
University of Wales Trinity Saint David
Organization’s quality systems and customer relationship management
Understanding and Engaging in the Customer Experience BMSW5103

Student: Gheorghe Trifoi 2030295	Tutor: Nadeem Mirza	



[bookmark: _Toc111711846]Executive Summary
The following report has discussed about the company Tesco in detail and the different CRM issues being faced by the company and the different external and internal factors that are impacting on the CRM policies of the company. The company has also discussed the different models of CRM along with the application of one of the relevant models by which the company can improve its CRM policies. Even the relevant marketing strategies which can help the organization developing its marketing strategy has been also done along with required recommendations.
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[bookmark: _3j2qqm3][bookmark: _Toc111711847]Introduction 
This report's goal is to assess the significance of customer value for a particular company and their interactions with their customers. The company selected for this study is Tesco Plc, a grocery retailer from the UK that serves millions of customers in the UK, Ireland, Hungary, Slovakia, and Check Republic (Tesco PLC, 2022). The study will investigate some tools and techniques that an organisation uses to manage their customer experience which Tesco can implement as well to help improve their CRM. An organization is developing and maintaining good customer relationship using strategies like total quality management and customer relationship management. Total quality management (TQM) is described as a management strategy for long-term success thru customer satisfaction used by an organisation. Here all employees are involved to help improve the workplace culture, enhance the organization's practices, goods, services (ASQ, 2022). Some benefits are improved customer focus and satisfaction, reduces costs, strengthens the company’s competitive position, improves customer loyalty and retention, job security and employee morale are increased and many more. On the other hand, CRM describes the actions taken by a business to interact with its customers and how it manages those relationships. To help businesses maximize the value of their consumers while also enhancing performance, it aids in customer identification, attraction, and retention (Buttle, 2004).  
The following report will be focusing on Tesco's CRM policies. The report will firstly discuss the company’s background with an explanation of the different external and internal factors that affect the CRM implementation. Secondly it will identify and review appropriate CRM theories and models which will be helpful for the company to overcome the issues of CRM. After reviewing suitable theories, one will be suggested according to its relevance and benefits to help Tesco address possible CRM issues and maintain their relationships with the customers. This is followed by recommendations and ends with a conclusion.



[bookmark: _1y810tw][bookmark: _Toc111711848]Company Context 
Tesco is a multinational retail company that sells groceries, clothing and services like Tesco Bank, Tesco Mobile, Data science business Dunnhumby (Technology, software, and consultancy services). The company was established in 1919 in London by Jack Cohen which started as a small stall of groceries.  As of today's date, the company is successfully running in countries like Ireland, Thailand, Malaysia, Slovakia, and Hungary. In the year 2020, the global group sales of the company were estimated to be £54.4 billion and the number of stores the company owns currently is approximately 5,000 and employs more than 354 thousand people around the world (Tesco PLC, 2022). Tesco is also one of the leading grocery retailers which shares more than 27 % in the retail market of the UK and is included in the top 4 supermarkets of the UK as well. The company’s brand value worldwide is 10.7 billion USD, and just the brand value of the company is estimated to be 9.49 billion GBP (Bedford, 2022). Tesco’s purpose is to serve the customers, communities, and planet a little better every day.
To fulfil the modern market requirement for operations, the company has upgraded its technology and added contemporary tools including cloud computing, CRM systems, chatbots, artificial intelligence, and digital mediums of trade. The company uses technology based on customer data (names, addresses, email, date of birth) to keep in touch with their customers, The policy of Loyalty card system as its CRM policy within its organisation which helps retain the customers effectively. Customers were divided into categories based on factors like price, convenience, healthy eating, fresh and frozen foods, and kids. Products were also examined depending on the product purchased. Tesco used the data collected by the club card to enhance customer interactions in several areas, including communication, market research, merchandising, pricing, promotions, and customer service, media, customer acquisition, offering a better service to customers (Tesco Plc, 2022).  Tesco also uses scan as you shop to ease customer experience and cut shopping time by queuing at the till. Offers customers the Blink box online movie experience, opened their first virtual store in a subway station in Seoul to help customers shop on-the-go, make an order which will be delivered by afternoon. Uses QR (quick response) codes to help customers scan and shop without entering the store. 
The company has implied and implemented many major CRM policies within the organisation to develop their relationship with the customers. For example, one of them is the Club Card, measuring complaints of the customers, communicating through emails with the customers (Tesco Plc, 2022). 
Systems for cloud computing have been implemented to store, manage, secure, and access information and data. A system of distant computers called "cloud computing" uses the web to hold, administer, and process data and information. (Korpela et al. 2017).  The company manages large amounts of data and information that were obtained and utilised in the operational activities of the firm using Big Data platforms. The company also adopted cloud computing to establish a single location where all the data could be stored and secured to prevent loss and unauthorized usage. Impact of CRM operations: By developing a chatbot for the corporate website that could capture and compile information about the issues faced by customers and suppliers, the company was able to improve its CRM operations. As a result, communication between the business and its external stakeholders—the supplier and the customers—was improved. It was also able to respond to questions and resolve issues. This assisted the organization in developing an ideal CRM procedure that it could utilize to manage the standard of client relationships it has in the marketplace. In this method, the business will have to improve customer service, which finally boosts the business' operational effectiveness.
CRM support from artificial intelligence: In the current technological era, artificial intelligence has evolved into a technology that is employed by the company to manage its customer relationships. These have now been incorporated by the businesses to assist the chatbot conversations that may be had with clients and suppliers online to recognize, document, and solve problems (Payne et al., 2021). Tesco has also adopted and made use of this technology to develop a chatbot that performs the same functions and aids the business in managing both its customer relationships and supply chain.
Additionally, the technology was intended to keep customers interested in their purchases. With the use of their official shopping website and applications, the company's products may be purchased thanks to this technology. Through the company's newly developed technology, advertising was also possible. (Tesco plc, 2022). 
Yet, the company has been facing many external and internal issues which are affecting the CRM of the company. The different internal factors which are affecting the organisation Tesco are the leadership management issue which is affecting the company in applying the different techniques and appropriate strategies in maintaining their CRM policies. The lack of leadership management within the organisation has made the company to lack behind in applying the different effective CRM policies (Wooll, 2022). 

Below are some factors that impact on Tesco’s quality systems and control:
SWOT analysis
	STRENGTHS
	WEAKNESSES

	· Performed well during the pandemic and accepted the changes
· Tesco is ranked the leading retailer in the UK
· A wide selection of goods with a focus on high-quality goods
· Uses technology to provide a better customer experience
	· Unsafe products and shortage of products during the pandemic.
· Low quality products
· Change in leadership

	OPPORTUNITIES
	THREATHS

	· Online opportunities
·  More expansion internationally
· Use of AI
	· • An excessive amount of companies and brands are creating a very competitive market. (Asda, Sainsburys, Aldi, Lidl and others)
· Brexit and trade deals with the EU



Tesco’s performed well during the pandemic as their online sales have increased, the brand's growth rate was 10.5% and responded very quickly to the changes that the situation brought. Sells a range of products, they include the cotton market, apparel line, telecom and financial services, home goods, school uniforms, DVD rental, music download, and mobile smartphone company. One weakness of Tesco is the ow quality products, Tesco has recalled a few products which resulted in both financial loss and damage to its brand image. The change in leadership in 2020 when Ken Murphy took over from Dave Lewis has brought challenges for the new leader. However, the corporation faces serious dangers from the Brexit agreement and the new rivals. Tesco should take advantage of e-commerce and technical potential to remedy any unresolved issues.
PESTEL analysis
Political factors affecting Tesco.  Politically, Tesco must comply with several rules and restrictions put in place by the government, as well as tariffs and trade restrictions, which were helpful for Tesco because free trade allowed the company to grow abroad. However, BREXIT is now a problem because Tesco is now dealing with higher costs, a competitive labor market, export duties and supply shortages. Britain’s political environment is stable which is why Tesco is a leading retailer.
Economic factors affecting Tesco are: The e-commerce platform and online shopping prevented Tesco from falling to the pandemic. Other economic factors include exchange rates, inflation, interest rates, economic growth or decrease and globalization.
Socially, Tesco: Demographics, socioeconomic structure, levels of education, culture (gender roles), attitudes toward changes in health and the environment, and consumer buying patterns are social factors that have an impact on Tesco. Tesco offers a secure and healthy working environment, and its corporate culture values respect, inclusion, diversity, and personal growth. Tesco monitors cultural developments as well as customers' evolving attitudes and behavior, providing them products according to their needs (Tesco plc, 2022).
Technology is an ever-increasing factor that can influence how an organisation responds to changes in the innovation of products and services. Tesco's success is largely due to its adoption of cutting-edge technology. Tesco was capable of dealing with the outbreak and the lockdown because it was able to stay on the online marketplace and make deliveries on schedule.
Environmental factors: Tesco follows a set of rules and considers variables including the weather, climate change, environmental pollution, recycling by utilizing packaging that is easily recycled, waste management, and attitudes toward eco-friendly goods and renewable energy.
Legal factors: The decisions of employment tribunals and labor laws in the workplace have an ongoing effect on working conditions. Additionally, it is crucial to stay informed about any changes to the law, including those related to employment law, consumer protection, data protection and health and safety law (CIPD, 2021).
[bookmark: _4i7ojhp]
[bookmark: _2xcytpi][bookmark: _Toc111711849]Models Review
In terms of analyzing and enhancing the customer relationship management in Tesco, here some of the “customer relationship management” models such as IDIC model and Payne’s model will be critically reviewed. The strengths and weaknesses of both the Paynes and IDIC models will be identified and an application of the models.
[bookmark: _1ci93xb]IDIC CRM model:
The IDIC CRM model was developed by Rogers and Peppers in 1995. This model mainly aims to aid in evaluating client expectations or needs, as well as their importance to the business DIC refers to “identify, differentiate, interact and customize”, these steps help the business organisation to win the loyalty of their customers and to significantly enhance the customer experiences. This model is developed to effectively practice CRM in different situations (Fabio, 2014).
Identify: This is the first step of the IDIC CRM model which states to firstly identify the potential customers of the organisation. This directs the businesses to collect more and more information regarding the customers such as name, addresses, contact details, purchase, and return details. This will allow the businesses to effectively understand the wants, needs and purchase and return behavior of the customers in the marketplace. However, the ineffective collection of customers' information can result in the failure of effective CRM in the organisation.
Differentiate: The second phase of the model states to effectively segment or differentiate the customers based on their current as well as the assumed lifetime value. According to the approach, segmenting the customer base will enable organizations to focus their customer relations efforts on the most important clients. (Pandey et al., 2022). Additionally, it will enable the company to customize interactions to maximize revenue and fit for each sector.
Interact: The third stage of the model states to apply the CRM plans to effectively interact with the customers. According to this phase, companies can create personalized communications once the organization's clients have been tailored to and assessed. To greatly improve future communications or interactions, it is also advised that organizations learn something from each engagement during this phase.
Customize: The IDIC model's last phase suggests that organizations can examine customer interactions once they have been successfully documented to create more specialized "one-to-one" services.
Pandey et al. (2022) describes one of the strengths of the IDIC model. One of them is that it allows the business organisation to effectively collect or gather the information of the customers. The application of the IDIC model is very beneficial for the business organizations as this will allow the businesses to effectively understand the needs and demands of the customers. The use of the IDIC model for the CRM in the organisation is very beneficial as it allows the business organizations to develop a better insight of the customers’ demands in the marketplace. One of the weaknesses of the IDIC model is that it can lead to security issues which may result in data loss or data breach.

[bookmark: _3whwml4]Paynes CRM five process model:
The “Paynes CRM five process model” was created by Pennie Frow and Adrian Payne, this model mainly emphasizes a “cross functional approach” for the effective “customer relationship” processes (Emamgholizadeh et al., 2018). There are five processes of this CRM model: strategy development, value creation, multi-channel integration, information assessment, performance assessment.
Strategy development: This phase states two different strategies such as customers strategy and business strategy. The business organisation needs to understand the demands of their customers for producing effective goods and services to fulfil the customer demand. Furthermore, this states to evaluate both potential and current consumers base as it will allow to conduct the appropriate segmentation (Payne and Frow 2005).
Value creation: This process says to identify the customers value toward the organisation, the business needs to understand the valuable customers through value assessment and propositions. The business organisation needs to maximize value in the desirable segments of the customers to experience the successful exchanges of values between the customer and company.
Multichannel integration: The third phase of the model states the business organizations to effectively practice interactions with their customers using a range of both direct and indirect communication channels. This phase is said to interact with the customers through websites, mail orders, retail stores, mobile, direct mails, catalogues and many more methods.
Information assessment: The information assessment process is also said to be the analytical phase of the model. This phase of the model states the businesses to effectively collect, organize, and use the customers information to develop an effective insight of the customers behaviors. Moreover, this allows businesses to develop potential marketing responses and enhance value propositions.
Performance assessment: This is one of the very crucial processes as this helps the businesses to understand the effectiveness of the value proposition of their organisation. This theory suggests the businesses to understand the performance by shareholder value, profit margins, consumer engagement scenario and returns by dividends. This also includes the KPI as well as the monitoring of the customers satisfaction.
[bookmark: _2bn6wsx]
[bookmark: _qsh70q]A strength of “Paynes CRM five process model” is that it allows easier interaction between the customers and the organisation through multi-channel communications. The other strength of the IDIC model is that it facilitates a platform for the businesses to effectively develop and synchronize the customers services in their organisation (Nicolescu, 2022). Another strength of the “Paynes CRM five process model” is that it allows the businesses to understand the value of the customers towards the organisation. However, one of the weaknesses of this model is that the lack of focus can result in the ineffective CRM in the organisation.
[bookmark: _3as4poj]
[bookmark: _1pxezwc]Application of the models:
To enhance the “customer relationship management” in the organisation, Tesco could apply the IDIC CRM model in their day-to-day practices.  Applying this model will be very beneficial for Tesco as this allows them to enlarge their CRM practices. Moreover, the effective application of the model will help the Tesco’s leaders or managers to effectively collect or gather the data and information of their customers (Nicolescu, 2022). They can learn about customers' choices for products by gathering data. Additionally, this will help us comprehend what Tesco customers want to get out of its goods and services. Understanding the needs and demands of the customers will allow Tesco to effectively develop and improve the products and services they offer. They can meet demand and increase the organization's customer retention rate by developing their products and services. With the use of this model, Tesco will be able to segment its customers effectively based on their needs, wants, ages, and locations. Furthermore, Tesco will be able to communicate with its customers through a variety of channels, including their website, social media, surveys, and more.
[bookmark: _49x2ik5][bookmark: _2p2csry][bookmark: _147n2zr]However, to improve the CRM in the organization, Tesco can also apply the Payne’s CRM five process model. Tesco will also profit from this model because it will enable them to build multichannel communication and a plan for creating items in accordance with client needs. (Ledro et al., 2022). Furthermore, the use of this model will allow them to effectively develop a better insight of the consumer behavior with the help of information assessment process.

[bookmark: _Toc111711850][bookmark: _3o7alnk]Model Selection and Application 
Tesco can apply the IDIC CRM model to improve their CRM policies within the organization. 
IDIC CRM Model:  The application of this model helps an organization in assessing the expectation of the customers and the value of the organization. Thakur and Chetty (2019) suggest that the 4 different elements of this model can be used by the Tesco in the following way: 
Identifying the expectations of the customers: Tesco can do this by conducting surveys, using social media, and analyzing the reviews of the customers. After collecting all the reviews and comments received from the public, the business can determine what its expectations are based on the organization's key findings. By understanding the improvements that customers want to see in the products, services, or even the organization's customer care services, Tesco will be able to identify the expectations of its customers. 
Differentiating the expectations of the customer: After the identification of the demands and review of the customers now the company should differentiate the different reviews collected in the categories within the organization. The company can differentiate the expectations based on the changes the customers want within the organization. The expectations can be of different categories like product, performance, customer service and many more. The company must be able to understand the reviews and feedback received and categorize them according to the organizational structure. 
Interacting with the customers: Even after the collection of expectations and feedback from the customers the company should keep on being in touch with the customers. The interaction can be done by the company by laying out different interactive tools like social media, feedback, events and many more. The company can communicate with customers by sending out salespeople or customer service personnel who are frequently in contact with the customers.
Customization to meet the expectations of the customers: After knowing and categorizing the expectations laid by the customer the company will be applying or making the required changes within the organization. Tesco will also be concerned about the expectations as well as the organizational structure too.
Relevance of this model for Tesco Plc
[bookmark: _23ckvvd]The Selected model is relevant for Tesco because it helps the company in evaluating the different expectations of the customers and helps in adding more value to the company. The model is essential to the business since it is unable to deliver the promised services and goods, which can be satisfied by efficiently applying the model. The use of this model will assist the organization in quickly understanding consumer needs and in promptly identifying the best solution to the issue facing the business. One of the major problems which the company is facing regarding its CRM policy is the difficulty in providing 24/7/364 services. To which the company can easily find solutions with the application of this model and enhance the CRM policies of the company. The company can find a solution to this problem by understanding the necessities of the people and then providing the services to the customers. 
[bookmark: _ihv636]Potential benefits and challenges for Tesco to address by using IDIC model
To address the CRM problem in maintaining customer relationships 24/7/364, Tesco should see the following: 
· Identification of the customer's expectations can be a tricky and difficult task for the company as the customers’ expectations can be different and in huge numbers. However, the business will be able to communicate with clients frequently and continue to collect their feedback and expectations. This will assist businesses in meeting customers demand and retaining the  devoted ones as well, at the same time providing solutions to offer 24/7/365 service to their customers.
· Differentiating the expectations of the customers will be a very tough job for the company as it will be really time consuming and challenging. However, if the business can differentiate between distinct kinds of expectations, it will be easier for the organization's various teams to implement changes in an effective manner. This will enable the company to establish various 24/7/364 teams that will manage the different departments for better customer service.
· Interacting with customers can be difficult as there can be many different issues like connection problems and language differences. However, it will foster a closer relationship with the clients. With reference to the 24/7/364 policy, this will aid the business in providing better customer service.
· Customization can be very difficult at times because the ethical values of the organization can create hurdles in applying the changes. The business may, however, be able to implement more innovative changes within the organization like the use of Artificial intelligence (AI). This will assist the company in creating more innovative services for the clients.
[bookmark: _32hioqz]The use of this model can be highly advantageous for the business because it will enable it to understand its customers much better. Additionally, this will strengthen the organization's CRM policies. 
Using AI marketing
An innovative change worth implementing is the use of AI marketing, which is the use of technology to enhance the consumer experience. Business organizations may easily use AI to analyze consumer behavior and better understand their customers' needs. Having access to all the required information regarding your target market also enables a company to make informed decision. CRM AI implementation also has a significant impact on a company's growth in terms of customer loyalty and profitability and is a competitive advantage as well (Iqbal and Khan, 2021). Tesco is already testing robotic AI technology and aims to build stores without conventional checkout lanes. Instead, the timing of an item being taken off a shelf and out of the store will be determined using artificial intelligence, with your account being immediately debited as necessary (Parsons, 2017).

[bookmark: _1hmsyys][bookmark: _Toc111711851][bookmark: _41mghml]Marketing Theories
Along with CRM policies the Tesco should also focus on its marketing strategies to gain more new customers. For example, the company can apply different marketing strategies like Ansoff Matrix or communication mix to develop their marketing strategies.
Ansoff Matrix: It is a strategic framework which is used by companies to develop their market and market growth strategies, a method of strategic planning that links a business' marketing strategy to its broad strategic direction. The matrix has two dimensions: one for "product" (both new and existing), and the other for "markets." and has 4 main elements which helps an organization in developing their marketing strategy: market development, market penetration, product development, and diversification (Loredana, 2016).
Market Development: Market development can be seen as the growth of the present market that the company is operating in. If Tesco adopts this marketing plan, the company will be able to generate more innovative methods that can aid the company in attracting more potential customers and business expansion opportunities. 
Market Penetration: Market penetration can be understood as the upgrade of the marketing strategies while being in the same existing market. Tesco can apply this strategy by upgrading its marketing strategy within the existing market. This can help the company in sustaining its market position and sustaining its loyal customers as well.
Product Development: The Development of the existing products to meet the expectations of the customer is known as Product Development. The company Tesco can develop its current products into more useful products so that the company will be able to meet the expectations of the customers. By applying this marketing strategy, the company can provide newer innovative as well as useful products to the customers. 
Diversification: Diversification is the changing of the market as well as the product and which is the riskiest marketing strategy. The company Tesco can develop its market into new untouched places and can present totally new products for the new customers. This will help the organization in knowing more new markets to invest in and will help in gaining more customers.
Communication mix theory
Tesco can even apply the communication mix theory to enhance its relationship with the customers. Communication mix theory is the methods used by businesses that help inform, convince, and remind the customers of the products and services they sell. In other words, a collection of different tools used to help effective communication with customers (Todorova, 2015). There are 3 major elements within the communication mix which helps in effectively connecting the customers to the company. The following analysis will be based on how Tesco can use the communication mix theory to develop its marketing strategy:
Advertising: It is one of the important elements in the communication mix theory because it helps in conveying the messages which the company is trying to share with its customers. Tesco can use different advertising methods like billboards, radio ads, tv-ads websites, and electronic media. This will help the company in getting the attention of new customers. The application of this element can effectively help the organization in gaining more new customers (Wang and Kim, 2017). This will help the organization in being in regular touch with the customers which will enhance the CRM policy of the organization.
Events and Experience: Different events related to the product of the company can help the organization Tesco in being in contact with the customers physically. The showcasing of the products of the company through events can be very much effective and easy. Through the different events the company can also be able to understand and receive the different reviews from the people. The feedback and the events can help the organization in enhancing the customers’ expectations and maintain a level of transparency amongst the customer which will help the organization in developing its CRM policies.
[bookmark: _2grqrue][bookmark: _vx1227]Social Media Marketing: It is one of the most successful means of being in frequent contact and maintaining communication within the customers and the organizations. Due to the application of different social media marketing tools the company can easily and effectively be in contact with the customers and gather frequent feedback and recommendations from the customers. This helps the company in getting more new ideas for producing new products and getting more information about what changes should be applied within the organization (Greenberg, 2009).

[bookmark: _Toc111711852]Recommendations
To enhance the CRM Tesco should provide CRM training to the entire workforce of the organization. Providing CRM training will allow the employees to understand both soft and hard ways to effectively maintain an effective relationship with the customers. Furthermore, it is also recommended for Tesco to track the behavior of the customers throughout the sales cycle of their business organization. It will be very helpful for Tesco as they will be able to stick with the changing behaviors of the customers. Moreover, is recommended for the Tesco leaders to keep the current or can be said as “up-to-date” information regarding their customers. This will allow them to develop insights regarding the costumes needs and demands and to understand the cause of changes in the behavior. The leaders of Tesco also need to organize voting or online polls so that they will be able to analyze the responses of the customers. This will help them to effectively understand the customers perceptions towards the varieties of products and services offered. 

[bookmark: _3fwokq0][bookmark: _1v1yuxt][bookmark: _Toc111711853]Conclusion
[bookmark: _4f1mdlm]The above report looked at the way Tesco managed its relationships with their customers showing some of the strategies that this company could implement to improve their CRM in the future. The report has also discussed the different problems regarding the CRM policies which the company has been facing analyzing the company’s external and internal factors that affected the company recently. 
An organization must also identify factors that could affect its company operations and functions to maximize customer value. By being aware of these aspects, it is possible to make more sensible choices, modify existing plans of action to better suit the requirements of the target market, and find ways to integrate these plans into the culture of the customer base to address any potential problems. Which is why the implementation of CRM models and marketing strategies proposed can be considered for future implementation by the company to help address issues concerning their CRM.
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