
Understanding and Engaging in the Customer Experience
TESCO
























[bookmark: _Toc100458854]Executive Summary 
The aim of this report is to focus on how the quality process of the business has been affected because of the pandemic along with the CRM. Tesco needs to ensure that the CRM of the business is effective to ensure the success of the business in the market. If the business does not have the ability to do that then it would have been a huge impact on its sustainability. There are some internal and external factors that affect the quality which the business is offering. The IDIC and CRM value chain model is the most important model of CRM which can be used by Tesco to develop an effective relationship with the customers. Among these two models, the CRM value chain is the most effective for Tesco to develop an effective relationship. The application of the model is helpful to analyse whether the business will have success in terms of CRM if it has been used effectively. The three areas in which Tesco should focus include using a flat organisation structure, training the HR of the business and focusing on the use of IT. 


Table of Contents
Executive Summary	2
Introduction	4
Company context	5
Tesco	5
External and internal factors affecting the quality system of Tesco	5
SWOT analysis	5
PESTLE analysis of Tesco	7
Marketing theories	8
Model Review	9
CRM Models	9
Marketing theory	10
Model Selection	11
CRM value chain model	11
Application	12
Application of CRM value chain model	12
Primary stage	12
Support stage	13
Benefits and challenges	14
Recommendations	14
Conclusion	16
References	17



[bookmark: _Toc100458855]Introduction
A business needs to focus on the customers’ needs to make sure that the business has the ability to make sure that it has in the market. The importance of focusing on customer experience (CX) has increased due to the pandemic. Before the pandemic, this aspect might be optional for a business but it becomes mandatory and one of the most important aspects to ensure that a business will have success in the market. Tesco has been selected as the base organisation for this task. The aim of this report is to focus on how the quality process of the business has been affected because of the pandemic along with the CRM. CX is the basis of all of these. At first, the company context will be analysed here by analysing the external and internal aspects which affect the quality system of Tesco. After that two CRM models will be analysed and one of the models will be chosen and applied to the selected business. Recommendations will be offered as well so that the CRM of the business can be improved and the business can have success. 
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[bookmark: _Toc100458857]Tesco 
Tesco is a UK based multinational retail company that was established in 1919 by Jack Cohen (Tesco, 2021). The business is now in the number one position in the UK marketing holding 28.4% of the UK retail market. It has more than 4673 shops around the world (Smith, 2022). The product of the business includes a supermarket, hypermarket, superstore and convenience shop. Some of the brands that the business has to include Jack’s F&F, Booker and Makro. John Allan is working as the current CEO of the business and Ken Murphy as the CEO. The number of employees who works in the business is 367321 (Wilkinson, 2022). There are different divisions of the business and each of the divisions is important for making sure that the business will have the chance to have success in the market. This business has been chosen because the quality process of the business has been changed because of the pandemic. 
[bookmark: _Toc100458858]External and internal factors affecting the quality system of Tesco
The quality that a business offers to the customer will be affected because of external and internal factors. To assess the external and internal factors related to a business it is important to use models like SWOT and PESTLE. These two models will be applied to Tesco. 
[bookmark: _Toc100458859]SWOT analysis 
The management of the business can use this model to analyse the internal factors which can have an impact on the business quality process. The SWOT analysis of Tesco has been shown below: 
Strengths: Tesco is the number one retail company in the UK and this factor will affect the quality system of the business because the business will not be able to remain number one in the market without offering the best quality. It holds 28.4% of the UK retail market share, the business of Tesco is geographically diverse and the number of stores the business has is increasing rapidly (Tesco, 2017). All of these are related to the business quality process because if the business is not able to offer quality then it will not make sure that the current position of the business sustains in the market and that will be a huge problem for the business. That is why these factors have a huge impact on the quality which the business offers. 
Weaknesses: One of the most important weaknesses of Tesco which can come to light in recent times is that the business is selling expired products in the market. That will have a huge impact on the quality which the business is offering to its customers (Smith, 2022). The business has adopted a low-cost strategy and that is a problem as well for the business as well. To do that has compromised the quality of the product and service in the market. 
Opportunities: The business has a chance to adjust its payment system in the market. That means, the business has the chance to make sure that quality has been offered to the customers and at the same time, the price which the business is charging has been offered on the basis of quality (Hammett and McMeikan, 2021). The new trend which has emerged in the market creates an opportunity for the business to focus on quality. 
Threats: Rising cost of offering products and services to the customer is the main threat to the problem which the business is facing regarding the quality which the business offered to the customers (Barnes, 2017). This internal factor will reduce the ability of the business to offer the best quality product and service to the customers. The supply chain is another internal threat for Tesco which will have a negative impact on the quality system of Tesco. 

Figure: SWOT analysis
Source: (Barnes, 2017)
[bookmark: _Toc100458860]PESTLE analysis of Tesco   
Political factors: The UK government develops some new rules and regulations about how the employees of a business should work. For example, maintaining a safe distance has become mandatory. For that, the quality system has been affected as well (Wilkinson, 2022). Like this other decision which has been developed by the UK government in the market will affect the quality and the business must have to focus on that. 
Economic factors: The UK GDP growth rate in 2020 was negative. It has been recovered in 2021 but was not able to get back to the normal stage. The personal income base of the people has been reduced because of that and at the same time purchasing power (Smith, 2022). That means, Tesco will not have the chance to offer the best quality product to the customers because the price of that type of product in the market will be high. This external factor will have a huge impact on the quality which has been offered to the customers in the market. 
Social factors: The trends in the market has been changed a lot during the pandemic. Most customers now want to have the best quality product at a low cost. But offering that at a low cost might not be possible for a business because the cost has been increased in every aspect. This will have a huge impact on the quality process of Tesco. Apart from that the tendency of the customers to focus on the environment-friendly product will also have an impact on the quality which the business is offering.           
Technological factors: Online business has become one of the most important trends in the retail sector of the UK and for that, it has a huge impact on the quality which has been offered to the customers as well. The quality system of the business will depend on the ways in which the business is operating the online operation of the business. This is among the most important external factor that has an impact on the quality process of Tesco. In 2021, 29.7% of all retail sales in the UK has been done online (Hammett and McMeikan, 2021). 
Legal factors: The laws which the UK has regarding the quality of the business product and service must have to be obeyed by a business. If Tesco is unable to do that the whole operation of the business will be affected by this (Barnes, 2017). For example, as per the consumer protection law, the business cannot offer a product that crossed the expiry date. If a business does that then there will be a penalty for that business. 
Environmental factors: This has become an important aspect related to the types of quality that a business should offer to the customers. Most of the customers in the industry want to have products and services from a business that is focused on protecting the environment. That means this will be considered an important aspect related to quality which has been offered by Tesco in the market. 
[bookmark: _Toc100458861]Marketing theories 
Marketing is the task by which a business might want to develop a relationship with the customers of a business so that the sales of the business in the market can be improved. Tesco can use different marketing theories for making sure that the business will have the chance to conduct its marketing effectiveness. Some of the theories which can be used include: 
Marketing Mix: This is the set of actions or tactics that a business can use to make sure that the business has the ability to promote its business. The use of this theory has become mandatory in the field of marketing (Kotler and Armstrong, 2018). This can be helpful to make sure that the process in which marketing has been conducted to develop a relationship with the customers will be effective. The seven Ps of marketing mix include “product, price, place, promotion, physical evidence, people and process”. Application of each of these is important to have success. 
Ansoff matrix: Tesco can use this theory of marketing for ensuring the process in which the business is trying to have growth in the market is effective. The four growth strategy which the theory suggested for a business includes market development, product development, market penetration and diversification (Etzel, Walker and Stanton, 2017). Tesco has the option to choose among these four for making sure that the business will have success in expanding the business.
Communication mix: Marketing is the task of communicating with the targeted customer group of the business. Personal selling, public relations, direct marketing, sales promotion and advertising communication mix elements that Tesco can use (Elliott et al., 2018). Each of these will be helpful for the business to make sure that it will be able to communicate with customers effectively. The success of a business to develop an effective CRM will be dependent on this. 
Stakeholder mapping: The person or the parties who will be affected because of the decision which has been taken by the management of a business are known as stakeholders. Each of these parties is important for a business to ensure success of the business in the market. But not all the stakeholders who have been affected are equally important (Crane, Kerin and Rudelius, 2017). This theory will be helpful to identify the stakeholders of the business and at the same time, the relative importance of each of the stakeholders will be assessed as well so that the decision-making process can be effective. 
Porter’s five forces analysis: This is among the most effective models which can be used to assess the industry in which the business is operating. Knowing about the industry is important for the business to develop the most effective decision so that success can be achieved (Cateora and Graham, 2016). The five forces which have been used in this model to analyse the industry include “competitive rivalry, the threat of entrant, bargaining power of buyer and suppliers and substitution threats”. Knowing about these will be helpful for the business to ensure its success of the business in the market. 
[bookmark: _Toc100458862]Model Review 
CRM is an important aspect for a business to make sure that the business will have a chance to ensure that the customers will have knowledge about the product and service. In this part, two or more CRM models and marketing theories will be analysed critically. 
[bookmark: _Toc100458863]CRM Models 
IDLC model: This is one of the most used models which has been used for the purpose of making sure that the CRM process that a business uses is effective. Each of the letters of this model represents a specific aspect of how a business can ensure that the relationship of the business with the customers will be improved (Barnes, 2017). The components are identified, differentiate, interact and customise. The strengths of this model are model is that it is effective to make sure that the process in which Tesco will try to conduct CRM will be effective and at the same time the quality and body of CRM will be improved. But the success of this model will be dependent upon the first step only and for that, the success of developing using this CRM model will be difficult. This has been considered the disadvantage of the use of this model. For example, now customers might like to have information online (Baines, Fill and Rosengren, 2017). The use of this model will be helpful to make sure that this choice has been identified and conduct marketing on the basis of the customers. 
CRM value chain: This CRM model can be used by the business to identify and generate unique solutions for the customers. Among the models which can be used for the purpose of making sure that the effectiveness of the customer relationship management has been ensured this is the most important (Kotler and Armstrong, 2018). By using this the process of developing customer relationships can be divided into two stages. The steps in the primary stages and supporting stages are helpful to make sure that the ways in which the relationship has been developed are effective. The most of strength of this model is that it is effective to make sure that each of the stages in the model will be helpful to make sure that CRM has been with effectiveness. The success of a business will be improved in the market because of this. But the problem is that the application of this in the market is complicated and the business needs to focus on that. An important internal aspect of Tesco is that the business offers a wide variety of products and services to its customers (Etzel, Walker and Stanton, 2017). This internal factor can be used to develop CRM using this model. 
[image: 1 The CRM value chain | Download Scientific Diagram]
Figure: CRM value chain
Source: (Kotler and Armstrong, 2018)
[bookmark: _Toc100458864]Marketing theory 
Marketing Mix: This is a relevant theory that the business can use to make sure that the ability of the business to develop an effective relationship with the customers has been increased. Each step of this model will be helpful for the business to do that (Elliott et al., 2018). The strengths of the marketing mix include it will be helpful to assess the product and service which will be offered to the customers, the planning process will be effective, the product offering will be effective for the business as well and the marketing of the business will be improved in the market. There are some challenges that a business might have to face because of using a marketing mix. Some of these problems include there is no standard of measurement, dynamic effects and non-linear effects. For example, the customers in the market want to have a product that will be helpful to protect the environment and the use of this theory will be helpful to make sure that Tesco can offer that. 
[bookmark: _Toc100458865]Model Selection 
[bookmark: _Toc100458866]CRM value chain model 
This model has been chosen for the purpose of application. This is among the most effective model that will be used to make sure that the ability of a business to develop an effective relationship with the customers has been improved (Crane, Kerin and Rudelius, 2017). The most important reason for which this model has been chosen is that it will be helpful to make sure that the activities which Tesco needs to conduct have been identified and on the basis of that action have been taken. The CRM problem which Tesco is facing in the market is ensuring customer experience and engaging with the customers (Ullah and Amat, 2019).  Both the problem can be solved by using this model because each aspect of the problem has been analysed by the use of this model. Tesco will have to face some advantages and disadvantages in the market because of this model. 
Potential benefits: The use of this model will be helpful to make sure that the customer portfolio has been analysed. Developing an effective relationship with the customers is among the most important aspects (Ranjan and Bhatnagar, 2019). Other benefits of this include helping to assess customer intimacy, which can help in network development which is important for ensuring customer engagement. Bur the most important aspect about this is that it will be helpful for customer relationship management. The CRM problem which Tesco is facing can be solved by using this model. 
Potential challenges: The most important challenge which Tesco will have to face while using this model is the complication of using the model (Meyliana and Budiardjo, 2014). The time and money required to apply the model in the business is an important challenge as well. The business must have to overcome the challenge to have success. 
[bookmark: _Toc100458867]Application 
[bookmark: _Toc100458868]Application of CRM value chain model 
Each stage of the CRM value chain model is effective to make sure that Tesco will have the ability to make sure that the CRM process of the business has been used for offering CX and CE. The application of each stage has been shown below. 
[bookmark: _Toc100458869]Primary stage 
Customer portfolio analysis: In this stage, Tesco’s monument must have to focus on identifying the group of customers who will bring the most value to the business (Ip et al., 2018). The identification of this will be helpful for the business to make sure that the correct customer engagement strategy has been developed by the business. The ability of the business to have success in the market to develop CRM will be improved because of this. 
Customer intimacy: The main task of this stage of the model is developing the database. To develop a relationship with the customers, it is important for the business to collect data first. This will be helpful for Tesco to make sure that the needs and wants of the customers have been assessed (Wilkinson, 2022). For example, if the management of Tesco has knowledge about what the customers want then the business will be able to offer the best and the ability to have success in the market will be improved as well. 
Network development: To offer the best customer experience and ensure that the customers are engaged with the business, it is important for Tesco to make sure that an effective network has been developed. This network needs to be developed by focusing on the data which has been collected in the previous stage (Ullah and Amat, 2019). The ability of the business to develop an effective relationship with the customers will be improved when the business will focus on the correct network. 
Value proposition development: The previous three steps which have been analysed here need to be utilised to make sure that the value that the business will offer to the customers has been developed. For ensuring that the customers will have the best experience from the business it is important to make sure that the value that the business will offer has been determined (Tesco, 2017). The types of relationships that the business will have can be determined by the value that the business is offering. 
Relationship management: This is the last stage of the value chain on which Tesco must have to focus on. Here, the business will have the chance to assess the organisational structure of the business and the process that the business is using. This is important for Tesco to make sure that the relationship which the business develops with its customers of the business has been managed with effectiveness (Smith, 2022). To do that, the business needs to focus on the structure that the business uses in the market because that has the ability to determine the types of relationships that which business will have with its customers of the business. 
[bookmark: _Toc100458870]Support stage
Leadership and culture: Tesco’s leaders should focus on the use of transformational leadership. Because of this type of leadership, the business will have the chance to ensure that the leaders of the business will be able to work with the employees so that the necessary change can be made. That is important for Tesco because of the pandemic (Ranjan and Bhatnagar, 2019). If the business is not able to focus on that then the ability to have success in the market will be reduced. The culture of Tesco has to be developed on that basis. 
Procurement: In Tesco to develop an effective customer relationship, it is important to make sure that the workflow of the business has been done effectively. That will be helpful to ensure that the best quality has been offered to customers. The workflow which has been used by the business is effective to make sure that the best quality has been offered. That was helpful for the business to ensure that an effective relationship with the customers has been developed. 
HR Management process: In terms of CRM, the employees of the business will have to play the most important role. Tesco provides training to each of the employees so that the employees can have the chance to ensure that they work in such ways that the rate of customer satisfaction for the business will be improved (Meyliana and Budiardjo, 2014). Customer satisfaction is an effective measurement of the types of customer experience that the customers have. That is why focusing on this aspect is important for Tesco. 
IT management: Tesco will not able to ensure that the CRM of the business has been effective without the use of IT. In each of the stages, Tesco makes sure that IT has been integrated into the business. That means, to offer the best experience to the customers IT has been used as a tool. That is an effective decision taken by the management of the business. 91% of the task which the business is doing can be conducted using IT. 
Organisational design: This is the last stage of the value chain model. The organisational design of Tesco promotes equality, diversity, accountability etc. in the market (Ip et al., 2018). Because of this reason the performance of each of the employees has been managed with effectiveness and that was helpful in offering the best customer experience and CRM has been ensured in the business. 
[bookmark: _Toc100458871]Benefits and challenges
The benefit that Tesco will have because of applying the model in the business is that it will be helpful for the business to make sure that the CRM problem that the business is facing has been solved. The ways in which the business is offering service to the customers in the market will be improved as well. Overall its ability to have success in the market will be improved for Tesco (Hammett and McMeikan, 2021). But the application of this model will require a huge amount of cost. The possibility to have success is not certain as well. But there are more benefits for the business than a drawback for Tesco. 
[bookmark: _Toc100458872]Recommendations
1. The organisational structure that the business is using has to be changed because it is not fully supportive to offer the best customer experience to the customers (Etzel, Walker and Stanton, 2017). The business should focus on the use of a flat organisational structure. It will helpful for the employees of the business to be creative and the level of customer engagement might be improved as well by this. 
2. The HR of the business should be developed further so that the best quality product and service can be offered. The ability of the employees to offer the product and product and service will determine whether the business will have has in customer engagement or not. That is why training opportunities should be offered to the employees of the business.   
3. Increasing focus on IT has become mandatory for a business to have success in the market. The importance of using IT has become important for Tesco because of the pandemic (Elliott et al., 2018). The business will be able to make sure that the customers have been attracted to the business and the best experience has been offered. 

Figure: Recommendations
Source: Author








[bookmark: _Toc100458873]Conclusion 
Tesco needs to ensure that the CRM of the business is effective to ensure the success of the business in the market. If the business does not have the ability to do that then it would have been a huge impact on its sustainability. There are some internal and external factors that affect the quality which the business is offering. The IDIC and CRM value chain model is the most important model of CRM which can be used by Tesco to develop an effective relationship with the customers. Among these two models, the CRM value chain is the most effective for Tesco to develop an effective relationship. The application of the model is helpful to analyse whether the business will have success in terms of CRM if it has been used effectively. The three areas in which Tesco should focus include using a flat organisation structure, training the HR of the business and focusing on the use of IT. Tesco has the ability to offer the best customer experience and ensure that customers are engaged.        
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The business should focus on the use of a flat organisational structure


The HR of the business should be developed 


Increasing focus on IT 
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