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Executive Summary
This report highlights the factors affecting Tesco’s quality systems during COVID-19. This was measured by a SWOT and PESTEL analysis. Other theories were defined and explained in the context of this report but, the AIDA model was selected an applied to Tesco to help it improve and maintain its current CRM for continuous growth.
Introduction
The purpose of this report is to analyse the impact of COVID-19 on the internal and external quality systems of an organisation, the importance of CRM in customer service, and applying management models. The theories I will be addressing are SWOT, PESTEL, Porter’s Five Forces, Communications mix, Marketing mix, and Aida model. The aim of the application of these theories, is to identify strategies for growth and sustainability within an organisation, which is important for customer retention.

Background of Organisation
Chosen Organisation: Tesco PLC
The organisation I have chosen to write about is Tesco. It is a business organisation founded in Hackney by Jack Cohen in 1919. After the Tesco brand emerged in 1924, it continued expanding until it opened its first store in Burnt Oak, Edgeware in 1929 (Tesco PLC, 2021). Several years on, Tesco has expanded and become the largest retailer, and biggest supermarket in the UK. It is made up of outlets including, Tesco Extra, Superstore, Tesco Metro, and Express, making it a very thriving business empire. Since then, the strength of this chain has allowed it to branch out to other parts of the world, namely Hungary, Czech Republic, Slovakia, and Republic of Ireland (Tesco PLC, 2021). The organisation sells fresh foods, non-perishable foods, toiletries, and homeware. Examples of groceries are fruits and vegetables, beverages, wines and spirits. Some other non-food services provided by the business include; telecommunication, fuel in the form of petrol, banking and finance, a clothing range, and online shopping. The organisation’s staff is made up of 360,000 employees.
When Tesco was established, originally it thrived on the traditional way of shopping with customers queuing to pay for their purchases, but in 1946 it launched the first self-serve till.  Then in 1996, launched the ‘Clubcard’ (Tesco PLC, 2021) giving it an advantage over others. After the launch, the company reformed their brand through a website ‘Click-and-Collect’, in response to technologic advancement, at the start of the year 2000. Tesco started using technology to enable customers to make payment though mobile phones and collecting points and discounts through the Clubcard.

Customer service
Customer service is the process of delivering a product, or service, to a customer before, during or after purchase. It is made up of various transactions, aiming to provide a customer experience. When a customer service exceeds the expectation of a customer and brings satisfaction, a customer experience is created. (Editorial Team, 2014)

Customer Experience
This is the transaction that a customer has with a business from the onset of transaction to the end. That is from the point of beginning the transaction through a touch point, for example, a phone, online, or in-store through to the end of the transaction. A typical scenario is when a customer orders for delivery of groceries online in Tesco, the customer service team needs to be polite, ensure that the products are free from damage, consistent with the orders, and delivered within a reasonable time. This will generate feedback from the customer either positive or negative depending on the experience. A good experience will lead to good reviews and loyalty but a bad one will lose the business a customer (Editorial Team, 2014).

Benefits of Customer Service in Tesco
Retains Customers
Customer service is important because it helps to maintain customer contact. This can lead to customers’ commitment if they enjoy an experience of the service provided. In Tesco, for example, when a customer purchases something and goes through a process of excellent care and after-sales service, this will have a positive impact, and vice versa (Indeed Editorial Team, 2021).
It gives the company an advantage over rivals, for example, when a company offers its best services to customers, they show uniqueness which helps them to maintain their brand, leading to customer increase (Indeed Editorial Team, 2021).
Staff Retention
Employees at Tesco will become motivated in helping to promote the success of the business if their employer is focused on satisfying their customers. Positive feedback can help to create a better image of the brand. For example, colleagues will speak positively about their workplace to others.
Life-long Customers
Another factor essential for building customer service is having a customer for life. This   means, if the company consistently delivers good service, they are more likely to keep hold of their customers for a very long time. For example, customers will give good feedback, which will enhance the brand (Indeed Editorial Team, 2021).
Addresses Problems
When the customer services department in Tesco addresses complaints and issues before they are raised, this gives a confidence boost to the customers. For example, if there was a fault identified in a series of baby buggies, there would be an immediate recall of these products from customers. The customer experience created by the company addresses complaints and solves problems. A good customer service creates a uniqueness among its rivals and cause them to be a threat to others. An example is offering the best value in products, pricing or plans, signify the level of care shown to customers (Indeed Editorial Team, 2021).

Quality management
This is a process in which a business ensures that quality of goods and services provided are effectively maintained. It is an ongoing process whereby, a business monitors the performance of commodities and makes improvements where necessary (Naybour, 2020).
Quality Control 
Ensures products of goods and services conform to certain legal specifications to meet the needs of customers. This is normally done through auditing and testing measures. It can be adaptable to different industries, depending on the type of products (Naybour, 2020).
For example, the specifications required for a food industry may be different to an Engineering industry. In Tesco it is important that they have quality control in making sure that they provide goods that are fit for consumption, which would require conforming to the policies of Food Standards Agency and the British Safety Standards for ensuring safety of products. In doing so, Tesco will build trust with customers and project a better image.
Quality Assurance
Quality Assurance is made up of a set of policies that are tailored to prevent faults in products which might become hazardous to customers (Naybour, 2020). Tesco will implement this through product testing, auditing processes, and recalling faulty products from customers. 

Total Quality Management
It is the unilateral effort of improving all the factors of quality processes to bring maximum satisfaction to customers. This framework is essential to the strategic marketing planning in in an organisation.
History of TQM
TQM Started in the 1950s by W. Edwards Deming, who was an academic teacher of statistics. He taught Japanese engineers who later customised their knowledge to a philosophic approach and named it Total Quality. (ASQ Quality Press, 2019).

Internal and External Factors
SWOT Analysis
SWOT is a tool used for analysing the internal factors affecting an organisation. During the pandemic, there have been changes that allow Tesco’s strengths to offset weaknesses and some opportunities to offset threats. (Sudhakaran, 2020).
SWOT is used in strategic planning and management within a business organisation 
Strengths
Tesco’s main strengths are being the largest retailer in the UK, it has the advantage of gaining higher sales and revenue compared to other retailers in the same industry. It recorded an annual profit of 57.8 billion in the year 2021. It also has a large geographical presence worldwide, and a good supply chain network. During the pandemic, Tesco has acquired over 60% growth in sales, it doubled its online shopping platform and hired over 50,000 workers.
Weaknesses
The organisation suffered the effects of staff shortage, slow growth of the economy, health, and safety concerns, associated with lockdowns.  
Opportunities
Tesco are seeking new ways of growing online and home delivery services. They have introduced the ‘Clubcard Plus’ scheme to give customers more rewards on shopping, for example 10% off F&F clothing brand. Allowing remote working and training staff for different roles, would allow the organisation to improve on its performance. They are   matching prices against discounters like Aldi and Lidl to help regain control of the market. The teaming up with other companies is boosting customer alliance.
Threats
The effects of Brexit are still felt and there is also ongoing competition rivalry with other major retailers. For example, Sainsburys and Asda striving for market dominance.
The rising costs of the COVID-19 pandemic caused sales to plummet, affecting their profit margin, and fuelling costs of operations. Shortages of supply of goods resulted in customers restrictions in purchasing essential items. There has also been an increase in Cybercrime, thus the company has to be very careful with customer data. All of these measures were attributed to the pandemic.

PESTEL Analysis
Political, Economic, Social, Technology, Legal, Environmental (PESTEL) is a tool used to help businesses understand the external environment and respond to changes by making adjustments.
Political
Political factors affecting Tesco are rules and regulations of the world markets to make sure that quality control of goods is maintained, because it operates on a global scale. The instability of any country’s political system would create a problem for Tesco’s market. The effect of Brexit is impacting trade deals with Tesco, because of EU rules which can affect sales. Another contributory factor is the effect of the US-China trade feud, which has made it difficult for the organisation to gain ground in the midst of two powerful markets. The result of Brexit also means outsourcing for supplies and labour resulting in high costs. 
Economic 
It is important that the organisation keeps focus on any changes in taxation and levies in the UK. In particular, because of its dominance in the UK Market. COVID-19 effects have given rise to additional costs in looking after staff and suppliers. For example, supporting the sick. The effect of poor consumer spending and closure of the hospitality sector during COVID-19 added to problems.
Social
The culture and demographic change in customers are causing a shift in the type of products they purchase and how they purchase, Tesco must follow customers trends to maintain loyalty. For example, providing a variety of international products. The company should provide a variety of organic products to meet the needs of customers depending on lifestyle and create job opportunities in communities.
Technological 
Tesco has been trying out and implementing new technologies to help them deliver a good customer service, which has seen a rise in online shopping and an increase in customers. Social Media Platforms for advertising and reaching out to customers are some of the ways in which the organisation is using technology to its advantage. Click-and-Collect services and introduction of a mobile app are examples of Technology advancement for the business. 
Environmental Factors
The COVID-19 Pandemic has affected the business, because of lockdown, measures, however, the business boomed. For example, the turnout in-store customers decreased as people shopped online. The business suffered the effects of unpredictable weather giving rise to store closures, and problems within their supply chain.
Legal
New policies can affect the systems of management, as they must adapt to local and international market changes. For example, Tesco have to comply with, rules governing retailers brought in by the food and retail consortium. The ignorance of data protection resulted in reputation damage and fines. Court cases resulting in Tesco been sued for gender and age discrimination, and fraud proceedings incurred cost and resulted in lack of trust from customers. (PESTLE analysis Contributor, n.d.)

Customer Relationship Management Definition 
A CRM is a framework used by businesses to interact with, and manage the needs of customers, or future customers, and in doing so, are able to build loyalty and increase strategies, activities and technology used by businesses to communicate to their customers and would be customers (Buttle, 2008, pp.4–11).
The Role of CRM
Customer Relationship Management helps an Organisation build and maintain customer loyalty. It is essential for business growth, revenue and expansion on a broader concept. According to studies, Customer Relationship Management creates a bonding relationship with customers through which the needs of the customers are researched, and ultimately providing resources to affect the goods and services to meet their demands. This also helps to establish communication through different touchpoints like mobile phones, emails, social media platforms or websites, across geographical locations, and various departments within the organisation. Customer Relationship management is an important factor for maintaining the internal and external processes of the business, because this will help determine an increase in sales and profit (Buttle, 2008, pp.4–11).
A CRM keeps the data of customers which helps to determine the type of product and services that needs to be catered for, and their preferences. By doing so, the organisation is able to keep track of valuable customers and reach out to new customers. This could can lead to customers being targeted for rewards schemes and loyalty cards. Studies in Market trends and segments can also be advantageous in CRM, as it is mainly done through system software. For example, conducting surveys on a particular product online.
Another importance of CRM is that it helps problem solving issues, because it becomes easier to retrieve information associated with customers, sales, products, services, and resolving the queries. For example, if a customer purchased a product, and it malfunctioned, they are able to raise a query and have a solution based on the fact that their purchase details are trackable.
CRM helps to improve communications within the organisation by sharing customer information. In doing this, colleagues can access the information, and work as a team to promote goods or services, handle queries, and work effectively to achieve a common goal of profitability and success (Buttle, 2008, pp.4–11).

CRM MODELS
There are different types of CRM which is essential for the delivery of good customer, interaction, experience, productivity, and loyalty. These include strategic, analytic, and operational. 
Strategic CRM
This is also known as collaborative CRM. It shares the information held about customers among various departments to help them connect with particular customers and offer products suited to their needs according to the data kept about them. (Buttle, 2008, pp.4–11). The aim of this is to prioritise the needs of customers and come up with quality ideas and solutions. Overall, this type of CRM coordinates all departments in achieving the same goal, which is to generate good customer service, maintain loyalty, reach out to new customers, and grow their sales.
Operational CRM
The purpose served by this type is market products and generate sales by reaching out to existing and future customers. It is made up of three components which are marketing, sales, and service. Marketing allows the company to reach out to potential customers through different outlets like phone calls, social media, and emails. (Buttle, 2008, pp.4–11). Servicing customers   requires providing the best of their products and services to maintain good relationship. For example, solving problems, responding to calls, and monitoring feedback. Sales of products depends on setting standards or goals to meet the needs of customers and increase profit.
Analytical CRM
This is another useful component which helps colleagues from the various departments to help understand and deliver better services to their customers which is mainly done through data collection. (Buttle, 2008, pp.4–11). Such data is normally derived from the various channels of communication of customers, and in so doing the business is able to improve and adapt resulting in sales increase and gaining more customers’ base.

The Use Of CRM In Tesco
Tesco through its CRM has been delivering good customer service by keeping data on their customers, which enables them to contact them through different touch points, for example, by Phone, Email, and Facebook and this helps them to keep up with market trends, spending habits, and even rewarding them for their loyalty through the Clubcard. Customers register their details through Tesco.com, accumulate points which are redeemable through shopping, as well benefiting from discount pricing (Tesco PLC, 2022). Click-and-Collect, the Tesco app, and self-serve tills are part of the software used to provide CRM. In May 2019, Tesco awarded customers with special discounts of fifty percent on their groceries in order to mark 100 years of existence of the company (Tesco, PLC,2019). Tesco Clubcard schemes have made it possible to convert points into vouchers, collect points on mobile, and use as a payment app (Tesco PLC, 2022).

Marketing Theories
Other marketing theories are Marketing mix, Ansoff Matrix, Communications, AIDA Model, and Porter’s 5 Forces. 
Ansoff Matrix 
Ansoff matrix marketing tool, created by Igor Ansoff used for strategic planning, is made up of four sections; Market Penetration, Product Development, Market Development and Diversification.
Market Penetration
Involves increasing the sales of products that are already in circulation to an existing market. This can be done by slashing prices, to draw in customers, sales promotion, and rivalry competition. For example, Tesco could slash prices or make promotional offers to attract customers. (Loredana, 2017)
Diversification
When a new product is supplied into a new market it poses risks but has the potential to increase sales (Loredana, 2017).
Product Development
This involves researching existing market trends and bringing in new products to fill in that gap. It requires investing, bringing the same commodities as your rivals, rebranding new products, and forming an alliance to get insights into their brand operations (Loredana, 2017).
Market Development
In this strategy, the business penetrates the market with existing goods. This method requires a firm to branch out into new geographical locations, depending on their ability to be innovative with technology, the financial status of their customer, and their shopping habits (Loredana, 2017).

Porter’s Five Forces
This a tool used by a business to find out their competitiveness in the market. Michael E Porter devised this strategy to study five aspects of a business, within the macro market. The five categories of Porters are: Competitive Rivalry, The Bargaining Power of Suppliers, The Bargaining Power of Customers, The Threat of New Entrants, and The Threat of Substitute Products and Services. 
Competitive rivalry
It measures the competitiveness among rival businesses, for example, when few retailers sell a certain product, that could result in fierce competition. When there is expansion in a business, this can allow customers access to a wide variety in choice of products leading to price-cuts. Rivalry incurs cost of advertising and loss-making. 
The Bargaining power of Supplier 
The deciding factor of this depends on the supplier’s ability to control and raise prices that can affect the sales of the business. It keeps stock of suppliers, with raw materials, and goods in the market. Less suppliers will strengthen their hold in the market.
The Bargaining Power of Customers
Customers have the power to affect pricing by switching suppliers, when they purchase in small amounts. It means there would be too many suppliers hoping to sell, therefore they would be forced to drop prices.
Threat of New Entrants
This section Depicts the ease at which a new business can enter the market, this would pose a threat to the existing or already established one. However, the deterring factor to this are brand recognition and access to the market resources.
The threat of Substitute Products or Services
It can be easy for customers to switch to alternative choices of similar brands, with another competitor. These are influenced by pricing and quality of product, leading to a cut in cost and raising the level of competition with the rivals. For example, discounters like Aldi and LIDL have forced Tesco to cut prices their own products (CGMA, 2017). 

Communication Mix
This is a marketing theory that consists of the different strategies for reaching out to   customers or would-be customers. This involves Personal Selling, Sales Promotion, Direct Marketing, Public Relations and Advertising.
Advertising
Advertising the business can be done through the use of the media, for example through television, and radio network, press releases, billboards, where the company pays for these services. This type of adverts can attract attention and prompt our reactions
Direct Marketing
Direct Marketing involves making connections to customers online eg. through emails, social media platforms like Facebook, YouTube, Instagram, Twitter etc. The advancement in technology means that low costs are involved in this process. It is also easy for marketing segmentation and analysing feedback. For example, if you advertise a particular product targeted at teenagers, the response you get from sales and reviews might give you an indication of your marketing performance.
Public Relations
Public relations is a campaign strategy to promote the business brand. The aim is to promote a positive and convincing fact and image to the public, with the cooperation of the media and other relevant bodies. It usually focuses on, setting the trends, around customers. 
Personal selling
This involves approaching customers on a one-to-one basis. Some examples of these are salespeople, brand ambassadors, and social media platform influencers. These people range from doorstep callers leaf letters all using their professional skills to peddle their goods and services.
Sales Promotion
Sales Promotions are very essential in this concept. Companies sometimes give discounts over a period of time on certain products. This would be done through issuing vouchers, coupons competitions, loyalty cards, free product testing and samples. The business should consider the effects of loss in sales and revenue, whether they will attract customer loyalty, and the pros and cons of their promotion (Todorova, 2015).

Marketing Mix
This marketing tool has seven elements that helps a business to market its product. They are; Product, Price, People, Promotion, Place, People, and Price.
Product
The business should have a knowledge the about the product and the segmentation of people that would benefit from this, in order to do this, it must study market trends and   ensure that the product stands out amongst its competitors.
Price
The right price should be charged to accommodate the market value. Setting a price too low or high can affect sales, as customers can feel that they are overcharged, or undercharged and they are not having value for money.
Promotion
It is necessary to invent an image suitable for the brand. Sales and marketing Department should ensure that the products are targeted at the right market. Advertising on TV, radio cinema and other forms of media can help. For example, companies that advertise training and exercise equipment can target gyms, athletes, and personal trainers.
Place
It is an important element in deciding the location of your product, and what avenues you might use for working this out. For example, location of your product could be affected by distance or perhaps, storing products in a vending machine, shopfloor or selling online. All these factors influence product sale.
People
Customers are the determinants off all product success. They may have a good or bad impression about staff, so it is advisable to have a skilled, friendly team who has knowledge about products and services.
Process
The systems involved in the entire sale transaction make up the process. Starting from when an order is placed online through to delivery. It might also be from when a product is picked up on the shopfloor to the checkout. Processes can vary so it is important to be aware of waiting times over the phone and long queues. It is important to note that lack or misinterpretation of information can hinder this process, therefore it is the job of the operations manager to fix this.
Physical Environment
Customers walking in and around a business space should feel comfortable within their surroundings. The environment should be reflective of what the business is about. A clear understanding of products down the aisle, or well-lit restaurant with proper signage and nicely presented layout will attract customers and influence your business (Marcouse, Watson and Watson, 2015, pp.128–129).

Tesco Achieving Its Business Goals Through CRM With the Application of a Model
AIDA Model
The AIDA Model is used in business for outlining the steps taken by a customer before making a purchase. It was created by an American businessman in 1898 for the purpose of sales promotion and marketing and it comprises of four elements. These are; Attention, Interest, Desire, Action (Corporate Finance Institute, 2015).
During the pandemic, Tesco suffered some challenges to its business, therefore it was necessary to incorporate CRM to help keep contact with customers and PR maximise profit. The model I have chosen to use is the AIDA Model.
Attention
Tesco needs to capture the attention of its customers in order to make sales. The organisation can do this by advertising the products in different geographical spots, with a personalised message to make customers aware of the availability of the product. For example, produce an eye-catching Billboard poster.
Interest 
Tesco needs to capture interest by making sure adverts are interesting and easy to understand, for example, when advertising a toy, its elements need to be understood by the the age range of the children. This could be achieved through brochures, videos, and demonstrations.
Desire
After the customer develops interest, there should be an eagerness of acquiring the product. Tesco needs to convince customers to purchase items. This can be done through Clubcard schemes, Vouchers, discount offers in-store, online, and social media platforms. For example, doubling of points, and periodic shopping offers.
Action
In this step, Tesco’s message should influence the customer to purchase the goods or services. They could do this by allowing customers to trial a new product with money back guarantee schemes, free taster sessions, even persuading them to sign up for a Clubcard (Corporate Finance Institute, 2015).

Recommendation
Direct Strategy
I would recommend the company to keep a high focus on CRM. This would involve collecting data from employees, customers, and stakeholders to produce a customer communication map with touch points. This would help spot potential strengths and weaknesses.
Setting up CRM projects
This would help strengthen the leadership, identify changes, and risk assess projects.
Meeting Specifications and forming partnership
Implementing CRM will help to identify gaps, acquire the right skills, and develop technology. It will streamline suitable partnership for the organisation.
Rolling out plan
After customising the plan, it needs to be tested before rolling out to make sure it is effective.
Evaluation of plan
This needs to be done to meet its project outcome and achieve its business aims. For example, Tesco needs to address the outcome of customers reviews to build a better relationship with customers (Trustpilot, n.d.). Continuous surveys on customer experience will generate feedback for improvement and establish a good CRM.

Conclusion
This report has taught me the importance of the role of CRM within an organisation, and its customers. It highlights the adjustments made by Tesco to deliver CRM, and the methods used to provide customer services. I also understand that maintaining customer experience is essential for sustaining a business. In a changing world, technology advancement is a necessity for success, therefore, Tesco is transforming to help its growth.
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