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[bookmark: _mljsemef7m47][bookmark: _Toc58874320]Introduction 
Customer experience and customer engagement are important for the overall success of a company. Customer experience refers to the perceived customer's interaction with a company. Customer engagement is the value-driven, ongoing and emotional relationship between the company and the customers. Here in this essay the detailed customer relationship analysis of Tesco has been discussed with every feature of customer engagement and customer experience in the company. Tesco is a leading supermarket retail company of the UK and it is known for existing at the leading position of advanced technology and communications. The customer service team of Tesco along with its social media is leaving the retail industry in terms of customer service as well as engagement. The supermarket giant, along with a developing operation throughout several contact centers relating knowledgeable personnel directly with the customer base of the company. The managers of the supermarket offer personalized and local service to the customers.
[bookmark: _dznnnum5tzo2][bookmark: _Toc58874321]Quality modules and standards in Tesco
Quality is an essential factor in the customer’s mind as it affects the purchase selection of a product. A quality product is a stuff that satisfies demands and expectations of customers completely. Quality management is necessary to effective operational management especially in continuous management. For every organisation, quality management is an important issue for several reasons (Lemon and Verhoef,2016). This operational management ensures the quality of product in terms of given commitment such as performance, durability and reliability. In the organisation like Tesco quality control and standards are an important factor. They manage several spheres considering different factors. 
Tesco takes regular feedback from the customers about the product quality as well as service that they receive from the stores. The quality control team ensures the high quality of products would reach the customers on the basis of the received feedback. This also ensures the consistency and good value for the consumers always (Lemon and Verhoef,2016). Quality and life of the products of Tesco are monitored constantly and samples are tested and reviewed through different supply chain steps from production to the stores. Tesco employed the strategy of would i buy it that empowers anyone engaged with the manufacturing, shelving and packaging. This methodology of Tesco helps the company to operate its quality control. Apart from this, the products are checked liberally every month (Zhang et al., 2017). This process ensures the high- quality maintenance of the products. They also have a guideline of technical standards that needs to be abided by everyone related to the supply chain system of the company. The company discusses and takes suggestions from industry bodies, food safety experts and environmental experts. 
Tesco has implemented six sigma methodology throughout different segments and has minimized the carbon-di-oxide emission by saving energy. Tesco focuses on product quality as per the necessity and satisfaction of the customers (Jain, Aagja and Bagdare,2017). They offer a range of organic foods that are very much acceptable nowadays. By understanding the requirements of the customers, products and the market flow, the expert team of Tesco tries spontaneously to bring great quality, innovation and value for money materials. They have an extensive new product development program and a product enhancement program for recent products in terms of quality, health benefits and responsible sourcing. Tesco conceptualizes the core idea of 100% customer satisfaction without any defect. Throughout the entire supply chain system, Tesco focuses on quality check from the production to the stores (Goodman, 2009). Total quality management is the key concept of Tesco that is managed by the company that deals with not only the product and service quality but also about the entire business process. It also deals with managing processes and customers so that they can achieve the customer satisfaction to the greatest extent.
[bookmark: _mvyrta6yhu1j][bookmark: _Toc58874322] Tesco: Customer Service 
Customer service is the level of assistance and courtesy permitted by those by whom an organisation is patronized. Customer service explains the extent upto which companies like Tesco reach the level of customer satisfaction. Every customer has their personal necessities and expectations. Customers like to be provided with several personalized services to feel comfortable in association with the company. The core purpose of Tesco is to deliver customer value to gain loyalty for the lifetime (Lemon and Verhoef,2016). Tesco considers the people  to be its prime success factors, be it the persons who buy from them or the people who work for them. If the customers like the offers given by the company, they would visit the stores again and again and shop with them. Tesco asks its customers regularly about their improvement suggestions and how they can work better. Tesco helps to prioritize its customers' decision making in order to increase the shopping experience of them. The primary aim of Tesco is to attract customers as much as possible and retain the existing customers. This objective helps the company to maintain and increase its turnover and develop profitability. A well-organized customer service refers to the main process of success of Tesco (Zhang et al., 2017). The first step of this is to provide high quality products in order to satisfy the customers to the highest level, so that the customers would be retained with the company. In this regard the company must understand the expectations and demands of the customer clearly in order to satisfy them. Tesco identified the necessities to provide requisite training to the employees and set up systems to fulfil the customer’s expectations and needs. Tesco follows some certain steps to increase its customer service. They are:
· Good value products- Tesco always monitors the quality and prices of their competitors to gain their own competitive edge for retaining customers and attracting new ones (Jain, Aagja and Bagdare,2017).
· Honest and specific information- Tesco does not keep any hidden charges as the customers always like to know the actual price they have to pay for the products (Zhang et al., 2017).
· Effective system of ordering- Every customer wants to get the products immediately after ordering.  Tesco initiates an effective order tracking process on the websites that would inform customers the expected time of dispatch of the orders (Lemon and Verhoef,2016).
· After sales service- After sales service is a core customer service system that includes repairing and replacement of damaged products. The customers of Tesco expect to get an efficient and quick after sales service that is accomplished by the company effectively.
The customer service execution to meet the requirements and satisfaction of customers included in the operational strategy of the organisation (Jain, Aagja and Bagdare,2017). Tesco provides an effective customer service by offering competitive prices, cooperative and responsive employees and effective communication.
[bookmark: _Toc58874323]Customer Centrality 
Customer centrality is one of the most important and critical factors in business organisations. Customers are the most effective stakeholders of a business. Therefore, customer satisfaction is always needed to be maintained by the organisation. Customer centrality of a company depends on a different internal and external factor having an influence on the business directly or indirectly. Tesco is also trying this approach in this business and strategic development process. This can help the company to establish a good and effective customer base for the business. There are several advantages of Tesco's Customer Centrality approach. The important advantages are highlighted below:
Customer centricity is helping the company to deal with different operational issues and to have effective strategic improvements in the business. The feedbacks are being collected by the experts. There is an online and offline feedback system in the company (Coe, Lee and Wood, 2017). Also, the company is trying to involve customers in decision making at different levels of the business. Thus, this is being beneficial to the company to improve the business as per the market demand. 
Customer centrality is helping Tesco to have better market knowledge. The chances of failing with a product or service in decreasing with this approach. With the help of this, the company is knowing what the current trend is and aligning the business accordingly (Hobbs, 2017). This is enhancing the efficiency of strategic development of the company. 
Focusing on the customer has started in the company since the very earlier days of its business. The club card of Tesco is a loyalty card for the customer where there are benefits to the customers also. Tesco is focusing and analysing customer trends and updating the Clubcard loyalty scheme as per that (Chowdhury, 2016). This is enhancing customer loyalty and is making a huge number of loyal customers for Tesco. This is another benefit of using customer centrality approach in the business of Tesco. 
Not only with the existing market requirement, but the experimental approaches are also being used by Tesco focusing on the customer-centric behaviour of the business. The company is analysing customer trends deeply in a different region. They have found that Wine business could be beneficial in this market (Mileham, 2020). The company is trying to increase the desire of trying different Wines by the customers. For this, it has developed the Finest Gallery in the UK where different types of Wines are showcased in an attractive way. The stores are offering excellent customer experience also. 
Thus, using the customer-centric approach, Tesco is finding a good performance and position in the market. Therefore, this can be considered as an effective way of doing business. However, there are some issues with this approach of Tesco. The infrastructure and innovative capability do not always support the need for changes in the system. Gathering proper and correct customer data efficiently is a challenge to the company (Berguson, 2002). Dealing with these challenges properly, the company can have a better grip on the respective market. Better customer centrality can provide a competitive advantage to the company. Thus, the brand value and sale of the company will also face an increase. 
[bookmark: _5p8n4tp9itc3][bookmark: _Toc58874324]Value and Purpose of customer relationship management in Tesco
Customer relationship management is a traditional concept that has been implemented by many organisations successfully to gain better outcomes. Customer relationship management or CRM refers to an activity by which a company tries to retain its customers and develop customer loyalty (Lemon and Verhoef,2016). In this regard, information technology has a significant role in CRM development not only as a concept but as a practical reality as well. CRM has remained the domain of a few specific and typical industries like airlines, banking, hotels, automobiles and e-commerce. However, retail industries like Tesco have not been able to execute CRM at the same level of those industries. CRM has emerged mostly as an outcome of the growing demand from the customers for quality products and services offered by different organisations. The success of a business depends on the relationship of a company with its customers so that CRM can be perceived as the key to success of recent business organisations (Zhang et al., 2017).  The modifications in the preference and expectations of the customers have made it tough for the companies to sustain customers and execute loyalty by maintaining cordial association to them. Companies are required to move forth to offer advanced experience for the customers due to which the organisations are trying to adopt effective CRM.
Tesco has implemented CRM effectively to gain the competitive advantages. The reasons for adopting CRM can be different in consideration with different economic purposes. In industrial sales it obtains approximately 8 to 10 physical calls individually to sell to a new customer, 2 to 3 calls to sell an old customer so that CRM may be effective for selling and retaining customers. Implementation of CRM is a complicated feature of an organisation (Jain, Aagja and Bagdare,2017). It is also necessary in order to help recognize a customer group on which the resources of the organisation can be spared to grow strategic relationships. In this regard, the organisations are helped to furnish and tailor right products to appropriate customers.  
However, there are some certain problems of adopting CRM in an organisation. The decision to follow this technology has to be done before starting  the implementation. When the vital suppliers of CRM associated products and services obtain some experience in managing the adoption pitfalls at big organisations, the process of adoption in medium and small companies need to be different (Zhang et al., 2017). The purposes for which Tesco has adopted CRM are:
· Enhance growth in revenue by customer satisfaction
· Minimize sales and distribution costs
· Reduce costs of customer support.
· Improve informational system
· Interplay development
· Enhance customer support.
CRM helps an organisation to identify the customer’s value and prioritize customer relationships. It helps to become more responsive towards the customers (Jain, Aagja and Bagdare,2017). An effective CRM helps the business to assess the values and potential of the customers.
[bookmark: _Toc58874325]Buyer and seller relationship in Tesco Company
Buyer of any company are concerned with getting the actual product with good quality and with the right amount of price. While suppliers are concerned to meet the demand for the right quality of the product for the buyers, and they provide the product with the right amount of price keeping their profit. Over the years, Tesco has transformed the outlook of the suppliers it works. Tesco has been trying to achieve a balanced buyer-seller relationship, as to establish a good relationship is a challenging task (Cristea, and Khalif Hassan, 2018). On the one hand, making the seller complete all the demands of the company and on the other hand, to get the maximum numbers of buyers to according to the set price chart is quite tricky. 
There are various dimensions on which the buyer-seller relationship is based. Tesco's buyer-seller relationship can be concluded on the transactional dimension, which means one-time buyer-seller interaction. These particular dimensions are being followed up as Tesco is a super retail market, where there is a large number of sellers selling different commodity. There is no complexity in the purchase decisions, here the price is set low so that buyers purchase more goods (PAUZI, 2017). Next, the value-added relationship between the buyer and seller also exist in the Tesco company, where there are medium sales, and the rate of a potential buyer is also medium. 
This particular relationship exists as the aim of the company is to sell a maximum amount of commodity to the buyers more than its competitors. In this relationship, Tesco mainly focuses on to get the maximum market share. Tesco also has able to establish a strong trust between the buyer, and the seller through this Tesco wants to maintain a long-term relationship with the buyer and seller so that they can be loyal in the eyes of the customers (Viio and Grönroos, 2016). Tesco prefers this relationship more as they knew that there are potential buyers in this sector supermarket.  
[bookmark: _uv0zjbgwb92f][bookmark: _Toc58874326]Managing Customer Expectations
Customer expectations handling and management is a challenging job for any organisation. Every customer has different expectations from the organisation and these are also ever changing. The customers of recent times are quite knowledgeable and more complicated than before (Jain, Aagja and Bagdare,2017). Organisations and businesses are required to understand the changing necessities and expectations of the customers and implement effective strategies to ensure customer satisfaction at a high level. Any business must know to anticipate and exceed customer experiences prior to the depicton (Lipkin, 2016). Customer expectation encircles the products, services or the entire organisation and are made in the customer’s minds on the basis of individual experiences and learnings. Customers mostly have explicit as well as implicit regarding their purchased products and services. They also have expectations regarding performance that includes a dynamic component because of anticipated modifications to the product as well as service over time. Most significantly, they would have interpersonal and service level desires that connect to the customer relationship directly and have an effective interaction with the organisation.  Tesco customer experiences are influenced by some factors. They are:
· Past experience - It is a most influential factor that affects customer expectations. If the existing customers are satisfied highly, they set a high expectation level as well and it should be maintained (Zhang et al., 2017). Hence, if the previous experience is suboptimal then they can lose interest in the products due to low expectation level.
· Customer communication- Each outbound communication from the organisation can influence the customer expectations. Tweets, blog posts, web pages, print advertising, emails, contribute to the customer’s expectations if these communications are consistent, honest, unambiguous and transparent (Lipkin, 2016).
· Feedback and word of mouth- The internet is a potential research aid that can affect customers to do research before purchasing. They can also evaluate what people are saying on social platforms and forums and these can influence their expectations.
These factors should be analyzed by the companies to implement proper strategies. Tesco prioritizing customer’s expectations, has implied some basic strategies. Those are:
· Ensuring every given information in the website is correct, complete , consistent and updated.
· Communicative languages should be transparent and easy for the customers, and they are without any technical jargon.
· Responsive and timely social media communications (Lipkin, 2016).
· Honest and transparent advertising and promotional activities.
· Staff and service providers associated with the direct selling part of the companies should be trained and skilful who can provide consistent communication in an attractive style and mannerism.
Tesco has established a rapport with the customers to invent their anticipated expectations. The organisation tries to be armed with incredible and valuable perspectives that would enable it to meet the expectations as well as exceed them significantly. 
[bookmark: _7pmxof52s69z][bookmark: _Toc58874327]Ethical Considerations in the organisation in buying-decision making process
The buying decision making process of an organisation refers to the system by which industrial buyers make decisions to purchase.  An effective decision-making process accumulates the proper kind of resources to the right market at a right time. The quality and quantity must be kept parallelly to gain competitive advantages (Zhang et al., 2017). Tesco is a British grocery supermarket giant possessing stores across 12 nations of Europe and Asia.  Tesco has implemented different policies to smoothen the decision-making process. It implemented different marketing and promotional strategies and executed them to introduce new trends. Tesco also introduced several loyalty and ethical programs to attract more customers. Tesco has developed an objective and vision followed by introducing multiple top-quality products. However, the company never compromises with prices and sells the product at a reasonable price (Greenberg, 2010). The company has introduced Tesco Club Card that is considered as the most marvelous and victorious loyalty program with an integrated way to enhance the number of customers. Tesco has developed different products and upgraded old products that can bring new expectations to the customers. 
Apart from that, organisations need to implement ethical issues that can be a critical challenge to navigate for any business. The ethical issues encompass a broad array in the ethical standards of an organisation. Fundamental ethical issues include promoting conduct on the basis of trust and integrity and the more complicated issues consist of diversity, empathetic decision making and governance and compliance running consistently with the core values of the organisation. In order to control the ethical issues a thorough understanding is needed so that the process of decision making would go easier (Lipkin, 2016).  In the case of Tesco, the context of fairtrade and sustainable resources can be discussed to analyze the ethical considerations implemented by the organisation. 
· Fair Trade- Fair trade is a set of business practices that are adopted voluntarily by the producers and purchasers of agricultural commodities that are formed to enhance different economic, environmental and social objectives. It also consists of promoting safe and sustainable production methods and working environment. Tesco offers customers different fairtrade certified stuff like wines and organic bananas (Zhang et al., 2017). Fairtrade modifies the way by which trade works through better prices, a fair working environment and deals for workers and farmers in the progressive nations. Tesco implements a Responsible Sourcing Strategy that ensures the customers to deliver high quality products maintaining ethical, environmental and animal welfare standards. Credible certification programs are an impactful method to tackle issues in the supply chains that are difficult to address. Tesco offers a number of fair-trade products. A product tagged with fair trade mark signifies producers and businesses meeting standards that are agreed globally and certified independently (Bishop, 2012). These standards ensure fair terms of trade between buyers and farmers, save rights of workers and deliver the framework for manufacturers to constitute thriving organisations.
· Sustainable resources- Every organisational resource is not necessary for gaining competitive advantages. Those such resources are defined as threshold resources and which help to gain competitive advantage and are not acquired by competitors are called unique resources (Lipkin, 2016).  Tesco has different strategy models throughout its business. The basic external and internal drivers which allow spontaneous modifications are assessed by the organisation. It has been tested as well as how the basic resources and competencies are required to be used effectively to continue sustainable development. Organisations cannot generate sustainability or competitive advantages by strategies or activities. Rather, the organisations can achieve sustainable positions by developing numerous different core competencies. 
[bookmark: _pjadw34c8n7x][bookmark: _Toc58874328]Appreciation of the importance of quality control 
Quality control and management can be defined as an act of monitoring entire activities in order to maintain quality of products and services to gain expected excellence level. It ensures the products consistency and service of an organisation. It focuses on the products and services as well as the processes by which it is gained. There are four important factors of quality management, they are planning associated with quality, assurance and controlling along with quality enhancement of the products (Peeroo, 2019). It is an important factor for improving the overall competitive edge of an organisation. Therefore, Tesco has also an effective quality control management in its operational management. Tesco has understood the importance of quality control by which the company has appreciated the system. The basic significance of quality control is:
· Support quality consciousness- Quality control helps to develop and influence quality consciousness among the employees of the organisation, so that th desired quality level can be achieved.
· Customer satisfaction- High quality products are advantageous to satisfy customers in order to maintain quality control.
· Minimize production cost- Executing effective monitoring and control over operational and production process, costs of production are minimized considerably. Quality control monitors the production of products as well as wastages that reduce the overall production costs (da Luz Peralta et al., 2020).
· Effective resource utilization- Quality control ensures available resource utilization to a maximum level followed by minimizing wastage and any kind of inefficiency.
· Inspection cost reduction- Quality control initiates economies and minimizes inspection cost considerably.
· Enhance goodwill- A company can increase its goodwill by producing high quality products so that the needs of the customers can be fulfilled. It increases the satisfaction level of the customers and therefore raises the company goodwill. A well-reputed entity can raise funds easily from the market (da Luz Peralta et al., 2020). 
· Increase sales- Quality control helps to increase production that attracts more customers and it increases sales. It also helps to maintain the existing demands and acts as a magnificent aid by which the company can expand its business (Peeroo,2019).
[bookmark: _nsnp3zlnky0l][bookmark: _Toc58874329]Customer value
Customer value is an important aspect of any organisation to increase sustainability. Tesco has created different cards for students, and women for their regular needs. They have initiated a club-card database that helps to provide customers a better and attentive offer. Addition of value has become mandatory in order to give priority to the needy. For example, an expectant mother has been prioritized to park outside the store and assistance is available to help her as well. In the year 1998, Tesco started offering electricity and telecommunication products and services by which the company has recognized 110 customer market segments. The company has also opened a jargon-free bank for persons with middle income and young children (Peeroo, 2019). The services provided by the company were customer friendly, low-price perceived and understandable. In this way the market share of Tesco increased incredibly and customers were happy as well. 
Tesco valued customers more than the products. The well supported sales team of Tesco has been capable of generating consistent value experience to the customers. They considered customer value as the most important aspect on the basis of different factors. Customer value refers to the satisfaction of customer experience by obtaining a provided action related to its cost.  Customer value is considered as a phenomenon that sustains companies to teeter over the brink and maintain long-term relationships with the existing customers and earn repeat business by giving an effective customer experience (da Luz Peralta et al., 2020). Customer value comes down to recognize the effective matters to the customers and acts as a balance between the benefits derived from the entire experience of a customer or purchasing a product. Customer value helps to retain customers, increase customer advocacy, clarify customer requirements, define clientele and select fundamental developments.
[bookmark: _ozgxdolfnwif][bookmark: _Toc58874330]Conclusion 
Customer experience and engagement is an holistic perception of customers regarding their experience with a company or a brand. It is a result of every interaction that is obtained by a customer with the organisation. It covers from navigating the website to communicate with the customers and receive feedback about the products and services received by them. The every step taken by an organisation influences the customer perception and the decision making process that helps the customer to retain with the organisation. A great customer experience helps the organisation to gain competitive advantages and minimize the customer complaints.  It increases customer loyalty, customer satisfaction, improves word of mouth marketing, positive reviews and recommendations.  Here in this paper the entire customer engagement in Tesco has been analyzed by discussing the implementation of customer modules and standards, customer service and the detailed discussion of values and purposes of customer relationship management. It also emphasizes on buyer seller relationships and the process of managing customer expectation by implementing core ethical values. Proposition of customer value implemented by Tesco has also been explained.
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