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Executive Summary
Most business organizations thought the world look to establish an effective Customer Relationship Strategy for the purpose of enhancing customer experience in the market. In this particular report, a discussion has been made on analyzing the internal as well as external factors of the UK that are essential in judging the quality control of Tesco organization in the country. Additionally, emphasis has been given to discussing relevant marketing theories such as Porter's Five forces, and the 7Ps of the Marketing Mix to improve the customer experience of Tesco that it lacks after the pandemic period. In addition to that focus has been given to the elaboration of Customer Relationship Management, and its possible benefits for the organization with the help of the Change Management model. Tesco has moreover switched to Oracle and has implemented GeoDirectory to enhance business operations and with that, Tesco has enhanced good customer relationship. By applying Oracle and GeoDirectory, the customers found it convenient to shop from Tesco.


Table of Contents
Introduction	4
Overview of the chosen organization	4
Analysis of the External and Internal Factors defining quality systems and control of the organization	4
Discussion on relevant marketing theories, suitable for improving the customer experience for Tesco	13
Porter’s Five Forces	13
7 Ps of Marketing Mix	15
Customer Relationship Management with Theoretical interpretation	18
Lewin’s Change Management Theory	20
Systems supporting the organization in quality processes	22
Evaluation of the effectiveness of the systems in maintaining good customer relationships during the pandemic Covid 19	23
Conclusion	23
Reference List	24




[bookmark: _Toc101893900]Introduction  
In the study, overview of the chosen organization will be described along with the analysis of the external and internal factors that defines the key quality systems and main controls on the organization. Therefore, in this situation, the PESTLE Analysis as well as the SWOT analysis will be discussed. In the pestle analysis, there are different components and description of each components with accordance to the current external market phenomenon will be described in the study. In the study, discussion of the relevant marketing models as well as theories will be described that includes Porter’s Five Forces and 7Ps of marketing mix. These are very important models and theories for evaluating the marketing mix of the chosen organization. In the study, the customer relationship management will also be described where advantages will be described in the best possible manner.
[bookmark: _Toc101893901]Overview of the chosen organization 
Tesco Plc is a well-known leading multinational grocery retailer that operates with nearly 4 lakh people throughout the country of the UK. Over the years, it has been prolific in enhancing its brand value by means of attracting more and more customers towards it, thereby generating a strong customer base in the market of the country. However, during the time of the Covid 19 pandemic, it had to go through a phase of serious issues in continuing its marketing activities. Consequently, in 2020, the annual revenue of Tesco was $82.776 billion whereas, in 2019, it was $84.331 billion, therefore there was a sharp downfall of 1.84 per cent as evident from the above data. Moreover, due to the extreme lockdown persistent in the UK for a long period of time, the organization was not finding suitable ways of enhancing the customer experience in the market. It made a significant impact in creating restlessness in the economic activities of Tesco thereby decreasing the aspect of profitability considerably. 
[bookmark: _Toc101893902]Analysis of the External and Internal Factors defining quality systems and control of the organization 
There is no doubt that due to the Covid 19 pandemic the business activities of Tesco were hampered in a significant manner, resulting in harming the quality control of the manufacturing products of the organization in the UK. in this respect, a detailed analysis of External and internal actors in the form of PESTLE and SWOT Analysis of the organization would be easier to understand it in detail.
PESTLE Analysis

	PESTLE Analysis of the UK

	Political Factors
	Economic Factors
	Social factors
	Technological factors
	Legal Factors
	Environmental Factors

	Stable Political Government

Efficacious Administrative System

Presence of Allies

Brexit
	GDP Trend

Diversified Economy

Foreign Direct Investment

Tax Rate

Rate of inflation
	Population

Efficient System of healthcare Facilities

Education Level
	Tech investment

Presence of leading research institutes
	Statutory Compliance with Law

Effective Legal framework
	Suitable Weather

Sustainable Approach to the Government

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	



Table 1: PESTLE Analysis of the UK
(Source: Created by the learner)

Political Factors
· Stable Political Government: The country has stability in its political activity which has proved to be a positive aspect in flourishing throughout the world. Effective stability in the political domain ensures the smooth functioning of the government in terms of taking correct decisions and forming government policies for the benefit of the people. 
· Efficacious Administrative System: The administrative system of the Uk is divided into two parts which are Parliamentary Democracy and Constitutional Monarchy. The PM is considered to be the supremo of the government and the monarch, the head of the state. The juxtaposition of these two forms of government help in reducing the level of corruption in the UK
· Presence of Allies: the UK holds a strong as well as a permanent seat in the Assembly of the United Nations which goes to prove that it has a commanding influence in handling global issues effectively. The UK and the US have always tried to maintain a strong cordial relationship between them that has helped both the nations in carrying out trading activities between them. There are significant similarities in many social as well as cultural values between the UK and US. 
· Brexit: The act of leaving the UK from the European Union is known as Brexit. It has created an atmosphere of uncertainty throughout the nation, especially during the covid period. Initially, most people thought that the withdrawal of the UK from the EU zone would be helpful for the country in establishing itself firmly but that has not happened accordingly. Rather, due to the Brexit issue, many business organizations have suffered in carrying out their functional activities with other countries. 
Economic Factors
· GDP Trend: The country has witnessed ups and downs in the GDP trend of the country in recent years. In 2019 the rate was 2,255,283 in million due to which the economy of the country was placed at 6th. After that, the arrival of covid had reduced the rate to 2,046,209 in million, thereby creating restlessness in the economy of the country. 
· Diversified Economy: the primary reason for which the UK has been successful in establishing itself as potentially strong globally is its present diverse economy. The nature of diversity is so profound in the country that it creates equal opportunity for all types of business organizations to flourish and grow accordingly. 
· Foreign Direct Investment: The presence of diverse cultures attracts foreigners throughout the world to make a considerable investment in the country for the purpose of conducting operational activities profitably. As a result, individual investors have shown their inclination in making investments in fields such as science, clothing, food, entertainment, grocery and many others. 
· Tax Rate: Presently the tax rate of the country is about 20 per cent. In 2016, the government of the country made an announcement that it would look to reduce the rate to a mere 17 per cent by 2020 for the purpose of attracting more investors to make increments and generate profits in its businesses. However, that does not happen. 
· Rate of inflation: In 2019, the inflation rate was 1.79 per cent which in the next year got reduced to 0.85 per cent due to the Covid pandemic. At that time, the business organizations in the country were having pragmatic issues in executing the activities systematically which made an impact on the economy miserably. 
Social factors
· Population: As per the prediction of the Office for National Statistics, the population of the UK is expected to reach 74 million by 2039. This is mainly due to the excessive rate of birth than mortality rate. Though this increase would create extreme pressure on the healthcare system of the country, this can turn out to be a positive factor for business forms to recruit more people for their business activities. 
· Efficient System of healthcare Facilities: It is one of the plus points of the country in terms of providing super speciality treatment to the people. Although the pandemic phase tested the medical treatment of the country in a considerable way still the healthcare members by means of dedication and commitment towards their services have been able to overcome that phase inevitably and would look to make more advancements in the years to come.  
· Education Level: The essential aspect of the UK education system is that it continues to prosper and grow in terms of including business-oriented patterns and techniques in the methodology of the education resulting in discovering efficient methods of teaching services. 
Technological factors
· Tech investment: The country has focused on the adaptation of the latest technologies for the benefit of the business firms operating in the UK. For this reason, investment has been made in upgrading the technologies to provide the best services to the people of the country. 
· Presence of leading research institutes: The presence of the institutes is looked to break the barriers in respective fields of development. More importantly, innovation in technological aspects has assisted the UK to proliferate in its activities. 
Legal Factors
· Statutory Compliance with Law: In this regard, the operating firms always look to abide by the rules and regulations of the country that has provided a suitable scope for the organizations to perform their functional activities. 
· Effective Legal framework: Laws such as The Equality Act (2010), The Employment Act (1996) etc have helped the organizations to create a discrimination less working atmosphere irrespective of caste, creed or colour. 
Environmental Factors
· Suitable Weather: The Existence of apt weather has catered to the attention of the business entities to conduct business in the country. 
· Sustainable Approach from the Government: In this respect, the government of the country has taken more care in establishing a suitable approach for benefitting the surroundings, keeping the ecological balance intact, thereby reducing the chances of environmental pollution. 
SWOT Analysis


	Discussion on SWOT Analysis

	Strengths

	Biggest retailer

It is the number one supermarket store in the UK that despite the pandemic covid phase has been successful in generating £57.8 billion in revenue in 2021.
	Productive market share

Tesco exercises complete domination in the market the Uk having 27.9 per cent of the market share in Great Britain (Monte, 2021).
	Diversified Geography

It has a noteworthy global presence with near about 5000 stores in more than 15 countries. In the Asian market also, the organization has a considerable market share.
	Varied stores of Operations

Tesco conducts its business operations through several store divisions such as Tesco Express, Tesco Metro, Tesco Superstores, Tesco Homeplus and many others.
	Bagging International Awards

For showing prolific commercial performance Tesco has won awards such as British's Favorite Supermarket, The Grocer of the Year, The Grocer Own Label Food, Best Grocer Award etc.
	Effective Supply Chain Network

Focussing on a simplified model of business activities and effective management of waste policies, Tesco has invented a suitable supply chain network through which it aims to maintain a profitable relationship with its various suppliers.

	Weaknesses

	Failed Operational Activities in USA and Japan

In the year 2012, Tesco had to withdraw from the US and Japanese supermarkets due to the failure of export operations resulting in the closing of the spores in both of these countries.
	Accounting Scandal

In 2017 it had to pay a heavy price as a fine for showing wrong accounting declaration and profit generation (Mohapatra, 2021).
	Reduce in Profits due to Covid 19

Due to the pandemic, Tesco had struggled in increasing its profit in 2021 which was £1.7 billion. There was a sharp decline of 21.3 per cent which turned out to be a negative aspect of the organization.
	Low-cost strategy

At times, for adapting low-cost strategies in specific cases, the company has to face problematic issues in its business dealings.
	Failure in the global arena

The global expansion plan made by Tesco in 2020 failed miserably due to which an economic institution was created in the photo earning activities of the organization.
	Labour exploitation

Recent research has shown that in countries like Malaysia and Thailand Tesco abused migrant workers which hammered its global image significantly.

	Opportunities

	Expansion of Jacks business

The recent introduction of Jacks, a discount business store has shown significant profits for Tesco based on which it can grow its business activities in the future.
	Conducting Strategic alliances

The task of forming strategic partnerships with reputed organizations can provide Tesco with a competitive advantage in the future years to increase profitability.
	Joint ventures

For regions where Tesco stores are not performing explicitly well, the organization can look for joint ventures to secure profits (Taqatqa, 2021).
	Emerge in growing markets

With time, Tesco has given the focus on the extension of its business activities in countries like South Korea, Indonesia etc for gaining profits in the future.
	Operating in cashless stores

The latest events in the UK revealed the aspect of health risk which has compelled Tesco to search for an alternative option, therefore, it has gone to opening cashless stores in the country.
	One hour delivery Service

Tesco has introduced this service to more than 100 stores which it looks to expand effectively.

	Threats

	Controversy in Christmas advertisement

The organization has to face backlash from social media at the time of launching a Christmas advertisement in the year 2017 which created negativity amongst the mind of the people.
	Impact of Brexit

Under this, the dealing of trade with costs will create issues for Tesco in managing its activities.
	Tough Competition

The presence of competitors such as Walmart, Aldi, Sainsbury etc would generate challenges for Tesco which it would have to handle efficiently.
	Rising costs

Due to the impact of Covid 19, the organization has faced rising costs that have affected the bottom line of the organization significantly.
	Hygiene investigation

Recently Tesco has gone through this problematic issue where customers complained about the aspect of health and well-being which are not being maintained properly by the organization during business activities.
	Economic Recession

Regulations of the government and economic ups and downs can impact the operational activities of Tesco.



Table 2: Discussion on SWOT Analysis
(Source: Created by the learner)

From the above-mentioned PESTLE and SWOT Analysis, it is clear that the pandemic Covid 19 had impacted significantly the marketing activities of Tesco, generating decreased profitability than the country has ever witnessed in the last ten years or so. Moreover, it created a sense of dissatisfaction in the minds of the customers which led to poor quality customer management by the organization during that time. 
[bookmark: _Toc101893903]Discussion on relevant marketing theories, suitable for improving the customer experience for Tesco 
Over the years, Tesco has focused on understanding the needs and demands of the customers presenting the market of the UK which has helped the organization in the formation of a strong customer base effectively as well as efficiently. However, the arrival of Covid had affected the customer base of the organization which Tesco would have to improve at the earliest. A theoretical Analysis of marketing theories would provide Tesco consolidate the trust coming from the customers in the market. Below are stated the theories in detail:
[bookmark: _Toc101893904]Porter’s Five Forces of Tesco
[image: ]
Figure 1: Porter’s Five Forces Analysis for Tesco
(Source: Wen et al., 2021)


	Discussion on Porter’s Five Forces for Tesco 

	Serial No
	Forces
	Discussion

	1.
	Intense Competitive Rivalry
	In the retail sector generally, the competitive rivalry tends to be on the higher side because of increasing demands for products coming from the customers present there (Wen et al., 2021). The primary competitors of Tesco are Sainsbury, Aldi, ASDA, and Morrison against whom Tesco would have to make effective business strategies to subdue them and increase its profit in the post covid period. 

	2.
	Threats related to Substitute Products
	It is low for Tesco in the market as there are not many alternatives to retail products on the market. Still, the magnet of Tesco would require to build a profile image that would improve the Customer Experience aspect of the organization which was hampered during the covid period. 

	3.
	Threats of new Entries
	Since there has been a change in the demands of the customers, therefore, it would be high for Tesco. Hence, the act of conducting market analysis would be pivotal for the organization to release the ongoing trend present there based on which it would be able to provide customer-specific products accordingly (Caballero-Morales, 2021). 

	4.
	Buyers’ Bargaining Power
	It tends to be high and customers always give preferences to the affordability aspect of the pricing strategy. Therefore there is a possibility of making a comparison of the products of Tesco with other similar organization products which Tesco would have to be mindful of after the pandemic period. 

	5.
	Bargaining power of the suppliers
	It ranges from low to moderate due to the existence of a considerable number of suppliers in the market. In this respect, Tesco would have to focus on improving the relationship with its suppliers for manufacturing more customer-friendly products and items (Gray, 2021).  



Table 3: Discussion on Porter’s Five Forces for Tesco
(Source: Created by the learner)

The discussion stated above would be helpful for Tesco to gain a competitive advantage over its rivals, mentioned easier in the market in the UK. 
[bookmark: _Toc101893905]7 Ps of Marketing Mix For Tesco
An effective evaluation of the 7Ps of Marketing Mix would ensure Tesco in developing the consumer experience adequately in the market that would make a positive impact on its earning activities in the UK. Below are listed the essential aspects of the marketing mix:


	Elaboration on 7Ps marketing Mix for Tesco

	Serial No
	List of 7Ps
	Description

	1.
	Product
	Tesco operates by providing a variety of products including food, electronics, financial services etc (Siripipatthanakul and Chana, 2021). Before the manufacturing process, it prioritizes the needs of the consumers and aids them in making effective quality products for the people. 

	2.
	Price
	Generally, Tesco focuses on the affordable aspect without disrupting the quality of the products for which it has been effective in attracting a considerable number of customers towards it. 

	3.
	Place
	Tesco provides products using both online and offline. Offline it sells its predictions through its stores such as Tesco Express, Tesco Superstore, Tesco Homeplus etc. recent research conducted by Tesco prior to covid has shown that customers are more willing to take its products from small stores instead of large stores which Tesco mainly has (Ryńca and Ziaeian, 2021). For this reason, Tesco has made small stores for selling its products. 

	4.
	Promotion
	In order to sell its products, it gives advertisements for its products on television, offers promotional discounts, uses a Point of sale strategy etc. it helps Tesco to improve its customer base in the market. 

	5.
	Physical Evidence
	The stores of Tesco are attractive and clearly navigable. In fact, it does not like to spend an excessive amount of money than the necessary amount for showing its evidence compared to others like Sainsbury (Erlina and Hermawan, 2021). 

	6.
	People
	The introduction of programs such as ‘Colleague Privilege Card’, and ‘Buy As You Earn’ have helped Tesco to cater to the customers in the market. Though it is true that in the pandemic situation, it had not been able to reach them which had a deploring impact on the operational activities of the organization. 

	7.
	Process
	It offers happiness in the faces of the customers through its speedy billing service and easy gaining of products both online and offline (Zulfa and Hariyani, 2022). 



Table 4: Elaboration on 7Ps marketing Mix for Tesco
(Source: Created by the learner)
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Figure 2: 7Ps marketing Mix for Tesco
(Source: Tarihoran et al., 2021)

In this way, the marketing mix would be a strategic initiative for Tesco to satisfy its customers, thereby developing the customer loyalty aspect in the market the country after the pandemic situation (Tarihoran et al., 2021). 
[bookmark: _Toc101893906]Customer Relationship Management with Theoretical interpretation 
In general terms, it refers to the act of effective management of the business relationships with interaction with customers by means of using technology (Guerola-Navarro et al., 2021). Effective implementation of CRM would ensure Tesco the following benefits:


	Advantages of Customer Relationship Management for Tesco

	Serial No
	Benefits
	Discussion

	1.
	Improved Customer Service
	An effective CRM software would restore all the essential information of the Tesco members including the information of the customers which would help in increasing the quality of prodding delivery service to them. 

	2.
	Enhancement in Sales
	It is one of the most profitable aspects of a CRM system based on which Tesco can be able to increase its profitability by means of enlarging its selling activities. 

	3.
	Analytics
	These are important for understanding the behaviour of the customers present in the market (Khan et al., 2022). An effectual conceptualisation of customer data through CRM software would assist Tesco in improving its Customer Experience significantly. 

	4.
	Enhanced productivity
	Implementation of CRM software would ensure Tesco in making relevant business decisions which would aid in enhancing the productivity of the organization. 

	5.
	Better Marketing Strategy
	Efficient strategies related to marketing activities can be made through CRM Software that would allow Tesco to attract more customers considerably (Dewnarain et al., 2021). 

	6.
	Increased Profitability
	Effective application of CRM ensures cost-effectiveness based on which Tesco can generate increased profitability in the market in the UK. 



Table 5: Advantages of Customer Relationship Management for Tesco
(Source: Created by the learner)

In order to bring the above-mentioned benefits through an effective CRM strategy, Tesco would require changes in its operational activities. In this regard, a theoretical analysis of change management would be effective in understanding the changing impact as well as the implementation of CRM in the organization. 
[bookmark: _Toc101893907]Lewin’s Change Management Theory
The theoretical analysis of the Change Management invented by Kurt Lewin could be efficacious to understand the need for bringing change in the operational management of Tesco for improving customer experience after the post covid period. The change management model consists of 3 stages which are:



	Discussion on Lewin’s Change Management Model for Tesco to improve customer Service

	Serial No
	Stages
	Elaboration


	1.
	Unfreeze
	It is the first stage where the members of Tesco would have to be ready to bring the change to the organization. At the same time, the employees would have to realize the need to bring the change for developing customer interaction through a CRM system which would provide a strategic advantage for Tesco in the market (Harrison et al., 2021). 

	2.
	Change
	Termed as "Stage of Transition", this stage would feature the implementation of the whole change process. Aspects like careful planning and effectual communication are necessary to foster the change in the organizational activities of Tesco that would provide a competitive edge in improving customer reaction after the Covid 19 pandemic (Errida and Lotfi, 2021). 

	3.
	Refreeze
	It is the last stage of change management where  Tesco members would have to embrace the change by means of internalizing themselves with the new ways brought by the change process. 



Table 6: Discussion on Lewin’s Change Management Model for Tesco to improve customer Service
(Source: Created by the learner)
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Figure 3: Lewin’s Change Management Model for Tesco to improve customer Service
(Source: Helmold and Terry, 2021)

In this way, the three distinguished stages of change management would assist the members of Tesco to make a considerable improvement in the customer relationship which would aid in increasing profitability in the UK (Helmold and Terry, 2021). 
[bookmark: _Toc101893908]Systems supporting the organization in quality processes
Tesco being a renowned retailer in the UK has many systems that support the quality process of the organisation. All the supporting systems are effective in their functions and enhance customer satisfaction and have over the years helped Tesco in maintaining a good customer relationship, even during the crisis period due to the outbreak of the global pandemic of Covid-19. Tesco, over the years, has successfully implemented and made effective use of Oracle, as well as GeoDirectory among others.
Tesco has been placed in the category of supermarket giant and has seen rapid growth in sales across Ireland by making use of the unique power of the GeoDirectory database (Hashim et al., 2021). Ireland ranks 10th in the world for internet shopping and even during the recession, online sales have been observed to have forged ahead.
This is why more customers started to opt to order products from the comfort of homes as they got attracted to the convenience of getting a 24*7 online shopping option.  Tesco has recognised those cultural shifts regarding the shopping habits of the customers and thus has upgraded the website and with that, could provide all its customers with an efficient online delivery service.
GeoDirectory
Here, any new customers wanting to shop from Tesco will sign up at its website. After entering their details, they are given a list of potential matches and from there they can choose. Thereafter, GeoDirectory is used in capturing the address that the customer has selected followed by matching it to a geocode. This is done based on a unique directory including X, and Y coordinates. This has, over the years, helped Tesco in pinpointing the exact District Electoral Division where the customer resides (Tesco, 2022a). Tesco has its in-store application system that helps the company capture all of the relevant information including the delivery address, all the details of the order, along with the geocode. This information is thereafter downloaded by the customer delivery assistants which is then provided to all the delivery drivers.
Oracle
Tesco although previously had made use of the Linux system for the purpose of digital marketing, later on, had switched to the Oracle marketing platform. With Oracle, the business became closer to the customer than before and the reason is digital marketing services. Digital marketing services have provided support by intelligently targeting the shopping habits of the customer. This has helped Tesco in its sales and marketing. For instance, Oracle at Tesco has generated a personalised discount scheme and incentive that has guided the company has encouraged customer loyalty (Tesco, 2022b). To get this, the customer needs to register to get the Oracle promotion just by swiping the credit or debit card which is available nationwide. Each time the customers have Oracle purchase anything from Tesco, the transaction data is electronically transmitted to the oracle database. This is the way Tesco has identified as well as learnt about the shopping pattern of the customers. Moreover, with the aid of providing discounts as well as incentive schemes, Tesco could understand the future purchase possibilities of the customers.
[bookmark: _Toc101893909]Evaluation of the effectiveness of the systems in maintaining good customer relationships during the pandemic Covid 19
GoDirectory has been used during the Covid19 pandemic to support the operational activity of the business. Through the use of this system, Tesco was able to control the customer’s assessment of the business operation and enhanced the possible growth opportunity. During the Covid149 pandemic, GoDirectory has been used to develop the online market for the business and enhanced the customer’s satisfaction level. In addition to it, this system has been used to improve the operational efficiency of the firm and develop the performance of the business through the effective financial growth aspects (Tesco, 2022a). Tesco has used this system to pinpoint the exact District Electoral Division where the customer resides. GoDirectory has been used during the pandemic to improve the communication process among the staff and customers. This process leads the company to build an effective communication channel among the staff and employs more significantly. Additionally, staffs are able to get motivated through the use of this system. Tesco has an in-store application system that assists the corporation in capturing all important information, such as the delivery address, order details, and geocode.
On the other hand, Oracle has been used in the business operation of Tesco to maintain the customer’s transactions more effectively. In the accounting process and inventory management system, Oracle has been used during the pandemic. This process leads the management to access the centralized data and improve the financial operation. Management is also able to gain an underrating regarding the current flow of the business during the pandemic through the electronic devices and record all the transactions in the operation (Tesco, 2022b). The transaction data is electronically transferred to the Oracle database each time a customer uses Oracle to purchase something from Tesco. Tesco has detected and learned about its consumers' shopping patterns in this manner.
[bookmark: _Toc101893910]Conclusion 
It can be concluded that in the retail area by and large the cutthroat contention will in general be on the higher side in light of expanding requests for items coming from the clients present there. The essential contenders of Tesco are Sainsbury, Aldi, ASDA, and Morrison against whom Tesco would need to make viable business methodologies to stifle them and increment its benefit in the post Covid period. Since there has been an adjustment of the requests of the clients, in this way, it would be high for Tesco. Henceforth, the demonstration of directing business sector examination would be critical for the association to deliver the continuous pattern present there in light of which it would have the option to in like manner give client explicit items. It will in general be high and clients generally give inclinations to the reasonableness part of the evaluating technique. Thusly there is plausible of making an examination of the results of Tesco with other comparable association items which Tesco would need to be aware of after the pandemic time frame. The nation has zeroed in on the variation of the most recent innovations to assist the business firms working in the UK. Thus, speculation has been made in overhauling the advancements to offer the best types of assistance to individuals of the country. The presence of the organizations is hoped to break the hindrances in particular fields of improvement. All the more significantly, advancement in mechanical perspectives has helped the UK to multiply in its exercises.
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