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Executive Summary
The report applies academic marketing models, theories and methods to assess the factors which influence Tesco’s ability in maximising customer value and experience.  The report will talk about the background of Tesco.   Swot analysis will be used to identify the internal and external factors of Tesco.  Steeple analysis will also be used to analyse the external factors and ethics of Tesco in relationship to its customers.  The purpose of this report is to investigate Customer Relations Management in relations to Tesco.  This report will also investigate customer engagement, customer experience, service quality management and relationship management in Tesco.  The report will critically analyse the various factors that influence Tesco’s control for customers and quality systems in times of Covid- 19 crisis and the various changes they made to attract customers online and to its stores during Covid-19 Pandemic.




















Introduction
This report will use Swot analysis to analyse the internal and external factors and STEEPLE analysis will be used to analyse the external factors of customer experience of Tesco.  The report is also about how customer relations management (CRM) is used in Tesco.  The needs of customers and expectations has also changed due to Covid-19 Pandemic and Tesco needs to come up with strategies to target its customers and make changes in their stores which are customer friendly.  The report will also talk about customer engagement, customer experience, service control management and relationship management. This report will critically analyse the factors that influence Tesco’s quality systems and controls for customer.
Company Background
The report will discuss about an organisation called Tesco. Tesco is a global business (Tesco, n.d.).  It is one of the world’s top ten retailers with supermarkets all over the world and there are more than 3400 stores in the UK.  Jack Cohen founded Tesco and he began selling excess groceries from a stall in the East End of London in 1919.  In 1924 the first own-brand product Tesco Tea was sold by Jack before the company was called Tesco and the name comes from the initials of TE Stockwell, who was a partner in the firm of tea suppliers, and Co from Jack’s surname.  In 1929 Jack Cohen opened the first Tesco store in Edgware, North London and in 1934 Jack built its headquarters and warehouse in Edmonton, north London which was the first modern food warehouse in the country.  During the 1930’s Tesco expanded across London, into the suburbs and neighbouring counties and in 1946 Jack Cohen brought self-service to Britain. 
 Tesco Stores (Holdings) was floated on the stock exchange in 1947 with a share price of 25 pence. During the 1950’s-60 and 70’s Tesco expanded its stores all over the UK.  During the 1990’s Tesco went global and expanded into Central Europe, Hungary, Czech Republic, Slovakia, Poland, Ireland, Thailand, Malaysia and even India.  In 2018 Tesco merged with Wholesaler Brooker group and the two companies brought together retail and wholesale abilities to create the UK’s leading business (Tesco, n.d.).






Analysing Business Environment 
Swot analysis of Tesco
A SWOT analysis assesses the internal strength and weaknesses and the external opportunities and threats in an organization’s environment (Sammut-Bonnici, n.d.)


	Strengths

Biggest grocery retailer.
Diversified stores.
Europe’s largest private employer worldwide.
Leading in market share.
Diversified market and range of products.
Superior Technology usage.
Efficient supply chain network.




	Weaknesses

Sudden Club card switching.
Lack of customer care.
Poor use of technology.



	Opportunities

Online shopping store.
Launch of a new discount store by the name of 
Jacks.
New emerging markets.
Joint venture.
Alliance with other brands.


	Threats 

Covid-19 Pandemic.
National Crisis.
Brexit deal.
Fake farm.
Supermarket competitors.





(Ali, 2020)

Tesco has much strength but in order to provide better experience for customers it needs to focus on its weaknesses.  Due to sudden Club Card switching, customers faced many problems and in order to rectify repeating the same mistake Tesco should come up with solutions before the problem arises.  Tesco also needs to focus on their customer service as they have to wait for long time in the queue at the checkout, especially in Christmas period.  They need to hire more staff at checkouts in order to reduce waiting times at the checkouts.  They need to use more technology and provide more self-service checkouts.
Tesco has used their opportunities excellently. They need to focus more on their threats in order to retain customer and attract potential customers.  This year, the whole world was faced with Covid-19 Pandemic and Tesco also faced these problems.  They had to make changes in running their stores as per the Government guidelines.  Although, they have made changes it is not enough, there is a lack of social distancing of customer in stores and vulnerable customer are not satisfied.  Tesco needs to take strict actions to enforce social distancing and wearing of face masks.  The customers are anxious about the Brexit deal as they fear that prices of products may rise.  Tesco needs to focus on retaining their prices of products and assure them about the changes after Brexit.  Tesco needs to be aware and suppliers aggressively in order to see that they are not breaking any laws.  Nowadays, customers are more aware of modern slavery, child labour and animal testing and they do not like buying products from stores who behave unethically.  So Tesco needs to focus more on vetting their suppliers and practising ethical standards so they do not lose their customers.
STEEPLE Analysis of Tesco
Steeple analysis is a planning tool for marketing strategies and it stands for social, technological, economic, environmental, political, legal and ethical (Baruah, 2020).
Political factors
The government encourages retailers to provide  job opportunities from lower-paid to higher-paid jobs, as a result Tesco employs a large number of; students, elderly and disabled workers often paying them lower rates and these workers are loyal to Tesco (Research).  Customers also like to see different groups of people working in companies and they feel satisfied.  Tesco uses this opportunity and hires people from different backgrounds and customer feel comfortable to shop there.
Economic Factors
  Due to Covid-19 pandemic this year there is a lot of financial uncertainty.  Many people their lost jobs due to businesses closing down as result of lockdown.   Many people were told to work from home and elderly and vulnerable people were told to self-isolate.  As a result, the customers were not able to eat out and they had to eat at home.  This provided Tesco with a good opportunity as customers were shopping online for groceries.  They expanded their delivery slots and hired more drivers who could deliver their products and groceries to customer’s homes.  They also expanded their products online which benefited Tesco and customer greatly and their profits increased.
Social Factors
There is an aging population in UK which brings disadvantages to Tesco as older people tend to eat less and are less likely to travel to supermarkets to shop compared with younger generations (busineesteacher.org, 2020)  As a result, the ageing population find online shopping more convenient and Tesco has accommodated by expanding online.  As many people have become health conscious and their eating habits have changed so there is a demand for organic food, vegetarian and vegan food.  Tesco has used this opportunity and launched these range of food to attract more customers.  Due to Covid-19, many people had to stay at home and they also did online shopping which benefited Tesco and their customer.  In UK there are many people living from diversified backgrounds, cultures and religious beliefs.  They all have their unique way of buying their products.  Tesco has taken advantage of various communities and provided them with a range of food and products which meets the needs of these communities for e.g. halal food for Muslims, Indian food and European food for diversified customer.  Psychological factors also affect the customers to buy product at specific stores, as they must have heard good positive results from their family or friends.  They might have been told by their family or friends to buy from a specific store due to positive feedback.  Tesco takes advantage of this and provides good quality products.
Technological factors
Tesco has benefited from technological advancements over the years for e.g., it introduced a loyalty ‘Clubcard’ in 1995 and this has been huge force behind the success of the company (businessteacher.org, 2020).  Tesco has also launched self-service checkouts so customers waiting time at the checkout is less.
Environmental factors
As per the government pressure regarding environmental factors, Tesco has taken a number of initiatives for e.g., it promised to remove one billion pieces of plastic packaging by end of 2020 (businessteacher.org, 2020).  Due to Covid-19  Pandemic this year, Tesco had to make many changes in running of its business and providing customer care as per the government guidelines.  
Legal factors
Tesco is directly impacted by Government policies and legislation.  Tesco cannot pay its employees less than the minimum wage stipulated by the government and it cannot sell alcohol to underage customers (businessteacher.org, 2020).    Covid-19 also impacted Tesco because if they do not to follow the legal guidelines of the Government, that customers have to wear face masks in their store, they can be heavily fined.  Tesco also has to provide fair prices for its products to its customer; it cannot hike its prices substantially as it will be against the law.
Ethical factors
Tesco is the second largest seller of Fairtrade products in the UK and offer their customers a wide variety of Fairtrade certified products across many areas, from beans and oranges to tea and coffee (Tesco, 2016). Tesco scored Ethical Consumer’s best rating for its supply chain management when the consumer organisation viewed the following documents on their website: ‘ Our Approach to Human Rights dated 11th April 2019, ‘Modern slavery statement 2018/19’; and ‘Supplier Code of Conduct’ (Consumer, n.d.).    On the other hand, Tesco has come under attack that their suppliers are engaging in modern slavery in their farms.  Tesco needs to do investigating regarding this and rectify its errors. 
Tesco does not follow ethical considerations in selling other branded product from companies that still test on animals (Consumer, n.d.).   Tesco needs to focus on its ethics and not sell brands that are tested on animals.  It also needs to vet its suppliers that they are not breaking laws in the working conditions of their workers.  Tesco needs to make changes so that it can get higher ratings from Ethical Consumer and win back the trust of its customers as well.  They need to make these changes in order to attract customer as customer behaviour keeps on changing and nowadays, customers are more health conscious and want to know the various ingredients in the food products they are buying.  So Tesco has a responsibility to put all their ingredients in their packaging of products.  Tesco also needs to follow the government guidelines of not charging too much for their products and they adhere to these guidelines.
Customer Relationship Management
CRM Is an instruction industry term for methodologies, software and usually internet capabilities that helps an organization manage customer relationships in a coordinated way (Buttle, 2012).  There four different types of CRM are Strategic CRM, operational CRM, analytical CRM and collaborative CRM. 
The goal of Tesco is to have a comprehensive view of customers and run a profitable business.  The way to increase its profitability is to provide customer services in proportion to the customer profitability.  To gain loyal customers, customers must be at the centre of Tesco’s CRM strategy.  Initially, Tesco had decided to implement a loyalty program, and ran it themselves in three stores (Essays, 1970).   The results were not good and Tesco asked Dunnhumby to join and it helped Tesco to establish the world’s first supermarket loyalty card, called Clubcard (Omnibus, 2018).  This strategy has been very successful.  
Tesco’s club program possess 10 million active household and captures  85% of weekly sales and it is also a symbol Tesco’s dedication to their customers as individuals: multi-layered segmentation and customised communications (Essays, 1970).   Tesco gained success because they applied the CRM strategy effectively.  Tesco uses strategic CRM that aims at winning and keeping profitable customers.  Tesco stores demographic and purchasing history information in their Club card which enables them to know about their habits, lifestyles, occupation etc.  This enables Tesco to profile their customer and decide on the support services to offer to customers.  Tesco is customer driven so in order to attract customers, Tesco should provide good customer service in proportion to customer profitability.  They should increase their customer services. In order for Tesco to run a profitable business it cannot give customers all they want.
 Tesco has been operating for a long time and still uses traditional communications tools such as TV, magazines, radio, newspapers and billboards to reach its customers, at present, Tesco uses different types of social media like Facebook and twitter to reach its customers (Afraah92, 2014).  Tesco also has an App that can be used on tablets and mobile but the biggest reach for Tesco is through its stores and its website Tesco.com where most of its marketing and communication strategy is used (Afraah92, 2014).  Tesco uses CRM to know the wants and needs of its customers.  Tesco Club card also stores database of customers and this tool is used for marketing.  Due to the Covid-19 pandemic, customer needs and wants have changed, as a result of lockdown and social distancing.  Most customers due to Covid-19 Pandemic do their shopping online and Tesco has taken this opportunity to expand its business online and increase its delivery slot.
Customer Engagement
  Tesco main purpose is to create value for customers so that they can earn lifetime loyalty from them (Customer, n.d.). Over the recent years, internet has gained a lot of popularity and due to this the customer behaviour and needs have also changed.  Customers can buy various products from the comfort of their homes.  Due to Covid-19 pandemic this year, the customer behaviour and decision have also further changed.  Tesco had to come up with different strategies in order to run its business and the changes in customer behaviour and decision making.   Some of the changes that Tesco made relates to new social distancing measures such as its new one way systems for its aisles and more checkout protection for staff (Kane, 2020).  Tesco had advised vulnerable customers to go shopping at their quiet time for e.g., early in the morning.  They have also increased their contactless payments from £30 to £45 to save on money handling to prevent cross contamination.
Tesco also provided new delivery slots and are increasing their online delivery slots as Tesco was given an initial list of 110,000 vulnerable and isolated people by the government and from this list they identified 75,000 existing customers who will have delivery slots (Kane, 2020).  Tesco gained customers and profits due to its strategy of online shopping.  Customers did not have to physically go to the stores to purchase products as they were scared of catching coronavirus. They felt secure in the knowledge that Tesco will deliver their product at their homes. 
Customer Experience
The customer experience is the qualitative characteristic of any interconnection that an individual has with a business, its products or services, at any point in time (Watkinson, 2012).
 If the customers are satisfied, there are increased revenues, increased customer retention and positive word-of-mouth communications and Tesco applies these factors.  In order to provide a good customer experience Tesco needs to focus on the services and products they provide from the start when the customer enters the stores and when he leaves the store.  In order to do this, Tesco needs to know its customers.  Every customer is different and their perceived notion of luxury brands is also different and this is due their social class, income and age.  Tesco uses the CRM strategy to gather information about their customers and puts them in different segments.  Customer Tesco experiences are negatively impacted if their complaints are not dealt quicker for e.g., product damage and wrong prices. Tesco strives to solve their complaints quickly and effectively and hired more people in their customer service department.  Tesco needs to improve its service, especially at the checkouts as waiting times for customers are longer during peak times and Christmas time.  The customers get frustrated and as a result thy leave the store without shopping.  They can solve it by hiring more staff during peak times and Christmas time. 
Tesco believes its success depends on the people that shop with them and work with them and if Tesco customers like what Tesco offer, they are more likely to go back and shop with them again and if the staff knows that Tesco  do rewarding, they are more likely to go the extra mile to help Tesco’s customers (Customer n.d.).  Customer use emotions while buying their products as Tesco has a lot of data regarding its customer they can use it to their advantage.  They have a wide range of products and cater to all segments of customers.  The buying patterns of customer depend on their beliefs, attitudes and religion for e.g., during Christmas Tesco has more products in their stores relating to Christmas like Christmas decorations, range of food for Christmas etc. for their customer.   Tesco applies these buying patterns to target its customer.  Tesco market is not volatile but is quite stable so customers and shareholders feel secure and confident.
Tesco has applied the Maslow’s theory to motivate its employees and customer. They offer something new every time to its customers and try to improve their products and services to satisfy their customers.  They have also established online website for shopping and extended their business hours for customer convenience.  They always try to earn the trust and respect of their customers and try to come up with strategies to gain their customer loyalty for e.g., Tesco Clubcard.  They provide training and support to its employees to motivate them and gain their loyalty. 
Service Quality Management
Service quality management envelops a variety of different strategies to assess the quality of services according to customer expectations and evaluates customer perception of service quality in retailing organizations and service (Spectose, n.d.).   SERVQUAL is a multiple-Item scale for measuring consumer perceptions of service quality (A. Pararsuraman, 1988).  The five dimensions of service quality are reliability, assurance, tangibles, empathy and responsiveness.  
Quality
Tesco is a brand and therefore it is a measure of quality.  It provides food with better quality.  As suppliers are afraid of losing their business to Tesco, so they negotiate with Tesco with promotional prices of products, as a result, customers get products with same quality at lower prices.  Tesco has an expert team of planners who work hard to bring good quality, new and good value products to the store and they regularly tests its products to ensure they are legal, safe and meet their stringent quality specifications (Tesco, 2020).  Quality is subjective in nature to the customers.  The quality perception for every customer is different and Tesco applies this by having a different range of quality products in their stores.
Reliability
Tesco is reliable and they make their products different from their competitors, therefore they have an advantage.  Tesco’s employees instil confidence in their customer by making customers safe in their transactions when using their debit or credit card or online.  There is a limit to contactless payments.  The staffs at Tesco strive to be polite and courteous to its customers.
Assurance
Tesco provides assurance to its customer by delivering their products on time at their homes, during the specified time.  Tesco provides training to its employees who provide customer service, so that they are competent in providing good customer service.
 Tangibles
 Tesco has the latest technology and uses modern equipment for e.g., it has self-service checkouts so that customers can themselves use it and thus save time.  The employees wear uniforms and look professional and the customers know who they can ask for help.  Tesco has convenient business hours so customers can shop at their stores anytime.
Empathy
The employees deal with customers in a caring fashion and have their best interests at heart.  They are always willing to help customers if they are confused about the price of the products or they cannot find the products they are looking for
Responsiveness
 Tesco is always responsive to their customers for e.g., if any customer has any complaints they can directly contact the customer service at the store for returning their products.  They call also call customer services, email them and if the complaint is still not resolved they can email the CEO   directly as well.  If the customer has issues with their online products or deliveries they can call technical support to help them.  Tesco has hired many employees in its Customer Service Department so that they can solve customer complaints quickly and efficiently. 
Within Tesco there are a number of highly skilled teams across the globe that are committed to make sure that customer expectations are not only met but overtaken (Tesco, 2020).
Relationship Management
It is important for companies to build a good relationship with the customers so that it makes it more difficult to change to another provider.  Tesco enhanced customer relationship and satisfied their needs by organizing huge market survey and gathering information of current and potential customers (Essays, 2017).  Tesco uses corporate strategy to attract its customers by doing market research. Tesco uses the 7 ‘P’s of customer strategy which is customer, product, price, promotion, people, place and processes. 
Tesco uses newspapers, social media, Television and internet to promote its sales and attract customers.  It also uses other forms of sales promotion for e.g., buy one get one free and giving 50% off for its products to lure its customer.  Tesco launched its loyalty card known as Tesco Club Card which proved successful in attracting customers and making them loyal. 
 Tesco sells a lot of different products. Tesco product teams work across their food and general commodities sections; covering all stages of the product lifecycle and making sure that they deliver the products those customers want (Tesco n.d.).  Tesco has launched many different products over the years such as electronics, clothing, furniture, toys, books, petrol, software, internet services, telecoms and financial services.  Their strategy is that Tesco is always looking for new high quality products whether they are well established suppliers or new businesses (Tesco).  This is the key to their success.  According to Dave Lewis, Tesco chief executive, value-focused exclusively at Tesco brands are key factors in strong results (Gwynn, 2019).   According to Dave Lewis, exclusively at Tesco range, which consists of a series of brands that has replaced the former Everyday Value change, now includes 400 items and their distribution has been extended across all stores and it gives stiff competition to Lidl and Aldi (Gwynn, 2019).  Tesco keeps on developing new brands to offer to its customers and this is their reason for their success.
Tesco knows that great value matters to its customers and therefore rewards their loyal customers with Tesco Clubcard and gives them large number of exclusive deals (Nazir, 2020).  Tesco’s purpose is to provide customers with great products at great value which they can buy easily and it’s their job to deliver this in the right way for them (Tesco, n.d.).  Tesco has fair prices for their products and the products give great value for money.
Tesco focuses on their people which are their customers.  Tesco is customer-centric driven and they try to understand their customer needs and wants  and give them what they will value for e.g. nowadays, the people are health conscious and they want to eat healthy foods, so Tesco has come up with a range of organic food and vegan food.  With this strategy not only can Tesco retain its customers but can attract new customers as well.  
 Tesco has many competitors in the retail industry which includes Asda and Lidl.  The competition is not only about location, but also about price reductions to captivate customers to their stores and provide better service that enhances customer experiences (Essays, 2017).   Tesco supermarkets are big so they provide ample car parking space for free for their customers to shop at their stores provided they park their cars within the allocated timeframe.  As a result, the customers are motivated to do huge amounts of shopping due to the availability of parking space.  Tesco displays its products attractively in their stores to attract customer.  Various products are displayed in ways to make it accessible to its customers easily.  This enhances the customers experience and satisfaction. The online products are also displayed attractively by Tesco to attract its online customers.
To serve customers better Tesco has reduced and simplified processes and administrative tasks (Tesco, 2019).  Tesco has focused on easy and faster ways of filling shelves and a stronger management structure.   Tesco has also simplified the process to order products online.  They have also focused on their staff to enable them to work flexibly across the store to improve customer service at busy times. Tesco regularly does market surveys in order to get feedback from customers and then to try and improve the products and services.
Due to Covid-19 pandemic, this year Tesco had to make changes in marketing their business to attract customers.  Tesco already had online retailing but it expanded it more as it saw an opportunity to boost its sales and cut costs.  As per the Government rules of lockdown which took place on 23rd March 2020, due to Covid-19, many people had to stay at their homes and were unable to their shopping physically.  Tesco took advantage of this opportunity and increased its online deliveries.  Many people ordered groceries and products online which saw the Tesco online sales increasing.  The Government had also issued guidelines that those people who can work from home should work from home to prevent less people going out and spreading infection. Tesco was prepared for the coronavirus and were well prepared for video conferencing.  The staffs at the head office were working from home and their communications systems were running. As online delivery was in demand it expanded its online delivery slots and hired many temporary staff to cover the shortfall.  Tesco created thousands of jobs in addition to 4,000 permanent jobs since the start of Covid-19 crisis to win more online customers (Yttley, 2020).
David Lewis ran a “doomsday management exercise four years ago, in which Tesco imagined its head office in Welwyn Garden City would have to completely shut down (Butler, 2020).  As a result, Tesco was well prepared for coronavirus crises.  They had enough stock for customers.  As customers were panic buying and stockpiling due to lockdown, Tesco came up with a strategy to limit the number of products for customers to buy for e.g., each customer could only but two packets of tissue or two tins of baked beans.  By applying this strategy Tesco was able to cater to its customers during Covid-19 Pandemic.
[bookmark: _GoBack]Conclusion
The report used the Customer Relations Management theory to analyse and evaluate customer relationships in Tesco and how successfully Tesco applied this theory in building their customer relationships.  Tesco successfully came up with Tesco “Club Card” which helped them to store data about their customers and help build loyal customers for them.    Due to this information, Tesco came up with new strategies to attract its customers by expanding their online deliveries which benefited them especially during the Covid-19 pandemic this year.  As customers were shopping online rather than physically going to the stores due to national lockdown.  Tesco also used customer engagement, customer experience, service quality management and relationship management successfully to attract customers.  However, they still need to focus on customer service at checkouts and hire more staff during peak tomes and Christmas times.  If they apply this it will be number one in retail business and customer service.
The report applied Swot analysis which helped to highlight the strengths, weaknesses, opportunities and threats factors in Tesco.  This enabled Tesco to focus more on it weaknesses and threats and take advantage of its strengths and opportunities.   STEEPLE analysis was also applied in this report to gain insights in the social, technological, economic, environmental, political, legal and ethical factors of Tesco.  
Based on these theories and tools Tesco was able to make changes regarding what the customer needed and wanted especially during Covidi-19 crisis when they increased their online delivery slots and hired more drivers.  Tesco was able to increase their customer values and sustainability by applying the various theories and tools.
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