Meyliana and Budiardjo, 2014). Another significant obstacle is the amount of time and money needed to implement the concept in the company. To succeed, the company must overcome the difficulty.





[bookmark: _Toc118612619]Application 
[bookmark: _Toc118612620]Application of CRM value chain model 
Tesco will be able to ensure that the CRM process of the company has been employed for providing 24/7/365 services thanks to the effectiveness of each level of the CRM value chain model. The following diagram illustrates how each stage is applied.
Primary stages
Customer portfolio analysis: Tesco's monument must now concentrate on figuring out which segment of its customer base will be most valuable to the company (Ip et al., 2018). For Tesco, 24/7/365 services have become one of the most important aspects because of the pandemic. The business will be able to ensure that the appropriate customer engagement plan has been designed by the business with the aid of this identification. Because of this, the company will be better able to succeed in the market and develop CRM.
Customer intimacy: The creation of the database is the primary duty of this model stage as in 24/7/365 services data is the key. It's crucial for the company to gather data before forging a relationship with the clients. Ensure that the demands and wants of the customers have been evaluated, this will be good for Tesco (Wilkinson, 2022). For instance, Tesco's management would be better able to provide the greatest products and services, which would also increase the company's chances of success in the marketplace.
Network development: It's critical for Tesco to make sure that an efficient network has been established to provide the finest 24/7/365 services and guarantee that the customers are engaged with the business. Focusing on the data that was gathered in the prior step will help this network develop (Ullah and Amat, 2019). When a company concentrates on the right network, it will be better able to build productive relationships with its clients.
Value proposition development: It is important to make use of the first three phases that have been discussed here to ensure that the value that the company will provide to its clients has been established. Make sure the value that the company will provide has been determined to guarantee that the clients will have the finest experience possible with the firm (Tesco, 2017). The value that the company is providing can influence the kinds of relationships it will have while offering 24/7/365 services. 
Relationship management: The final step in the value chain is relationship management, on which Tesco must concentrate this. The company will have the ability to evaluate its organisational structure and operating procedure at this point which is required for 24/7/365 services. For Tesco, it's crucial to ensure that the relationship it cultivates with its clients has been effectively handled (Smith, 2022). To do this, the company must concentrate on the structure it employs in the market because it will decide the kinds of relationships the company will have with its clients.
Support stages
Leadership and culture: Tesco's leaders should concentrate on the application of transformational leadership because it will help the business to offer 24/7/365 services. This kind of leadership will give the company the chance to make sure that its executives can collaborate with their staff members to effect the necessary transformation. The epidemic is significant for Tesco (Ranjan and Bhatnagar, 2019). The potential of the company to succeed in the market would be lowered if it is unable to concentrate on that. Tesco's culture must be built around that tenet.
Procurement: It's critical to ensure that the business's workflow has been completed successfully for Tesco to establish an effective customer relationship. The business will have to bring changes in this regard because of 24/7/365 services (Guthrie, Fosso-Wamba and Arnaud, 2021). That will help to guarantee that customers are receiving the greatest quality possible. The business's workflow is successful in ensuring that the highest quality has been provided. That helped the company make sure that a successful relationship with its clients had been established.
HRM process: The Company’s employees will be required to contribute significantly to CRM. Tesco offers training to all its employees so that they may ensure that they work in ways that will increase the rate of customer satisfaction for the company’s 24/7/365 services (Meyliana and Budiardjo, 2014). A reliable indicator of the types of customer experiences that clients have is customer satisfaction. Tesco should therefore pay attention to this element.
IT management: Doing this is among the most important aspect to offer 24/7/365 services (Erjavec and Manfreda, 2021). Without the usage of IT, Tesco will not be able to guarantee that the CRM of the company has been successful. Tesco ensures that IT has been included in the company at every stage. That indicates that IT has been utilised as a tool to provide the finest experience to customers. The corporate management made a wise choice with that choice. It can be used to complete 91% of the tasks that the organisation currently completes (Brand, Schwanen and Anable, 2020).
Organisational design: The final step in the value chain concept is organisational design. Tesco's organisational structure supports market principles like accountability, diversity, and equality and for that, it must be suitable to offer 24/7/365 services (Ip et al., 2018). For this reason, it has been possible to effectively oversee each employee's performance, which has helped the company provide the finest customer service and ensure CRM.
[bookmark: _Toc118612621]Benefits and challenges
The advantage that Tesco will experience from implementing the model in the company is that it will allow the company to ensure that the CRM issue the firm is experiencing while offering 24/7/365 services has been resolved. Additionally, the ways in which the company provides service to the market's consumers will be enhanced. Tesco's potential to succeed in the market will increase overall (Hammett and McMeikan, 2021). However, putting this approach into practise will be quite expensive. Success is also not guaranteed to come about. However, there are more advantages for the company than disadvantages for Tesco.

















[bookmark: _Toc118612622]Recommendations

1. 1. Modifying organisational structure:   In order to provide clients with the best possible 24/7/365 services, the company's current organisational structure needs to be modified (Etzel, Walker and Stanton, 2017). The use of a flat organisational structure should be the business's main priority. Being creative will benefit the company's staff, and it might raise the amount of customer engagement as well.
2. Developing HR: The Company’s human resources should be improved so that the highest calibre goods and services can be provided via 24/7/365 services (Brand, Schwanen and Anable, 2020). Whether or not the business has client involvement will depend on the employees' capacity to provide the product, service, and support. Because of this, the company's personnel should have access to training possibilities.
3. Focus on IT:  A firm must now give more attention to IT to succeed in the market with 24/7/365 services. Because of the epidemic, Tesco has realised the value of adopting IT (Elliott et al., 2018). The company will be able to guarantee that clients have been drawn to it and have received the greatest experience possible.

Figure 2: Recommendations
Source: (Brand, Schwanen and Anable, 2020)
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Conclusion 
To secure the success of the company in the market by offering 24/7/365 services, Tesco must make sure that the CRM and quality control are efficient. The sustainability of the company would have suffered greatly if it were unable to do that. The quality of the products and services that the company provides is influenced by both internal and external influences. The most crucial CRM model that Tesco may utilise to create a strong bond with its customers is the IDIC and CRM value chain, model. The CRM value chain is the model Tesco should use to build a successful connection between the two. The model's applicability is useful for determining whether a company will succeed with CRM if it is used properly. Tesco should concentrate on three things: employing a flat organisational structure; training the company's HR and emphasising the use of IT. Tesco has the capacity to provide top customer service and guarantee that clients are happy.

















References

Ip, W.H., Chen, B., Lau, H.C.W., Choy, K.L. and Chan, S.L. (2018). Modelling a CRM Markov chain process using system dynamics. International Journal of Value Chain Management, 2(4), p.420.
Meyliana and Budiardjo, E.K. (2014). Building social CRM framework on enterprise architecture framework using value chain process approach. Contemporary Engineering Sciences, 7, pp.671–676.
Ranjan, J. and Bhatnagar, V. (2019). Techniques, process and enterprise application for e-CRM using data mining. International Journal of Value Chain Management, 3(4), p.401.
References:
Ullah, A. and Amat, B. (2019). How Does Customer Self-Construal Moderate CRM Value Creation Chain ? NG-Journal of Social Development, 8(1), pp.103–110.



Modifying organisational structure


Developing HR


Focus on IT


2

image1.png
Primary
stages

Supporting
conditions

<

¥

Network
Development
(SCOPE)

Manage
The

Customer
Lifecycle

Value
Proposition
Development

Customer
Portfolio
Analysis

Customer
Intimacy

Leadership and culture

Data and information technology

People

Processes





