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1. [bookmark: _Toc88469044][bookmark: _Toc88469193]Introduction 

The report has covered the investigations of Tesco`s quality products or services of the supermarket’s retailers but mainly focusing on Tesco supermarket, in quality management to ward employees’ motive and customers satisfaction and how impacts on customers experience. Indicate that Tesco total quality management has improved, by cause of reasons made Tesco to learns on how to keep the existing customers and attract new one in the other hand marking rivals give customers choices to switch because of fast technology society have grown knowledge and they know what they want and run for it quickly. However, Tesco focused on staffs training to produce a quality product, service and understand what customers need, for example, Clubcard added huge advantage for Tesco to know their committed customers and able track their activities in order to experience customers behaviour to delivers the best satisfaction in the other hand consumers build a great relationship with Tesco’s brand and loyal to it because of the Clubcard significant saving and experience for them.
Tesco is trying hard to stays sustainable and engaged customers to let them know what job done by assured that customers shopping environment is designed for them within best quality for example, self-service, scan as you shop save time customers do not need to stay on que anymore the impact consumers feel excited compared to Sainsbury in car park, locations, branches and perhaps loyalty discounts Tesco has more advantages than Sainsbury. Customer’s experience has become Tesco concern in every touchpoint by delivering a great quality and developed in order to achieve a sustainable market, brand experience build up when a brand has reputation users can feel and engaging directly with the brand`s technology and innovation. Deming and Crosby`s quality Models have identified many elements of Tesco’s management quality, sustainability questioning by theories if customers satisfaction continuously develops by Tesco.
2. [bookmark: _Toc88469045][bookmark: _Toc88469194]How supermarket impacts on customer experience

According to Tesco (2012 p. 4) one of the most popular retail chain stores in the United Kingdom is Tesco. After the Wal-Mart from USA and Carrefour from France they believed Tesco is the third largest retailer in the world and has been operating in fourteen countries in different continents Europe, Asia and North America and occupying more than thirty percent of the United Kingdom retail market. And founder of Tesco was Sir Jack Cohen back in 1919. Then established Tesco Club card scheme was in 1995 and it was meant to offer services that can benefits to customers in unique way in 2000 Tesco took the opportunity to introduce www.tesco.com the idea was to encourage the trade of e-commerce.
Since Tesco continue developing a clear customers accessibility by adding more features to their products and employees needs to attract and encourage consumers to participate on their experience online shopping and enjoy quality of products within Clubcard discount meant to engage customers to build brand loyalty and long term relationship in which Tesco promised to listen and learn from customers experience to reduce the sacrificial by creating tangible system to improve a quality environment for their workers in the workplace to safe customers time by adding self-service machine, online shopping and engaging consumers within clear communication and commitment for them to be loyal to the brand. For example, According to Column (2009 p. 5) Tesco uses several methods to measure the effectiveness of designing experience and continuous to improve work within periodically customer metrics that are weekly tracking the store level. Tesco listens to customers through regular feedback at the stores, by phone call, email and as regularly scheduled to identify customer`s question times.
However, Tesco has adopted a clear system that able to motive employees in order to serve customers well by customer experience technique and build long term relationship testing the existing cooperate by asking a question why customers loyalty is important are they tell their family and friends about our quality products, pricing and perhaps a better knowledge about the direction of the company and that where Tesco meant to achieve a clear communication bath with their consumers. Moreover, According to Bowers and Martin (2007 as sited in Klungseth and Danivska 2021 p. 6) argue that “it makes sense, particularly for service industries, to treat their own employees as customers and possibly better than customers as motivated employees will have a positive impact on customers”.
Tesco`s Tech or self-service introduce to help customer`s time saving and queuing because Tesco realises that customers recognition is the company success but not only Tesco`s leaders working closely with the consumers to develop even faster and easier customers shopping method like, scan as you shop handle device to decrease congestion on the tills to benefit both for employees may save time to chat with customer as part of Tesco customer experience planning system for better interaction and communication in both part rather than physically, it is a process for Tesco to win loyalty and building a tangible customer relationship and to reach a touchpoint to ensure customer value in exchange of commitment continuously delivered however, the challenge is high may impact in both but to securer that even higher cost on retailers for example, according to Evans and Dayle (2009 as sited in Taylor 2018 p. 4) stated that “it is clear that the benefits and limitations of SCO, as well as the integration of physical and e-commerce channels, for retailers, customers and thieves are complex. Costing the retail industry an estimated USD $119 billion each year, shrinkage is typically broken down into four categories: internal and external theft, administrative errors, and inter-company fraud”.
In addition, the above argument could impact on staffs’ reduction to benefit companies to lower cost that if security system has been in place otherwise the challenge continuous within unsolved problem according to Taylor (2018 p. 2, 3) Tesco explained it as a supportive service that created by to improve efficiency. And evolving to sell apps to smaller retailers such as the Selfie-cart app that can allows shoppers to use their own smartphone to scan items, pay and go no need to wait in a line. In quintessence the premise of scan as you go is that customers using their personal mobile phone or portable device a portable device provide by store to scan items as they are selecting from the shelves.
Customer experience on Tesco made a business decision to learn customers emotions closely and trained staffs to interact with them constantly when management using the insight of Clubcard to provide information to identify the customers demand and build it in their system to track shoppers’ activities if customers got what they need, and target has been measured by expectation of the customers experience in order to win their loyalty and driven the company success. Moreover, according to Ma et al. (2010 p. 2) argue that “Tesco’s customers participate in the service process occurs mainly in two ways. First, the customers interact directly with the Tesco’s employees in the shopping process, which is defined as front-office process. In this instance, the customer has full sensory awareness of the service surroundings”. Tesco committed to delivers quality products, reduce price and focusing on management process on how to attach new value to a new customer while Clubcard broadly known to people and desire to joint Tesco`s brand widely became a dialogue among many countries in different continents because Tesco`s leaders promoting the success of company in two elements one invested knowledge in employees like never was secondly engaged and transformed into customer`s expectations and outlook to create a tangible customer`s satisfactions. However, according to Frow and Payne (2007 p. 3) stated that “company’s efforts to create an outstanding or perfect customer experience will need to consider the creation of customer`s experiences from both rational and emotional perspectives”.
Brand experience, that people when having an emotional attach to the brand logo or when they see or heard story about the brand they fell connected and attached themselves in wider view of what the brand can offers in the community as a whole, for example, Tesco offering online services is not only on the store providing quality food and services but it is going beyond that using Tech to experiment new idea to engage or add more value the community and that make a positive change to the brand when customers see the brand`s logo on store, social media, Tesco`s vans or leaflets, they fell emotional to it in certain way. For example, according to Column (2009 p. 4) states that “Brand managers often attempt to elicit emotional appeal through their advertising messages (e.g., marketing for Coca Cola), but companies must integrate emotional value into the delivery of products and services”. The long-term vision of leaders who understood the wave of the technology and expectation of the nations after nations if they make a responsible promise to their journey to determent a brand direction and that what a make brand experience is not leaders focus on customers to make a brand experience as others claim.
3. [bookmark: _Toc88469046][bookmark: _Toc88469195]Sustainability in (CRM) of a retailer and how it impacts on their (CX)

Customer Relationship Management is helping to process long term relationship and successful business it is very important to keep a control of your organization. An example of Tesco using the CRM strategy to create a long-term relationship despite they have sustainable products and huge number of loyalty customers, but the main idea to manage existing customers it is an opportunity to attract more, known that organisations rely on customers details to know their requirement and keep them keep them for long future. However, according to Kotler & Keller (2006 as sited in Andajani 2015 p.1) suggested that “the company uses Customer Relationship Management strategy to get to know more customers. Interaction between the company and the customer becomes an important moment to nurture and improve customers relations”.
 For example, Tesco regularly keep updating customers to ensure that sustainable in place by putting pressure on suppliers to ensure that ethical marketing is a priority       growing process long way with our brand and working closely with others agent for better future. As reported by Gulyás (2011 p. 5) says that “governmental communication. From 2006 a new trade law ordered retailers with significant buying powers to maintain fair business relations with supplier”. However, according to Muller et al. (2012 p. 11) state that “Tesco has appointed an Ethical Action Team with a representative in South Africa. The purpose of this appointment is to deal with problems in achieving sustainable development practices”.
Tesco building truthing sustainable market and competitively winning the customers loyalty compound technology, food quality, lower price, ethical marketing-policies, and customers satisfaction is first. According to Reynolds (2004 p. 330) confirming that “Tesco provides high quality, a great range and great value. It is only then that the loyalty scheme can start to amplify the benefits”. Compare to Sainsbury has no many branches as much as Tesco do traveling long journey for shopping may add cost when it come to loyalty discounts Tesco’s Clubcard has clear understanding is not very complicated as Sainsbury.
4. [bookmark: _Toc88469047][bookmark: _Toc88469196]Models that may assist in improving the (CRM)

Background of Professor. W Deming his life was from 1900 to 1993 as an American author, consultant and lecturer his famous journey began from 1950 when he working in Japan he was teaching in management how to improve the product quality in the Japanese market internationally across different ways as well as the application of statistical methods he added an important role to the Japanese a better products quality reputation and economical power, however, later his recognitions started in the U.S.A after Japanese considered him as a hero. (Deming 1991 p. 1).
According to Deming he was a founder of Quality Models and Theories of Fourteen Point aim to create knowledge for the organizations to deliver a quality products or services in order to achieve a sustainable business by achieving that putting a greater value on your employees first and underline the issues of the customer satisfaction. According to Alauddin and Yamada (2019 p. 2) “Deming emphasized that quality is all about people and not products. The satisfaction of the customers defines quality, and since the customers’ needs and expectations are always changing, the organization has to adapt and respond to those changes”. However, Deming definition of the world quality is clearly complied with Tesco`s employees and customers respond, Tesco`s Clubcard, quality of the product, customer service, ethical trade policies and responses to complaints etc are adding a great value to customers. According to Nwagbara (2010 p. 5) states that “Tesco to be a superstore that takes the satisfaction of its customers as its primary focus, as well as the need to offer every little helps it can. This was the genesis of transformed Tesco”.
However, Tesco has ability to maintain all staffs by providing training with the most relevant issues that can lead the improvement to the organisation and meat the satisfaction of their well been. According to Ayodele, Abdallah and Issaka (NO date p. 21) argued that “Tesco has provided staff the opportunity to improve leadership skills at every level within the organisation. The company has established an easy approach to communication, also adapted during training development that helps employees resolve problematic issues. Tesco, 2011”. However, according to Deming`s ideology 14 points: 6. Institute Training Quality circles help individual resource group to choose training system that encourage the job skills of both main and support employees. Training must be totally rebuilt. Statistical methods must be used to educate, after training is completed and additional training would be beneficial to the job quality improvement training ensures that all staffs have a clear knowledge of customer needs for transferring the services. 7. Institute for Leadership to create an opportunity to lead for all employees good or no good performers to work together and recognise opportunities for improvement. The job of supervisor is not always about telling workers what to do or punishing them but all about lead them toward better job performances. (Metri 2006 p.7).  Whatever, Tesco is coming to conclusion that will not display any defective or expired products to customer event in lower price. According to Alauddin and Yamada (2019 p. 2) added that Deming and Crosby`s 6th “defined quality as conformance to the requirement to improve quality and eliminate hassle at the same time do it right from the first time”.  Tesco uses some of the Deming and Crosby methodologies to improve the products quality by engaging everyone in the organisation according to Deming TQM generate profitability centred on respective of increasing motive and awareness of the entire organisation. However, according to Suarez (1992 p. 15) “Crosby's main point is that quality is achieved by preventing defects and conforming to requirements”.
5. [bookmark: _Toc88469048][bookmark: _Toc88469197]Recommendation
 
Sometimes customers think that Tesco deceives them by putting loyalty discount on advance sending the cards with details if you spend certain amount will thirty per cent discount and expiry by next week then you go even if do no want to. If consumers find out the deal is not genuine, they may hesitate to continue and help competitors to come with better idea and customer may switches advertising that consumers must be treated fairly all the time with respect. Recommendation to Tesco should not engages in any others newer projects or services if one fail decrease the whole reputation of Tesco.
6. [bookmark: _Toc88469049][bookmark: _Toc88469198]Conclusion

Reviewing Tesco customers experience management and how engaging people for long-term Tesco believes engagement of everyone is creating a sustainable environment for company grows to meet the loyalty and satisfaction of the customers. Tesco uses customer relationship management to identify or analyses the customer behaviour and interaction in order to find a better understanding to achieve satisfactory sales and building a good relationship with consumer’s loyalty and what is an impact around circling between company and consumer. Tesco ensures that customers attach brand loyalty important to drag competitors away by focusing on employees training to produce a quality product and service but is not only by offering a competitive price but money back by using loyalty Clubcard it helps with the interaction of the customer it given clear feedback that mean data collected by interventions of Clubcard and used for the benefit of both customers and Tesco’s management to experience the consumers.
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