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Executive Summary:
This report will examine the internal factors and external on Tesco and also customer relationship management (CRM) on Tesco.
Additionally ,it  will examine two model review, IDIC AND QCI as well as how best Tesco can Handel the CRM issues using the IDIC model.


1.Introduction:
Quality processes is an assurance methods, procedures and mechanisms that guarantee the standers and control of product or services production. The significance of quality processes is that they reduce waste, provide stability in product, increase probability and customer satisfaction, challenge with industry standards and finally increase in staff motivation and efficiency.
Customer relationship management (CRM) is the core of every business and essential for the business to successful, so services and products have to please what the customer wants and need.
It is vital that business grow and improve their customer relation.
Quality processes will enable that the services and products meet at certain standards so this will lead to customer building loyalty and trust and will continue to use that company to buy their products continuously.
Customer relationship management (CRM) is about involves between the business and customer to identifying customer needs, understanding customer preferences and providing personalized experience and choice.
This will help to improve and strengthen customers relationship. As a result, it will lead to further loyalty and customer satisfaction.
Overall, customer relationship management (CRM) and quality processes can help the company (TESCO) to build their reputation and stay in the competitive market.
By always delivering good customer relationship management (CRM) business will increase their customer loyalty and will help the business to develop long-term growth and achievement.
In this report I will analyse some expect of PESTLE model and SWOT analyses to break down Tesco internal and external business environment and its impact on the CRM.
After this I am going to talk about IDIC model, QCI model and analytical CRM.
In additional, I would like to discus how best Tesco can handle the CRM issues using the IDIC model, by applying it to the 4 steps.
Then, I  will talk about analytical CRM and afterwards talk about application of IDIC model to Tesco’s CRM.
Lastly, I will give my recommendation and then the conclusion.




2 COMPANY CONTEXT (Background and Internal and External Environment Analysis)
Tesco is a British multinational retailer that works in grocery failed and general merchandise store.
The company founded in 1919 by Jack Cohen as a market stall in London, selling surplus groceries. The name Tesco comes from the initials of TE Stockwell, who was a partner in the firm of tea suppliers that Cohen used when he first started the business, and Co, which were Cohen’s initials.
Tesco has grown to become one of the largest retailers in the world, which operations in 12 countries and over 6/800 stores worldwide .
In the United Kingdom, Tesco is the largest grocery retailer. Tesco has a diverse range of products and services, including food, clothing, electronic and financial services and fuel.
Tesco also has been a pioneer in online retail, launching its online shopping platform in 1996. Tesco has also been recognized for its commitment to sustainability, with initiatives such as, reduced food waste promoting sustainable sourcing, and investing in renewable energy.
However, the company has faced several challenges over the years such as financial scandals and increased competition from discount retailers.
Nonetheless, Tesco remains a major player in the retail industry with a strong brand and royal customer and great impact in the market.



Internal factors that influence quality system on Tesco
There are many factors that contribute to Tesco quality care’s system. These elements affect
the products and customer satisfactions.
Some of the important issues that impact Tesco quality system are Management commitment, Employee training, quality control, supplier management and Continuous improvement which I am going to break down one by one.
Management commitment
Tesco are very committed to quality and that factor influence the whole system. It is vital that management must provide the essential support and resources for the quality process to be successful.
Quality control
Tesco provides a quality control methods while will engage in and its regular checks to make sure their services and products meet their standards. This will enable company to identify any problems in the products before their customers are able to buy them.
Employee Training
Tesco has established an employee training and development program which is very important to maintaining a good quality standards. This services enable all employees to understand how important are quality standards.
Supplier Management
Tesco has to work very closely with their suppliers to ensure they are of the hight quality. Tesco has regular check and audits to making sure that they are reaching the required quality standards.
Continues Improvement
Tesco continuously reviewed their quality systems and search for further improvements. 
At the end, these internal elements play a crucial role in their own survival in this competitive market.


SWOT Analysis on Tesco
Strengths:
Tesco is well – known brand with a strong presence in the UK and other markets.
Tesco operates in a variety of sectors, including grocery, clothing, electronic, and financial services.
Tesco has a massive online presence, which has helped the company to expand its customer base and increase sales. Tesco has the ability to increase its growth even during the pandemic. During the pandemic, in the three summer months, Tesco grew by 10.5% and this led to employing 16,000 additional people due to its expansions.
This company is massively adaptable as had been shown during the pandemic. For instance, Tesco quickly adapted to changes in people’s habits during the pandemic and increased its delivery capacity to meet the increased demand for online shopping.
Also, Tesco is highly capable to adopt new technology to enhance people’s shopping experience. For example, This company conducted a new system of using radio-frequency identification(RFID) tags instead of standard barcodes, which allows them to count the items automatically once they are scanned.
In addition, Tesco play the largest private employer rule in Europe and it gives more than 500,000 job opportunities to people globally.
Tesco has a well-developed supply chain that allows it to offer competitive prices to customer.
Tesco has a strong financial position, with steady revenue growth and profitability.
Weaknesses:
Tesco’s international operations are limited compared to some of its competitors .
Tesco generates the majority of its revenue from the UK market, which makes the company vulnerable to changes in the UK economy.
And also, while Tesco has diversified its business, the company is still heavily dependent on the grocery sector. Also Tesco has been involved in major  food safety and quality issues in the past. These events had a negative impact on brand image. For example they added some horse meat into products that were being sold as beef without letting customer know.
In addition, this company fails to work and operate in markets outside of Europe. For instance, Tesco failed its operations in the Japanese and America markets. This was due to the failure of exports. 
As a result, in Japan, Tesco closed after nine years and in the US after five years. This has affected the company’s image and its sales. To be exact, Tesco market value fell by £300 million.
Opportunities:
Tesco has opportunities to expand into new markets and diversify revenue streams.
Tesco can continue to grow its online business to reach more customers and has an opportunity to continue to increase its investments, especially in regard to online shopping. Due to COVID-19, many people have a preference to do grocery shopping online rather than in physical stores.
Tesco might take an opportunity in regards to increase youth employment rates. Tesco holds the title of the biggest employment in Europe. Also Tesco could take advantage of unemployment and invest more in expansions and the hiring of more staff that can assist the company to grow and optimize its services.
Tesco also should take advantage of the growing market in regards to meat alternatives, and invest more to produce plant-based products.
Tesco may improve its brand image and customer loyalty by focusing on sustainability initiatives.
Threats:
Tesco faces intense competition from discount retailer, which can impact its pricing strategy and profitability and change in consumer preferences.
Tesco can face challenges due to the UK’S exit from the European Union, including potential supply chain disruptions and increased costs.
Also, Economic downturns impact consumer spending and impact Tesco’s revenue and profitability.
Huge competition especially from other companies such as, Asda, which was acquired by the US mega-retailer Walmart. This might raise certain threats for Tesco, like losing market share to Asda.
Another threat is Government regulation can be one of the biggest threats to Tesco. These may include increased taxation and other legal requirement or regulation on certain products or advertising.
In addition, the prices for food are constancy rising. This can be a threat to Tesco as due to increased prices people may reduced their spending levels which may have an impact on Tesco’s overall salles.



External Factors that influence quality system
There are a number of issues that affect Tesco quality systems. These factors impact the quality of products and services, customer satisfaction and overall success of company .
Some of the other factors that influence the Tesco quality system are:
Expectation Customer:
Expectation customers play a vital role in understanding the quality standards at Tesco. The Tesco as a company must appreciate that customers needs are changing all the time so the quality system has to adapt to their expectations.
Competitor Actions:
Tesco’s competitors also paly a large part in influential the quality system. The company (Tesco) has to aware of the quality standards of all its competitors and do their best to maintain them because this is the only way to survive in this competitive market.
Regulatory Environment:
Tesco operations are highly regulated so changes in standards and regulations can affect the quality systems. The company must make sure that it follows the quality system all the time and complies with all regulations and standards to maintain the standards of quality.
Economic Factors:
There are numbers of factors such as inflation, Consumer spending patterns and exchange rate.
These factors can influence the cost of raw martials and their availability and affect the quality of final products and services.
Technological Advancement:
Advances in technology also impact the Tesco quality system. The company must keep up with technological advancement to make sure that its services and products are the hight standards and meet customers ever changing needs.
All of these external factors greatly impact on the Tesco quality systems. 
It is essential that Tesco must adapt its quality system to meet the always changing needs of customers and comply with regulations and stay competitive in the current market.



PESTEL Analysis on Tesco
Political:
There are so many aspects of government polices and regulations that affect the management and working operations on a daily bases.
Government regulations such as employment laws, health and safety regulations and environmental regulations can impact on all Tesco operations.
Brexit has introduced a great deal uncertainty regarding labour lows , trade polices, and tariffs . Also company has to deal with Brexit, it means new trade rules are continuing to cause disruptions to food supply chain, with Northern Ireland operations one of the worst hit. Taxation policies and changes in tax rates will impact on Tesco’s operations and profitability’s so government in the UK has also proposed a so-called “Tesco Tax” on large supermarkets. This was conceived as a way to keep money circulation in the local community and help small business survive.
Economic:
There are many economic conditions such as inflation and unemployment rates and interest rates will affect on consumer spending and Tesco’s salles profits.
As Tesco operates in numerous countries and any changes in exchange rates can impact its profitability and cash flow.
Also Competition from other major supermarkets chains and online retailers will impact on Tesco’s market share and revenue which is the biggest Tesco competitor supermarkets in the UK are Sainsbury’s , Asda and Morrisons.
The UK minimum wage was subject to 4.4% increase in 2018, causing a subsequent increase In Tesco’s labor costs. With a good chunk of the retail market share in the UK the business must find other ways to increase profitability.
Sosial:
Changing consumer references are increasingly focus on health and wellness and Tesco has to respond by offering more choice in healthier and organic product. And 
Changes in demographics such as aging populations can impact on the demand for certain products.
Changes in consumer life styles for example, the growth online shopping can affect Tesco’s profitability and salles .
Technological:
The growth of online shopping presents an opportunity for Tesco to increase its online presence and salles.
Advances in technologies such as robotics automations will impact on chain management and ultimately result in reducing costs. Tesco is the forefront of retail technology. In its retail outlets, the company uses self-checkout machines, electronic shelf labelling, and intelligent scales.
Tesco was also a pioneer of end-to-end supply chain management. This technology is being used to monitor products as they move through the supply chain.
In order to improve its customer service, it can use data analytics, target marketing campaigns and make the most of its inventory management.
Environmental:
Climate change it will present many risks such as extreme weather events and supply chain disruptions. 
And Tesco must respond by making sure they sustain the workable business practices.
Waste management
It is vital that Tesco manages its waste systems and reduces its environmental impact through initiatives such as, reducing plastic packaging and recycling .
Tesco has introduced new policies to reduce greenhouse gas emissions, so Tesco encourage its customers to shop online. Delivery drivers are then shown the most fuel-efficient route and will also collect and recycle unwanted plastic bags from customers.
Tesco has also been working with suppliers to ensure environmentally damaging palm oil is at least sourced sustainably. Similar initiatives are also being undertaken to encourage sustainable fishing practices.
Legal:
Tesco have to follow and work with employment lows such as, minimum wage legislation and anti-discrimination lows and health and safety regulations must comply with health and safety regulations to ensure the safety of its employees and customers.
Also, intellectual property laws have to protect its intellectual assets, such as its trademarks and patents, prevent infringement by competitors.
In more resent years, revised UK and EU legislations around anti-competitive activities has prohibited Tesco from certain mergers and acquisitions.

3 CRM Model Review
IDCI Model
The IDCI CRM model (identify, differentiate, interact, customise) is a model developed by Peppers& Rogers (1995). The model helps to assess the expectation of customers and their value to the business (Eko,2014).
This model has got four -step to process and is based on building a one-to-one relationship with customers. The first step is to identify and making sure of customer understanding and their needs, wants and preferences. This helps to create new products and strategies oriented towards customers (Ahmadi et al, 2012). Second step is that you have to differentiate customer expectation. To meet customer expectation it is vital to differentiate the customer base into value and need (Peppers & Rogers, 1995). This differentiation helps to prepare strategies that meet company goals and customer expectations for long strong relations. 
Differentiation by value helps to identify customers that are loyal and should be focused on. Their feedback can be valuable for product line extension, increased efficacy, and performance, as well as revenue generation (Srivastava,2013).
Differentiating existing customer on the basis of their needs helps to strategize promotions (Charantimath, 2011) . For example, apart from analysing the customers who add value to the company’s brand image, is made a point to understand that other customers needed effective customer service to address their needs individually.
The third step is interaction which involves exchanging with the customer to understand their expectations and gaging their relationship with competitors. Also customer interactions help to understand customer expectations and how they relate to business products and services (Eko, 2014) . 
After identifying, differentiating and interacting with the customers, is customizing which is forth step and a fair idea can be drawn for new strategies and product. (Peppers & Rogers, 1995) .
The IDIC model provides a sound framework through which business can tread through customer engagement and work to meet their expectations.
The strength of IDIC model refers to the use of technology and strategies to manage and analyse customer interactions and data throughout the customer lifecycle. Also it is enable you that differentiate between your high value consumers and future high value customers. As a result, this make you able to organisation to prioritise customer segments and target their efforts to increase their profit.
Overall, IDIC lies in its ability and enable you to efficiently manage customer data, provide personalized customer service, improve marketing strategies, enhance collaboration and communication, and integrate with other business systems, all of which lead to improve customer satisfaction, loyalty, trust and business improvement.



QCI Model
The QCI CRM model’s (quality competitive index) was established by employees of a consultancy firm and was introduced as a customer management model (buttle 2009).
This model describes the technology usage in the assisting process performed by people. The QCI model discusses the customer relationships process without the external environment, and that process affects the organisation’s planning activities.
The focus of the QCI model is the customer, not the CRM process itself. Customer management has tree distinct factors; namely, acquisition, retention and penetration strategy (Buttle 2009) . The supporting factors are impacted by customer experiences and external environment (Grazdane, 2013) .
The QCI model starts with the customer’s external environment at the top-their pain points, business goals, and other factors will affect whether they are ready to buy or interact with your sales team, which In turn impacts the customer experience. The customer experience then affects customer proposition and customer management activities. As a result , from the magnified version of the inner circle, many activities are involved to acquire and retain customers. The QCI model also consider the people and technology involved with keeping this whole system going. Although QCI has replaced the word “relationship” in CRM, this model still starts and ends with people.
QCI model is made up eight elements:
Analysis and planning, proposition, information and technology, people and organization, process management, customer management, measuring the effect, customer experience.
Finally , a weakness of this model is that can be costly and it can be heavily process based, also, the cost of retention and acquisition might not materialise into profits.(Buttle, 2008) .




Analytical CRM Model
Analytical CRM is mainly characterised as obtaining, storing, integrating, processing, using and reporting consumer data to increase both consumer and organizational value (Buttle 2008) .
It uses customer data and incorporates with external data too. 
For instance, Tesco is a multinational grocery and general merchandise retailer based in the UK. The company has a significant emphasis on customer satisfaction and has conducted numerous analytical customer relationship management (CRM) striates to improve its customers experience .
One of Tesco’s strong analytical CRM strategies is its Clubcard loyalty schemes. Through this scheme, customers gain points for every purchase and can obtain discounts on various products that are highlighted in the store and can also be obtain at Tesco stores or online which can then redeemed for discounts on future purchases. The company analyses the data collected from the Clubcard program to gain knowledge about customer preferences and shopping habits. This data is used to tailor salles and offers to individual customers, giving them personalized recommendations which will ultimately improve their overall shopping experience .
Tesco also uses data analytical to further its supply chain management . The company analyses sales data to predict future demand and optimize inventory levels. This can enable Tesco to ensure that products are always available when customers need and want them, reducing the products becoming out of stuck.
Also, Tesco uses data analytics to optimize its store  layouts and to place their products. By analysing its customer traffic patterns and purchase data, Tesco is able to discover which products are most frequently purchased together and make sure that they place them strategically within store. This will further promotes the shopping experience for customers and improve the salles for the company .
Overall, Tesco’s analytical CRM strategies have been remarkably successful in enhancing their customer experience and improving the company’s bottom line. By using customer data to provide personalized recommendations, optimize inventory levels, and improve store layouts. Tesco has been able to build stronger relationships with its relationships with its customers and maintain a competitive edge in the retail industry.
Some other advantages of analytical CRM on Tesco is that they collect customer information and organize it into a repository and offer personalizes interactions to improve the relationship with customer and prospects.
Also Tesco can improve the efficacy of marketing campaigns by segregating audience in terms of different criteria and plan financial forecast backed by analysis of performance metrics.

Disadvantages of analytical customer relationship management
It is important to recognize that analytical customer relationship management (CRM) can provide various of benefits to business but there has to be many possible disadvantages need to be taken into account.
For example: 
Data privacy concerns whilst analytical CRM is dependent on the collection and analysis of customer data this issues raises privacy concerns for customer.
Business has to be transparent about the way that is collect data then is the business is not transparent about this or does not protect its customer data it will result losing the trust of its customers and may lead to legal or financial repercussions.
Implementation costs 
By analysing CRM, it is important to remember that all analysis requires significant investment in data collection and future technology.
Because small business may not have the available resources to invest so this could be a barrier for them.
Data quality issues 
Data quality has to be extremely accurate and complete in analytical CRM otherwise it may prove to be ineffective.
For example if data is inaccurate it can lead to wrong dissuasions and incorrect insights and also overreliance on out dated information may prove to be extremally damaging to the future prospects of the company .


Application of IDIC Model to Tesco’s CRM 
The IDIC model means identify, Differentiate, Interact, and Customize. 
Here are some ways how Tesco applies the IDIC model to further improve its customer relationship management (CRM).
Identify
Tesco can use data analysis to shoe what are its customers preferences, purchase history and demographics. This will enable Tesco to create diverse marketing Campines and offer targeted promotions.
Also, Tesco can gather customer data through various channels such as loyalty card programs, online surveys, and social media monitoring. By analysing this date, Tesco can gain insights into their customers buying habits and tailor their marketing and communication strategies accordingly.
Differentiate
Tesco can keep customers whilst attracting new one to their company by providing wider selection of organic and healthy product.
This can be seen as unique value proposition. This offering can without doubt attract and retain more customer to Tesco’s.
This involves segmenting customers based on their needs, preferences, and behaviour. Tesco can differentiate its customers by segmenting them based on their demographic, purchase history, and buying behaviour . 
Interact
Tesco has to continually build relationships with its customers and focus to improving its customer services.
Tesco with engaging with its customers through virous touchpoints such as email, social media, and customer support. Tesco can interact with its customers by providing personalized offers, recommendation, and support. For instance, Tesco can send personalized offers to customers based on their purchase history or provide personalized product recommendations based on their browsing behaviour.
Customize
Tesco can customize its offers to meet the individual needs and preferences of all its customers. For example, Tesco can offer personalized recommendations to its customers based on its customers purchase history or provide a convenient easy to use online shopping experience with various delivery options that meets specific needs and preferences of its customers. 
By Appling the IDIC model Tesco can further improve its customer relationship management enhanced and build brand loyalty, and increase its customer satisfaction.





Recommendation: 
A recommendation for Tesco to further improve their CRM and salles is that they should focus not only on grocery but on other things like home appliances, electronical stuff and so on. Also, Tesco can improve the shopping experience for its customers by offering personalized recommendations and promotions based on their purchase history and Tesco should focus on enhancing the checkout experience by reducing waiting times .
Also, Tesco can focus on sustainability by offering eco-friendly products, reducing waste, and promoting sustainable practices.
Finally, they should also consider other market apart of UK market and Europe. It simply means they should attract markets like Us and east countries like Japan etc .


Conclusions:
In conclusion, Tesco is one of the leading retailers in the UK and has a strong presence in multiple international markets. Over the years, Tesco has evolved and adapted to changing market trends, consumer demands, and technological advancements, and has successfully maintained its position as a market leader. Tesco even in the Pandemic period has shown that they can easily survive and reach to their goal and keep their position in the market as a market leader.
Tesco’s success can be attributed to its customer-centric approach, with is reflected in its customer loyalty programs, personalized offers, excellent customer services, and strong CRM.
The company has also invested heavily in technology and has developed innovative solutions that have enable it to provide a seamless shopping experience to its customers.
At the end, Tesco faces competition from other retailers, the company has continued to innovate and evolve, which has enable it to remain competitive. Tesco’s is a  well-know brand, customer loyalty, strong CRM and commitment to sustainability which has made Tesco as a market leader.

THE END
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