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[bookmark: _Toc519539657]Introduction
In this paper, a complex problem of Tesco is mainly discussed. In the first section, the problem itself and how it affects the store is described. In the second section the information gathered on the topic of complex problem of Tesco is analyzed. In the third section, alternative options to solve Tesco’s problems are explained. In the fourth section, an appropriate solution is described depending on the decision making model. Fifth section gives a planning of implanting the solution in the business. In the sixth and seventh section, the communication process with the stakeholder of Tesco about the planning and monitoring, reviewing process is described.  
[bookmark: _Toc519539658]1.0 Complex problem of Tesco and its scopes and impact on Tesco
[bookmark: _Toc519539659]1.1 Definition of problem 
Problem in business can be defined as a deviation among the present situation and situation that is desired by the marketers. Though any problems of business can be solved by the workers and the marketers, however, is becomes difficult to solve them when the problems rise from an unpredictable source or the elements that are needed to solve the problem (Business Dictionary, 2017). Nevertheless, a well defined problem has a solution determined with in. It requires good skills and brain power to solve the problem (Cooper, 2014).   
[bookmark: _Toc519539660]1.2 Definition of complex problem in a business
Complex problem is a business is situation which is hard for the marketers to solve easily. When the problem rise from an uncertain source and the problem involves human resources is called complex problem. The marketers find hard time to solve the complex problem as many factors remain involved with the problem. Complex problems require patience, repletion and thorough examination of the whole situation (Cooper, 2014).   
[bookmark: _Toc519539661]1.3 How to solve a complex problem
Before solving any kind of problem the first important thing that needed to be done by the marketers is identifying the cause and signs of the problem. In identifying the complex problem and its solution is the most important thing is critical thinking. In the first step the person has to explore the present situation in order to know more about the problem. Then he has to make explanation of current situations most relevant causes. Then he need find out the superficial problems. After solving the simpler problem he has to move forward for the bigger issues in the business (Chevallier, 2009). 
However, there are some steps that are needed to be followed by the marketers to solve their complex problem of the business. They are first marketers need to determine the problem with in their business. Then they have to figure out options that can solve the problem. In the third, they have think critically and evaluate to find out the most appropriate and convenient solution to solve their problem. Then they have work out an action plan to make the solution real. Then they have to implement the action plan in their company or business. Lastly, to get a greater result they have to monitor their business regularly (Chevallier, 2009). 
[bookmark: _Toc519539662]1.4 Complex problem of Tesco
Tesco is one of the leading retailing companies of UK. The business of Tesco is retailing groceries and food products to their customers around the world. At present Tesco is running their business in seven nations of Asia and Europe. Moreover, in UK, Hungary, Ireland and Thailand, Tesco is the leading company in the retailing sector. Currently Tesco has over 4000 store across the world. In only UK they have about 2200 store including different formats of store, Tesco Express, Tesco Metro, Tesco Superstores, Tesco Extra and Tesco Homeplus. The main competitors of Tesco in the market are Sainsbury and ASDA (Simms and Andrew, 2014). To give tough competition to their competitors in the market and increase their customers Tesco launched a loyalty scheme called “Clubcard” in 1995. At first it was a huge successful movement for Tesco. Customers got attracted towards this loyalty scheme largely. Tesco’s revenue and profit level got increased and they got large amount of loyal customers than their competitors in the market. However, now the “Clubcard” of Tesco has lost its potency in the market. It is no longer a secret weapon of Tesco to increase their customers and profit level. Many companies have adopted this loyalty scheme of theirs. Their one of the main competitor Sainsbury launched “Nectar” as their loyalty scheme. Other supermarkets are also offering their customer discounts and many more attractive offerings that customers are not happy with only the “Clubcard” anymore. Tesco is also criticized for many other reasons like involvement in litigation, price fixing, scandals about finding horse meat in the burger, discrimination against the blind, practicing slavery in Thailand etc. Therefore, Tesco is having trouble to retain their customers only with the “Clubcard” and discounts with it (Humby, et al. 2006).  
[bookmark: _Toc519539663]1.5 Scopes of Tesco’s problem with “Clubcard”     
The loyalty scheme of Tesco which is called “Clubcard” is a very mimicable strategy. Any company with sufficient resources and workers can apply this strategy to increase their customers. Tesco introduced their Clubcard in 1995. Back then it was a very alluring scheme for the customers. They earned many profit and loyal customers through this strategy. However, with time, many companies rose in the market of UK and started to operate their business by giving tough competition to Tesco. One of the key rivals of Tesco, Sainsbury introduced Nectar card in 2002. They offered their customers points for discounts on the every use of the card. In the mean time, the evolution of technology has been increased. As a result most of the potential and loyal customers learnt to use the internet and compare their options and substitution against Tesco’s product. Introduction of same loyalty scheme by the rival companies and increasing consciousness among the customers make the charm of the “clubcard” fade away. Moreover, when Tesco declared double discount on the Clubcard the customers got confused and started to rethink about going back to Tesco (Humby, et al. 2006).      
[bookmark: _Toc519539664]1.6 Impact on Business of Tesco
As many companies started to offer the customers the same proposal on their loyalty card as Tesco, the customers started to search for better and more convenient options in the market. Due to lack of additional and attractive offerings, Tesco’s Clubcard started to lose its fascination among the customers. As a result they started to lose market shares and most of their loyal customers. This impacted the business revenue and profit levels as well (Simms and Andrew, 2014). Any companies’ success level is weigh by their earned revenue and profit level. Maintaining loyal customers are more cost friendly process that attracting new potential customers. To attract the new customers, companies have to do more attractive promotional works and have to introduce more alluring offering to grab the attention of those customers. However, in case of loyal customer, companies have to spend less as they are already have faith on the companies products and service and they are not choosing any other company as their substitute (Simms and Andrew, 2014). The only thing they have to do for them is propose them extra offerings and give them a better service than their rivals in the market. In case of Tesco, they were failed to provide their customers extra offerings through their clubcard which was not satisfying their customers enough to be retained. Therefore, their sales decreased and the number of loyal customers also decreased. Moreover, many customers were complaining that, their clubcard were failing and they could not use their clubcard points in order to have discounts. This also impacted the Tesco’s sales greatly (Humby, et al. 2006).      
[bookmark: _Toc519539665]2.0 Analysis of the information gathered on Tesco’s problem in order to help the decision making process
Tesco’s is having problem to retain their loyal customers through their loyalty scheme called “clubcard”. The analysis of their problem is given below:
[bookmark: _Toc519539666]2.1 Definition of loyalty scheme
Loyalty scheme or loyalty program are the offerings proposed by certain company in order to increase the number of their loyal customers. Loyalty schemes can also be defined as a organized and long time marketing strategy that offers the customers rewards to buy more often from a certain company. To increase the retention level of the customers and earn their full faith, companies offer their customers loyalty scheme. In this loyalty program the companies mainly provide their customer discounts on their frequent and multiple purchases. They give their customers points depending on their number of purchase. Based on their collection of points the companies offer them different services and rewards on their further purchase (Bernazzani, 2018)
[bookmark: _Toc519539667]2.2 Tesco’s loyalty scheme Clubcard
In 1995 Tesco first launched a loyalty scheme called “Clubcard”. This clubcard has about 17 million of user all over the world who purchases products from Tesco more often. Before 1993, Tesco used to run Green shield Stamps as their promotional work. Through this Green shield Stamps customers used to earn incentives from Tesco (Humby, et al. 2006). However, Tesco could not tress any information about their customers through this stamp card. Eventually, in 1993, an investigation was run by the marketing team of Tesco in order to identify the potential and opportunities of loyalty card. This investigation was run under Terry Leahy. However, Grant Harrison and his team conducted an investigation around the world and came to know that loyalty card is really effective for the business (Nash and Bethany, 2006). In 1994 Grant Harrison approached Dunnhumby to ask for their help in developing Tesco’s loyalty scheme. After that, with the help of Dunnhumby, Tesco brought significant change in their Green shield Stamp and were able to gather information about their customers through that card (Humby, et al. 2006). Then they started to call the scheme as Clubcard. Tesco club card was introduced internationally after Tesco’s acquiring of Power supermarket Limited in Ireland which is now known as Tesco Ireland. As this scheme was an extension of the main scheme, the owners of Ireland Tesco Clubcard could use this card in the Tesco stores of UK. In 2007 Tesco Clubcard went full international and was launched in Malaysia and other countries (Nash and Bethany, 2006).
[bookmark: _Toc519539668]2.3 Advantage of Clubcard of Tesco
Tesco offers their customers points through the club card when they purchase any product or use any service of Tesco. These points are given based on the spent amount of money by the customers. Here, in every spent £1 for shopping (one point for every €1 in Ireland) customers receive 1 point. However, in case of other service and buying fuel, the customers get 1 point for £2 spent. Tesco also provides their customers special offer on extra earned points (Humby, et al. 2006). However, for these extra points, Tesco sends their  customer surprise mail about their special offer or provide them vouchers with extra discount for their further shopping. These points are counted for at least four times a year. The offered vouchers can spent through online or offline of Tesco stores (Nash and Bethany, 2006).
[bookmark: _Toc519539669]2.4 The problems Tesco facing with their Clubcard
As many companies have already introduced their own clubcard like loyalty scheme, customers of Tesco are losing their attraction with Clubcard. Customers always look for same service, same products but with better options and reasonable price. If the supermarket offers them more then they will automatically choose that market over their previous one. During launching of clubcard 2 in 2009, they doubled the discounts on every points and this step was very profitable for them. They gained about 15million of loyal customers in one year. However, Sainsbury’s Nectar card got about 16million users in 2010. Therefore, only offering points and discounts were not sufficient acts for retaining the customers of Tesco. As, customers Due to lack of additional and attractive offerings, Tesco’s Clubcard started to lose its fascination among the customers. As a result they started to lose market share and most of their loyal customers. This impacted the business revenue and profit levels as well. Any companies’ success level is weigh by their earned revenue and profit level. In case of Tesco, they were failed to provide their customers extra offerings through their clubcard which was not satisfying their customers enough to be retain. Therefore, their sales decreased and their number of loyal customers also decreased. Moreover, many customers were complaining that, their clubcard were failing and they could not use their clubcard points in order to have discounts. This also impacted the Tesco’s sales greatly (Humby, et al. 2006).
[bookmark: _Toc519539670]3.0 Alternative solutions to this problem of Tesco
The main problem of Tesco was they were not able to satisfy their customers with their loyalty schemes anymore. Therefore they started to lose their most customers and market share. They also started to encounter losses in their business as the amount of sales got decrease and the profit level got reduced. To attract their customers again and retain them for longer time, they need to offer them more creative services through the Clubcard. To make the loyalty scheme more creative the companies can
· Firstly be creative with their points. Companies can name their points as pages or any name that will grab the attention of the customers. Companies can also change their visuals of points to make their outlook of loyalty scheme more noticeable. 
· Secondly, companies can be creative with their offerings. Like when the customers are not expecting any offers or discounts, Companies can provide them surprise offerings. For Example, they can send them discount vouchers as birthday or anniversary present to make their customers eager to buy things from them. 
· Thirdly Companies can offer them exclusive products buying which are not available anywhere in the market with their earned points. This will make the customers very eager to spend more to buy the exclusive products.
Incase of Tesco, to provide extra offerings to their customers they can do several things.
· Firstly they can do a survey on their customers to know about what they want more. They can do it online or offline. During in-store purchases Tesco can give their customers a survey questionnaire asking them about their desires. In online store, after purchasing their products Tesco can ask their customers to fill up their survey to know more about their opinion. Thus with the reviews and opinions of customers, Tesco can solve their Clubcard problem.
· Secondly, Tesco can offer their customers to buy services from other companies like Hotels or gas station with their extra earned points through Clubcard. Before that Tesco should merge with other companies and make deals with them about their service.
· Thirdly, Tesco can offer their customers free parking with their Clubcard points.
· Fourthly, many people in UK like to contribute money to the charity. Tesco can initiate a program through which customers of theirs can donate their extra point as money to the charity. It will increase attraction in certain customers. 
· Fifthly, Tesco can offer their customers baby care service through the clubcard. They can initiate program that customers will have to earn a certain amount of point to get this service. 
[bookmark: _Toc519539671]   4.0 The most appropriate option to solve the problem of Tesco
 A decision making process includes several steps. The first and most important step is to identify the problem. The second step is about gathering information on the problem’s background. The third step is about determining different solutions for that certain problem in the company. The fourth step is about evaluating every possible solution and selecting an appropriate solution for that problem. The fifth step is about making a plan regarding the solution selected in the previous step. The final step is about implementing the plan and monitoring the functions of the company after implementing the plan.  
In the case of Tesco, their main problem is their loyalty scheme “Clubcard” is losing its charm among the customers as several other rival have already brought similar loyalty schemes in the market. The customers prefer Tesco’s rival as they are offering extra services in their loyalty schemes. There are many solutions to this problem. Those have been discussed in the previous section. However, according to decision making process the next step is defining the appropriate solutions among many options. In the case of Tesco, as their customers are shifting to other companies and therefore they are encountering losses in their business, they have to be very careful with spending their resources. They have to choose a solution to their problem that will be convenient for them, creative and most importantly effective on their customers. Therefore the most proper solution is first doing a survey on their customers to know about their opinions and desires, and then arrange offers according to their customer’s wish with some creativity of their own. It will reduce the risk of failing the plan as the plan has been made according to their customers’ choice. Therefore, Tesco will not have to face any more losses in their business regarding the plan for their loyalty scheme and loyal customers. 
[bookmark: _Toc519539672]5.0 plan for implementing the solution
[bookmark: _Toc519539673]5.1 Goals of the plan:
To gather opinions of customers and know more about what the customers want more through a survey in order to increase the number of the loyal customers of Tesco and increase their revenue and profit level.
[bookmark: _Toc519539674]5.5 List of required elements to implement the plan
· First Tesco will need Human resource to set and conduct the survey through online and offline. Here, Tesco can give responsibility to their research and development department to handle the conduction of the survey. Tesco will have to give responsibility to their IT department to handle the online survey.
· Tesco will require computers and printers to compose and print the survey to conduct their offline survey. 
·  Tesco will need internet connection to do their online survey.
· According to the survey, Tesco will need a group of people to figure out the most desired service of the customers. Then they will need their marketing team and decision making team to launch the services as wanted by their customers.
[bookmark: _Toc519539675]5.6 Timeline for implantation of the plan
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[bookmark: _Toc519539676] 6.0 communicating to the stakeholder about the plan
[bookmark: _Toc519539677]  6.1 Definition of Stakeholders
A person or group of persons who have interest in the function of the business are called stakeholder. They can be directly or indirectly involved in the business operations. Stakeholders have the power to affect or be affected by the companies’ aims, goals and operations. A stakeholder is a person or a group or community who are impacted by the final result of the business. Their main interest lies with in the prosperity of the business. However they can be included in the business or can help the business fro being outside of the business by sponsoring them (Phillips, 2010). 
[bookmark: _Toc519539678]6.2 Types of stakeholders  
Stakeholders can be different types. Like:
External and internal stakeholder
The stakeholder who works directly inside the company is called internal stakeholder. They are employers, workers, managers etc. However, stakeholders who work from outside of the organization are called external stakeholders. They are suppliers, sponsors etc (Phillips, 2010).
Primary and Secondary stakeholders
Primary stakeholders are the persons who are impacted by the business directly. Usually customers are the persons who are directly impacted by any changes of the business. However, the persons or stakeholders who are not directly impacted by the business operations are called secondary stakeholders. Government can be considered as secondary stakeholder (Phillips, 2010). 
Direct and indirect stakeholders      
Direct stakeholders are the people who are directly involved in the day to day to activities of the business. Like workers, managers are the directly involved person of the business. On the other hand, sponsors, suppliers, vendor can be considered as indirect stakeholders (Phillips, 2010). 
From the above discussion, it can be said that whether the stakeholder are primary or secondary, external or internal, direct or indirect, they are mainly 5 types. These include: workers, customers, managers,  suppliers and investors (Miles, 2011).  
Stakeholder of Tesco
Tesco have external and internal stakeholder of their company. The external stakeholders are pressure groups, trade union, government and regional and national communities. On the other hand, Tesco’s internal stakeholders are owners, directors, managers, workers, creditors, suppliers and customers. However, in any business customers are the main source of their income. Therefore, among the entire stakeholders in case of Tesco, customers are the most important stakeholder for them (Simms and Andrew, 2014). 
Communication process with the stakeholders
Before taking decision or implementing any new changes or plans in the business, the marketers have to inform their stakeholder about their actions. Stakeholders can have a role and can be affected by the new changes in the business (Bryde, 2015). Therefore, informing them before taking any actions is always safer options as stakeholders will be ready for the changes and company will also get help according to their need. To inform the stakeholders company can use different techniques. In the era of advanced technology communication process has became very easy process for everyone. However, prior to application of any plans, companies can send their stakeholders like share partners, investors email or direct messages (Bryde, 2015). Inform their workers companies can arrange meetings, presentations, seminars to inform them about the plans in details. In order to inform the customers, companies can give ads or do promotional works about their new plan. They can inform their customers through traditional way or online platforms. They can give ads on the TV, Radio, and Newspaper etc. Companies can also give their ads through the social media. They can send messages to their valuable customers, messages in their social media accounts and can inform them about their new planning for business (Bryde, 2015).
[bookmark: _Toc519539679]6.3 How Tesco can communicate with their stakeholders
Incase of Tesco’s planning of conducting a survey in order to gather opinions of their customer’s wishes about services, here the main stakeholder who are directly involved in the plan and will be affected by the plan are their customers. Therefore, to communicate with their customers, they can send their customers emails or direct messages through the information gathered by the Clubcard. They can give ads or do promotional works about their new plan. They can inform their customers through traditional way or online platforms. They can give ads on the TV, Radio, and Newspaper etc. Companies can also give their ads through the social media. They can send messages to their valuable customers, messages in their social media accounts and can inform them about their new planning for business. However, incase of doing promotional work or giving ads they have to creative about their content making to grab maximum attention of their main stakeholders, their customers (Bryde, 2015).
In the case of workers and managers, Tesco can arrange meetings, are seminar in order to inform them about the companies next steps and present plans. Through these meetings Tesco can give their workers a briefing about their future goals and make them ready for what they are going to do next (Bryde, 2015). 
[bookmark: _Toc519539680]7.0 Appropriate monitoring and reviewing technique
 After implementation of any plan in the business, it is very important to monitor and review the process to ensure the success of the plan. The monitoring, reviewing and evaluation process of any business consists of several functions. They are given below:
Planning
Before monitoring the success of plan first the objective of the plan must be made clear to the team who will be monitoring the success rate of the implemented plan. Then a systematic plan should be developed for monitor and review (Saunders, 2015).  
Governance
 The company has to make sure of certain point for governance of the monitoring and review. They are if the demands for reviews and evaluations have been established with decision-makers? If monitoring, review and evaluation activities have been directly linked to decision-making? Will the activities provide useful information, in the correct format to decision-makers? These questions will help the company to make the decision and monitor the success rate of implemented plan (Saunders, 2015). 
Risk management 
[bookmark: _GoBack]Through the monitoring and reviewing process the risk involved in the implemented plans should be determined. If there is any risk involved in the plan then the team who are responsible for monitoring and reviewing will inform the risk management team immediately (Saunders, 2015).  
Engaging stakeholders
The stakeholders must know about the progress of the plan and they should be appreciated for their contribution in the plan of the company (Saunders, 2015).   
[bookmark: _Toc519539681] Conclusion
In this paper, a complex problem of Tesco has been mainly discussed. In the first section, the complex problem of Tesco, the problem itself and its impacts on the store are discussed. In the second section the information gathered on the topic of complex problem of Tesco has been analyzed. In the third section, alternative options to solve Tesco’s problems have been explained. In the fourth section, an appropriate solution has been described depending on the decision making model. Fifth section gave a planning of implanting the solution in the business. In the sixth and seventh section, the communication process with the stakeholders of Tesco about the planning and monitoring, reviewing process have been described.  
[bookmark: _Toc519539682]
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