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Executive summary

This report depends on the significance of understanding clients' need and their experience about the retail business for any retail association everywhere on the globe. In order to talk about this theme, The United Kingdom's greatest retailing association, TESCO has been decided for this report. This report contains a short review of TESCO and its business the board cycle. The showcasing systems and speculations that are available in this association likewise have been remembered for this report. This report additionally contains a conversation on various elements like natural variables, provider elements, item and administration techniques factors, data innovation factor and client relationship the executives that impact this current association's business in the worldwide market. The effect of these elements on Tesco's quality control cycle and clients control measure has additionally been remembered for this report. The frameworks that are utilized to control the nature of this present association's items have been talked about here. Effect of the current quality administration cycle of this association on clients' fulfilment and its effect on keeping up great client relationship in the current pandemic COVID-19 circumstance have likewise been remmbered for this report.
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In order to run a business in the modern world, it is necessary for any organisation to understand the customers' needs and their expectations from that organisation. The main foundation of any business depends on its relationship with its customers. Thus, in order to attract new customers and also for retaining new customers, it is necessary to keep updating customers' experience of this company's products and services. It is necessary to develop an effective Customer relationship management (CRM) strategy in order to improve the customers' relationship with an organisation. In this report, the discussion has been based on the United Kingdom's biggest retailing organisation, Tesco. It is also the third-largest retail sector all over the world. This report is going to contain an overview of this organisation. In the next part of this report, the discussion is going to contain a brief introduction to the marketing theories that have been present in this organisation. It is then going to be followed by a discussion on the impact of factors that influence this organisation's quality control and customs control system. The impact of the pandemic COVID-19 situation will also be discussed in this report. The report contains a discussion on the identification of the systems that maintain the quality of the products and services of this organisation. Discussion about the impact of these systems in satisfying customers' needs and maintaining good relationships with the customers even in this pandemic situation will also be included in this report.
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Overview of Tesco
Tesco plc is the largest retailer company based in the United Kingdom; it is the biggest multinational general merchandise and groceries retailer across the globe. Based on the gross revenue collection, in the global retailing market, this company holds the third position. This company not only provides its products and services in this country but also exports its products and services in various big countries across Asia, Europe and the USA. This organisation was founded by Jack Chohen in 1919 in the district of Hackney situated in East London. This organisation now has distribution centres over seven countries all over the world. Headquarter of this organisation is now situated at Welwyn Garden City in England. This organisation has approximately 41.9 per cent market share in the United Kingdom's grocery market; thus, it is the leader of the grocery market of this country (Statista, 2020).
 The name Tesco was first introduced in the London market in 1924 after the founder of this organisation bought stocks from a tea company named T.E. Stockwell. The first store of this company named as Tesco was opened in north London in 1929 (The telegraph, 2014). This organisation has more than 2200 stores in the United Kingdom. Initially, this company only used to provide the general merchandise and grocery services to its customers, but now they are providing various services like electronic goods, telephone equipment services, insurance services as well as banking services to its customers. This organisation has introduced the "one-stop shopping destination" concept in the global market so that the customers can find all their required purchasing needs in a single place. This organisation has also started its online website through which the customers are able to purchase the needed items from their home using an internet connection. Although the recent COVID 19 pandemic situation has various negative impacts on world business, this company has experienced huge growth in its retailing business. In this situation, the customers' demand for food and grocery delivery has increased tremendously. This condition has improved the sale of this organisation by 9.2% from the previous year (Research and Markets, 2020).             
[bookmark: _9q9quf7tapp5][bookmark: _Toc56175831][bookmark: _Toc58496597]Marketing theories adapted in Tesco
SWOT is used as a marketing theory to analyze the strength, weakness, opportunities and threats of Tesco. This marketing theory is used to assess the competitive position of the organization and accordingly development of marketing strategies.

Strengths of Tesco: This Company is holding leading position in grocery market of the UK with 27% of market share. Tesco is geographically diversified. It has near about 6800 stores throughout the world. One stop, Tesco Metro, Tesco Home plus and Tesco superstores are diversified stores of the company. Diversified products, private employment, use of high technologies and international award gaining are the strength of this Company (Tesco, 2020).

Weakness: Accounting scandal, low-cost strategies, club card controversy, poor operational program and financial errors are the weakness of the company (Tesco, 2020). 

Opportunities: Strategic partnership development with other reputed organization, joint ventures and underperforming regions, business expansion, online shopping site development and invade in the emerging market are the opportunities of this company.

Threats: Controversy of the Christmas advertisement, high level of competition, credit crunch and economic crisis of Tesco became threats to the Company.               
Marketing of any organisation is basically the sale of products or services to its customers. The selling growth of any company mainly depends on its business strategy, understanding customers' needs and its customers' satisfaction. This report is conducted on Tesco that has been serving its customers for nearly 100 years and still one of the biggest retailing organisations all over the world. This company has expanded its business from that time by collaborating with different retail sectors and adapting to the change in marketing demand. The main purpose of this organisation is to satisfy its customers and be updated about customers' every need. TESCO has been found to adapt Network theory as their primary marketing theory in the UK. This theory focuses on the relationship building by focusing on people’s interaction and human behaviour understanding (Gummeson, 2017). In order to successfully run a business, it is necessary to meet customers’ expectations and provide the best services to them. This practice increases the chance that customers retain a particular brand.  Thus, in order to retain the existing customers and also attract new customers, this organisation has always focused on satisfying customers every demand. In order to establish this business successfully, the company Tesco has developed efficient product and service strategies that have effectively expanded its business in the global market. 
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There are different external factors, like supplier factors and environmental factors that have a huge impact on the business of this organisation. The internal factors that also have a huge impact on the growth of this business are product and service strategies, customer relationship management and adaptation of information technology factors.  This is one of the largest food and beverage retailing sectors all over the world and also provides different services like banking and insurance services to its customers. It also sells electronics and telephone equipment to its customers. Thus, the impact of all these factors on Tesco's quality systems and customers control system has been discussed here in the next paragraph.
Supplier management factors: Tesco is a multinational company that provides its services and products in different countries all over the world. The success of this organisation's business depends on its acceptance to its customers. Thus, in order to meet customers’ satisfaction, this organisation needs to maintain its products' and services' quality. This organisation does not manufacture any product; they buy their products from different suppliers and then sell these products to its customers. Thus, the success of this organisation's business directly depends on the suppliers' product quality. 
This organisation sells a large range of products all over the globe. Thus, this organisation works with different suppliers all over the globe. For a long time, this organisation has been encouraging different suppliers of the United Kingdom to develop huge production facilities (Statista, 2020). In recent times this organisation has started to collaborate with various suppliers from all over the world as the source on this country has become restricted. This organisation is now working with different suppliers. Thus, they also work with employees from different cultures and backgrounds. In order to collaborate with global suppliers, this organisation has started to develop various company policies in order to build a unique relationship with the suppliers. Uses of advanced technology have made it easy for this organisation to communicate better with the suppliers. In order to deliver the best quality products to the customers, this organisation always focused on controlling suppliers work and efficiency. This company has always focused on developing a close relationship with their suppliers in order to reduce investment cost. This organisation has also always developed various new "supplier management programmes" in order to understand the franchisees' and suppliers' needs and satisfaction.    
Environment factors: The main environmental factor that has a great impact on this organisation's business in recent time is COVID- 19 pandemic situations. This pandemic disease has created havoc in the world. Most of the organisation from different sectors has faced huge loss due to this condition. The GDP of the United Kingdom has been decreased by 20% in 2020 after this pandemic breakout (The Economic Times, 2020). In recent surveys, it has been seen that the retailing organisations are making a maximum profit in this condition. As people all over the world are being forced to stay in their home to be safe, the demand for grocery products, electronic gadgets have been multiplied in this short amount of time. The people are looking for entertainment in their home in this situation. Thus, they are making online purchases to keep them occupied. Due to this situation, the demand for Tesco's product has increased tremendously. This organisation has already experienced more than 9.2% growth from the previous year in this pandemic situation (Research and Markets, 2020). In order to deliver the goods securely while maintaining the quality of the products, this organisation has already taken the necessary measures. This way, this organisation was able to meet customers’ expectations, and more consumers are being attracted to its online retailing market. Thus, ensuring customers' safety and maintaining the quality of products has increased customer satisfaction. This has resulted in excessive growth of this organisation.

Product and service strategies: This organisation has developed different marketing strategies or marketing mix in order to develop an effectible marketing plan for this organisation. According to Kotler & Armstrong (2012), the tactical part of any marketing plan has always been described as a marketing mix. This marketing mix mainly depends on four factors known as the place, products, price and promotion.
Product: It is the fundamental component of any business. It is a combination of services and goods that is provided with value to the customers of this organisation. The product can be divided into two categories one is intangible, and another is tangible. The tangible products have a physical existence, but intangible products like knowledge provided by electronic documents, education information and data don't have any physical existence but are very important for the success of Tesco's business. This multinational organisation offers a large range of products to its customers. These products include food, beverage, electronics, clothing and various financial services. This organisation has also started its online market through which the customers can buy their products from the safety of their home. These products are also being delivered to the customers by this organisation. This organisation is now providing more than 40000 products to its customers (Statista, 2020). 
Price: It is another one of the crucial factors on which the business of this organisation depends. This organisation has always focused on providing the best quality of product at a reasonable price to its customers. They have taken various strategies like giving an extra discount on MRP of products introduced in this organisation to attract more customers. This organisation always tries to provide the best quality products at a low price to the customers. In order to retain existing customers, they also adopted different strategies like providing special cards to its customers by which they can earn extra discount while perching in this organisation next time (The Economic Times, 2020). These strategies helped this organisation to satisfy customers' needs without compromising products' quality.
Place: Choosing a perfect place for any international sectors has a huge impact on the growth of that business. This organisation has always ensured the placement of its stores is in such locations that have maximum people's access. The distribution process can also be conducted from these locations without facing any difficulties. This organisation has always conducted market research while establishing a new shop. This practice has a great impact on the success of this organisation (The Telegraph, 2014). This organisation has its store in each local in London. It has six different types of stores through which it conducts its offline business all over the world. These different types of stores are named as Tesco Express, Tesco Metro, Tesco Extra, Tesco Home plus, Tesco Compact and Tesco Superstore. 
Promotion: This is the process through which an organisation can distribute the knowledge about its products to its existing and potential customers. This organisation has always prioritized its promotion process in order to capture the global market. In order to promote its products, this organisation has used different strategies like advertisement, sale, and digital marketing process (Kotler& Keller,2016). This organisation also conducts personal sales and digital communication processes in order to establish the acceptance of its products and services among the customers. In order to attract more customers, this organisation provides different schemes like "buy one get one free" and "half-price sale" to its consumers.          


Customer relationship management: Marketing is the most effective tool for any organisation to influence the target customers. Tesco is a multinational retail company, and its success depends on the customers. As this organisation always directly deals with its customers, Customer relationship management (CRM) is very important for this organisation. CRM is a process that helps this organisation to improve its relationship with its customers by gaining knowledge about customers' preference and needs. This company can develop appropriate CRM strategies by observing customers' purchase habits. This process helps Tesco to provide better services to its customers. Customers' behaviour also depends on various factors like customers’ budget, their physiological habit and their circumstance.
The information technology factor:  In the modern era, people are more inclined to adopt digital technology. Thus, in order to compete in the ever-changing global market, it is necessary to adopt information technologies in every organisation. The company Tesco has already adopted this change in order to retain its customers. It has been seen in various surveys that after adopting this Information Technology, the online market of this organisation has increased on a large scale. This technology also helps this organisation to control its stocks. This also helps this organisation to analyse business translation and conduct market surveys more easily. This process also helped this organisation to improve its business strategies according to situations.            
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The process through which an organisation oversees different task and activities in different sectors of this organisation in order to ensure that the quality of its products and service is up to customers' satisfaction is known as quality management. Any organisation always focuses on maintaining its quality in order to maintain its performance in the market consistent (Buttle & Maklan, 2015). In the report, the discussion has been no United Kingdom's biggest retail organisation Tesco. The performance of this organisation in the global market always depends on its customers' behaviour. Thus, the main motto of this organisation is to fulfil every customer’s need and earn full customer satisfaction without compromising the quality of its products and services. 
Every product that is being sold by this organisation undergoes a quality checking process in order to provide the best product to its customers. Quality of products has been checked in every step for the initial stage to the final stage when it is delivered to the customers. Total quality management of this organisation is performed in this organisation in order to improve the quality of its products and service at all the stage of the production and distribution process. This total quality management process is very important for detecting errors that are present in any organisation. This continuous process helps this retail organisation Tesco to eliminate the errors that are present in this organisation. Thus, this is a very effective process for ensuring customers' satisfaction; that has helped this organisation to maintain its goodwill in the global retail market.
The quality management process of this organisation depends on four components known as quality planning, quality improvement, quality control and quality assurance. The importance and impacts of this for factors have been discussed here in the following paragraphs.
Quality planning: 
In order to successfully run a business and to achieve the business goal planning of quality is very important. According to Kotler& Keller (2016), this is one of the most required processes that this organisation needs to adopt in order to launch products and services in a new market. Planning of quality also required,if this organisation do not have any idea about customers preference for its new products. This organisation has also used this strategy in order to meet customers’ satisfaction. The quality planning process helps any organisation to understand the demand of customers from this organisation.          
Quality improvement:  
Quality improvement is a systematic approach that helps this organisation to understand the lack of its products and quality. Any retail organisation's success has always depended on its products and services quality. Thus, the retail organisation Tesco also needs to improve its quality management system in order to retain their existing customers and also to attract new customers. According to Pauzi (2017), the quality improvement of this organisation can be performed using six sigma models. The main component on which this sigma focuses on is known as the checkout process. Quick checkout service always helps this organisation to provide the highest satisfaction to the customers. This process also helps this organisation to ensure customers loyalty towards this organisation. This quality improvement process can be achieved by this organisation by various methods like maintaining direct communication with the customers. This process helps this organisation in predicting customers demand and maintaining customers' satisfaction.
Quality control: 
Quality control is a set of activities that helps any organisation to maintain the quality of its products and services. This process is used in order to verify that the deliverable products and services have an acceptable quality or not. Maintaining a consistent quality helps any retail organisation to sustain in the market for a long time. There are some crucial factors like the reputation of the brand, customers’ satisfaction, constant growth and time management that are very important for this organisation to retain its market all over the globe. All these factories can be controlled by quality.
According to Foabeh, P.A. and Achaleke (2020), Quality is one of the most useful factors that help Tesco to build a good reputation in the global market. Due to its exceptional quality, this organisation has been able to become the third-largest retailing industry across the globe. Ones a company becomes famous for its quality than that company's growth become unavoidable. This quality control process also helped Tesco though meet customers’ satisfaction for a long. This organisation has always focused on its quality control process in order to satisfy customers every need. This organisation has ensured that the quality of its products has been maintained from the initial position. The products quality has been checked in each step of the manufacturing process and it has also been maintained throughout the distribution process also. Thus, by maintaining this method this organisation has been able to control the quality of its products and services for so many years.
Quality assurance:  
In the modern world, customers are not only looking for economical products but also looking for the best quality in their product. Thus, maintaining product quality and quality assurance has become an essential part of retail organisations. Retail business is fundamentally very different from other business. The retail organisations mainly purchase different products from the manufacturers in order to sale these products to their customers. According to Kotler & Armstrong (2012), Quality assurance process helps this organisation to successfully lunch new or existing modified products in the global market without facing difficulties related to the quality of these products. This process has been followed by Tesco in order to ensure that the products that it is promoting in the global market do not face defect due to products quality issue. This process is used by Tesco in order to create deliverables and this process can be implemented by the managers to this organisation, its clients and other third parties. Proper implementation of this system ensures that the problems that were present in this organisation have been nullified and the products and services will perform better in the market. This is a centralised documentation process that clearly specifies the role, responsibilities and procedures of different stakeholders to the customers. This process also helps this organisation to assure its customers about the quality of its products. This has helped the organisation to gain loyal customers cover the year. This has also helped this organisation to maintain its growth in the world market over the year.                
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Customer experience (CX) development by Tesco
Tesco adopts different strategies to improve customer experience. This company focuses on the more employment in the stores and price reduction that can be helpful to increase the customer experience level. Though the profit increase may be slow for the company by reducing the product prove but it will be effective to improve the customer experiences. High rate of customer experience (CX) is helpful to provide sustainable competitive advantage to the company and this is why Tesco decided to focus on customer experience improvement. Tesco is continuously developing its product quality and services that gives a positive impact on the customer experience level. Quality is maintained by the company in every steps of the production process which helps to develop a strong brand image of the company.   Current pandemic situation effectively changes the behaviour of the customers. This change requires more concentration on customers’ experience that can be achieved by the delivery of high quality products. Customers expect online process rather than the traditional process during this pandemic situation. Therefore, the experience of the customers became change accordingly. This company is trying to adopt new customer base with new business expectations and priorities. This company adopt a strategy to eliminate complexities in the delivery process which will be helpful to increase customer experience (The Grocer, 2018.). 

Customer’s engagement with Tesco 
Tesco focuses on the social media promotions to customer engagement of the company. During COVID 19 pandemic situation, customers are more attracted by social media and online businesses. Tesco successfully utilize this requirement of the customers to improve its customer engagement (CE). In this ‘new normal’ situation customers are looking for online options for shopping. Tesco develops technologies and communication strategies to involve more customers. The customer service team of Tesco is in the leading position of industry in case of customer engagement and service (Peeroo et al. 2016). ‘Brand engagement’ campaign is organized by Tesco. This campaign has the aim to successfully use ‘Proactive search features’ for meeting the customer’s requirement. Service team of Tesco reach to the customers before raising any problem officially under this campaign. Tesco uses ‘Conversocial’s proactive search’ to watch customers’ tweet. This campaign was successful to improve customer engagement and the company decided to develop an efficient team for this job. Thus, this company can be able to develop customer trust and strong brand image.

Customer expectation of Tesco
During the pandemic situation the expectation and behaviour of the customers are solely changed. Tesco adopts different quality management and service development strategies to meet the expectation level of the customers. Customers are seeking for online medium nowadays and Tesco tries to reach this expectation level. The team of Tesco is proactive in social media and clearly communicate with the customers. They provide a particular time called ‘opening hours’ in social media to provide customer assistance.
 First contract resolution is another strategy adopted by the company. This helps to increase positive customer experiences (Peeroo et al. 2016). The staffs of Tesco are well-trained to clear all confusion and requirement of the customers through online media. Multi-channel leadership is established by Tesco to put the consumers at the centre of the service and develop huge experiences around the customers. Hyper-personalize services and same-day delivery strategies are adopted by the company to meet the customers’ expectation level.  
[bookmark: _tjxm421p25m0][bookmark: _Toc56175835][bookmark: _Toc58496601]









CONCLUSION

This report is based on the importance of understanding customers' need and their experience about the retail industry for any retail organisation all over the globe. The business strategies
of this retail industry are quite different from other business sectors. Retail industries do not necessarily manufacture any products, in this case, the retail organisation mostly purchase different products from different manufacturers and sell these items to the customers. Thus, for any retail organisation in order to successfully run a business in the retail industry, it is necessary to understand its customers need and their experience in this organisation. In order to discuss this topic, The United Kingdom's biggest retailing organisation, TESCO has been chosen for this report. This report contains a brief overview of TESCO and its business management process. The marketing strategies and theories that are present in this organisation also have been included in this report. This report also contains a discussion on different factors like environmental factors, supplier factors, product and service strategies factors, information technology factor and customer relationship management that influence this organisation's business in the global market. The impact of these factors on Tesco's quality control process and customers control process has also been included in this report. The systems that are used in order to control the quality of this organisation's products have been discussed here. Impact of the existing quality management process of this organisation on customers' satisfaction and its impact on maintaining good customer relationship in the current pandemic COVID- 19 situation have also been included in this report.                    
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