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[bookmark: _Toc40011341]Introduction
There have a lot of companies rising in both the local and international business sector. A lot of industries have risen and brining variety of products and services to the market. But the success of these companies lies within one major factor, which is the customers. The primary aspect of doing a business is to ensure that the product or service of the company would meet the needs and demands of a particular target customer segment. Without achieving that, there would be no profit for companies, therefore, no survival for the company in the market due to not making to the sales target. Customer’s thoughts towards a company and its business could mean a lot to the company as this can make or break the reputation of the customers. For this very reason, every company has to think about brining the best experience to their own customers through managing the quality within products and services of the company. However, this isn’t an easy task and requires a lot of approaches, planning and strategies in order to gain the attention of the customers positively. It is important to consider for companies that customer relations can be a huge part of the success of the business as well. Customer expectations also change time to time, thus it’s also crucial to think about what the customers might want or expect from the company, and make the right decisions in managing the product and service quality in the market. Modern businesses also have to think about ethical issues, especially when it comes to engaging with customers in the international business sector. So all of these could be very necessary to understand and engage in the customer experience, hence it will be thoroughly discussed through relevant information. The discussion will also be in the context of a retail organization known as Tesco, a large retail organization from the UK known for its retail operations within the international business sector.


[bookmark: _Toc40011342]Part 1 – Customer Value
A lot of the time, customer perceptions can be changed if a brand is able to achieve the customer expectations through the products or service that the brand is offering to the market. Customers shift from one brand to another brand simply because they always look for that one brand that can meet their current needs and demands. And companies that can manage to identify customers’ expectations can thus get the competitive advantage from other similar brands in the industry (Gummesson, 2002).
Tesco plc is a multinational retail organization that has been running its retail operations from a longer period of time. They started small, but eventually managed to expand their business because they were able to figure out the expectations of the customers within the retail industry. Hence Tesco is considered as one of the top retailers in the UK as well as in the international retail sector. Their main product range includes a lot of groceries and merchandising items. However; they didn’t reach success only through providing the exact products that customers need. Customers also value the service quality and as a retail supermarket chain, Tesco had to ensure that the staffs know what they need to be doing and communicate effectively with the customers. Through all of these aspects, Tesco has been successful with their business so far and has been able to expand their business in the UK as well as in other countries due to the demand for their service.
The term customer value includes various factors that represent what the customers expect from a company running its business (Gummesson, 2002). These are considered as the various dimensions that relate with the customer value. Based on Tesco plc, these dimensions related customer value have been explained in the following –
The Dimensions of the Customer Value
Conformance to requirements
There are several aspects when it comes to ensuring the conformance to requirements of the consumers within the business sector. Through the context of Tesco and the retail sector, these have been explained as follows –

Market mediation
The market mediation refers to the capability of a brand being able to offer products or services that the customers of that particular brand want or need from them. Market mediation does include some costs due to the occurrence of the difference within the supply and demand (Leppard et al., 1994). There could be situations where Tesco might see that supply is greater than the demand, in which case the company would have to maintain the necessary inventory costs throughout the supply chain. On the contrary, situation where demand is higher than the supply would mean that Tesco has the chance to lose some sales and could also gain some market share if they manage to meet the demands of the customers in the sector.
[image: Waitrose can add up to £43,000 to your house price | Daily Mail Online]
Source: https://www.thedrum.com/news/2019/07/17/tesco-accuses-aldi-unfairly-skewing-its-price-comparison-favour-itself

The functional items
Another factor that retail companies like Tesco has to consider is that their functional items can help them to predict the demand of the products. For instance; a household item that are not available largely in the market but has higher demand would mean that Tesco can gain market share if they could manage to fulfill the demands of the customers.
Fashion items or items that are variable
Items such as fashion or other type of products with higher value do come with higher demands and mostly these products do not come with a cheaper cost, hence the company has to ensure a responsive supply chain to avoid losing sales or having excess inventory in any way (Leppard et al., 1994).
Closing the loop of the communication
One of the major aspect of ensuring customer value is to be able to manage the supply chain and through effective supply chain management the company can close the communication loop within the supply effectively simply because an organized supply chain would be able to track the materials and the products of the company in real time, thus closing the loop of the information (Assael, 1995).
Sticking to a rhythm across the supply chain of the company
Companies like Tesco within the international market has to always quickly respond to the customer needs and demands; therefore, they usually try to spend on methods that would likely cause their supply chain to be faster and much responsive in order to meet the needs and demands of their customers in the sector (Assael, 1995).
Using the capital assets to the benefit of the company for increasing the flexibility of the supply chain
As mentioned earlier; Tesco, being a multinational company, means that they have to rapidly take actions to respond to the changing customer needs and demands (Buttle, 2009). This means that the company benefits a lot when they use their investment in the production to ensure necessary stock for the customers. They also benefit when they invest on their distribution channel which makes the whole process a lot more effective and they become able to easily respond to the changing needs of the consumers in the market.
Product selection
The product selection indicates focusing on one or more product lines that a particular target market wants or needs. Tesco deals with supermarket chain, which means they need to deal with multiple types of grocery related items that fulfill the general needs of the consumers (Assael, 1995). However, this also means that Tesco does not go beyond what they normally offer to their customers in order to keep things organized and to stay focused on their existing target consumers. This is why product selection has some factors to consider which are as follows –
Having a balance within the product options that are available for customers
Tesco, as mentioned before, sells grocery and merchandising items to their consumers. This means that their options for product variety revolve around the target market that looks for such items. This ensures that the company is able to organize their supply chain through keeping a balance within the different products that they offer to their consumers.
Limiting the variety
It is important to limit the variety within the products to certain extent in order to ensure that the company does not end up having to deal with huge amount of cost and overwhelming production chain as well as the distribution (Piercy, 2009). This approach helps the company manage their supplies and be able to effectively predict the demand of the customers, which wouldn’t have been possible if the company offered tons of variety. For instance; Tesco sells all kinds of general items and groceries in their supermarket, but if they decided to also focus on sportswear products, than this would mean that they would have had to plan a completely new production line as well as a new target market that has its own separate competitive business environment and this would’ve made it difficult for Tesco to micromanage all of these.
Following successful trends
A lot of the times many companies have succeeded through maintaining some common trends in the market. Some retail companies sell a single type of product to their customers. Other retail stores maintain the trend of selling multiple products in a single location for customers to gather and by from (Buttle, 2009). Tesco also provides their grocery items to customers through their supermarket chains which include all of the products that this brand offers to their customers. Another successful trend is that companies often focus on selling specific products in the market and staying on that area. Tesco for instance focuses on groceries and merchandising items, not anything beyond that.
[image: Waitrose, Marks & Spencer and Aldi: The UK's best supermarkets ...]
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Source: https://www.which.co.uk/news/2018/02/the-best-and-worst-supermarkets-of-2018/
Price and Brand
The price refers to the amount of money that a company charges to its customers based on the cost of production that the company had to maintain. Usually the price is set higher than the cost of making a product in order to cover for the cost and have some revenue that the company would be able to use to continue their production so they could sustain the in the competitive business sector.
Brand is the logo, name etc. that represent a company and also distinguish the company from other companies in the industry. Through branding, customers can separate one company from other similar brands. Often times, successful brands can largely influence the customer behaviors and their perceptions which can determine whether they have larger demand among a particular target customer segment or not (Christopher et al., 2013).
There are some things to consider when maintaining the pricing and branding of a company. These are as follows –
· Companies cannot rely on different pricing to differentiate themselves from other companies. A lot of the times, different companies within the same industries have to rely on same strategies to sustain the competition in the market or to achieve their organizational objectives. Some companies follow the cost reduction strategy like Tesco which allows Tesco and other companies that follow this to minimize the cost of production in the supply chain as much as possible so that the company can set reasonable pricing for customers to afford their products (Gummesson, 2002). Other companies that offer wide variety of products usually go with the differentiation strategy where they are able to offer different price through offering variety of products and do not have to think a lot about minimizing the cost of production of the products that are offered to their customers.
· Brand names, if established successfully in the market, can help companies to influence the customers to pay for the premium prices. The brand names can be used by customers to identify the quality of the products thus they do not mind paying for higher if they could get the items that they want from a brand. However; this requires the company to be responsive in their supply chain management and they could end up needing to increase the cost of the production for the items that they are offering to the customers.
Below is a comparison between Tesco and Marks & Spencer, both which are known as larger multinational retail businesses from the UK, to show how these two retail companies maintain their pricing and branding in the industry.




	Tesco
	Marks & Spencer

	Tesco offers generalized pricing for their products because they focus on cost reduction strategy.
	Marks & Spencer follows the differentiation strategy so they could offer variety of prices for their products which include foods, clothing, household items and luxury items.

	Tesco offers variety in a specific product line, so they could organize the cost and offer reasonable pricing.
	Marks & Spencer tries to sell variety of products and each type comes with its own cost of production, so this means they have the ability to charge higher or lower depending on the target customers for different types of product area that they offer to their customers.

	Tesco tries to create brand awareness through quick advertising both locally and internationally so customers would know what the brand is currently offering.
	Marks & Spencer tries to maintain higher cost in order to achieve quality for all types of products that they offer which allows them to influence their customers for paying the premium prices.

	Tesco has been able to secure its branding through setting up supermarket in different areas in order to make it easier for customers to get the product that fulfill their general needs.
	Marks & Spencer has been able to establish its brand by separating their stores based on their different types of products such as stores that only sell food items.



[image: Christmas dinner for £2.53 per person - General Retail - Consumer ...]
Source: Good housekeeping UK
[image: Sainsbury's is the cheapest supermarket for branded goods, study finds]
Source: https://www.thesun.co.uk/money/10515254/morrisons-cheapest-supermarket-christmas-shop/

Value-added services
The value-added service is an approach that a lot of companies take in order to grab the attention of the customers through adding more offers than what the companies currently have in order to gain the competitive advantages in the business sector. So this means it includes factors that are in the following –
As the name implies, it adds additional services. For instance; Tesco can offer home delivery for products that have been offered through online or telephone.
· Each company within an industry has their own value-added service to separate their service from each other (Christopher et al., 2013). The extra services might be similar, but can be presented in different ways to customers so that the brands can be separated from each other effectively. Tesco offers their own type of packaging that is different from brands like Aldi or Marks & Spencer in the retail sector.
· It is one of the high priority factors to business at this current state of business environment, both in terms of local and global business simply for the fact that companies need to increase the commoditization of their products as well as getting closer to their customers. Use of information technology such as the Internet and social media could be useful for the company. For instance; Tesco updates the inventory information on their online stores so that customers could easily find out what items are available on stock and what are out of stock, and the customers are also able to sort the products when browsing online in order to make it easier for them to look for the products within a specific price range that they are looking for in the online store.
[image: The best and worst supermarkets of 2018 – Which? News]
Source: https://www.thisismoney.co.uk/money/bills/article-2471801/Which-Shoppers-warned-supermarket-price-schemes-pinch-salt.html
Relationship and experiences
Building a good relationship with the customers is possible through making the customer experience exceptional from other brands which can heavily influence the customers to buy from a specific brand more when there are clearly similar other brands available in the market (Piercy, 2009). Customer relationship cannot be achieved only through the quality of the products. It also relies on how much the company is able to communicate with its customers. A company with quality products or reasonable pricing would not attract customers if the salesman ends up being downright rude or fails to provide the information on the items that a customer is wanting to know before they buy it.
Tesco plc is considered one of the top retailers in the international retail industry. The reason for this is that they have been able to ensure positive customer experience through communication and trained staffs, which made the customer service, aside from the quality of the products, a lot better. If this can be achieved, then customers find it difficult to switch their preference of the brand simply because they do not find such experience in other brands in the market.
Frequent promotional offers, creative advertising, knowledgeable staff, or even a simple smile to an annoyed customer can change the perception of the customers towards a brand, making it easier for the company to enrich their customer experience (Piercy, 2009).
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Service Quality
The organizations in the business sector has the main goal to make their target profit. However, if they want to maintain this as longer as possible, they would need to ensure that customers not only get what they want but also get the best experience from the service of the company while they purchase something. The term known as the service quality refers to the quality of the outcomes of the brand that are usually determined by the customers based on how much positive or negative it was for them during the buying and selling phase.
The service quality is usually assessed by the customers, and depending on the quality of the service, the customer behaviors could change towards a brand. If a customer at Tesco superstore is looking to buy a product for instance, he or she will determine the quality of the service by at first checking if the product is available for buying and then analyzing if the behavior of the salesman or cashier towards the customer is positive or not (Christopher, 2013). The environment also plays a huge factor as well, since customers would likely want to buy groceries from Tesco only if the place is clean. Any of these factors missing from the service would mean that customers would be somewhat dissatisfied with Tesco’s service, and if there are more than one factors related to service quality is missing, then it is likely that the customer would next time look for another superstore from other brands. If, however, Tesco managers to maintain quality, then of course the customers would come back again and again because of the experience that they got from the previous service.
So based on this explanation, the service quality can be assessed by the customers based on several factors which include outcome quality that determines actual quality of the product and its availability in the inventory of the brand, the interaction quality that indicates the communication and availability of information from the staffs working at the service, and then the physical environment quality that is the actual place of service and how cleaner it is (Foxall et al., 1994). These are almost all the time considered crucial for any type of company, whether it’s the retail business or other organizations.
Retail organizations like Tesco plc is able to determine their service quality using the servqual model which consists of five key factors regarding the service quality of a brand (Payne, 2012). This model helps the company to identify possible issues that might be lurking within the service and causing some conflicts between the customer expectations and the actual service from the company through the various stages of the service delivery.
The five factors or dimensions of the service quality that are part of the servqual model indicate different aspect of the service which have been explained in the following –
Reliability
This indicates the ability to perform the service that is offered by the company, exactly the same way it is offered to the customers. When companies promise something, customers expect to have the same outcomes from the service that they have been made aware of. If the service fails to accurately match with what was offered to the customers, then customers get upset with the service. Otherwise they get a huge positive experience from the service and are likely to become loyal to the brand if the company could continue being reliable for the customers.
Assurance
This indicates the idea and knowledge of the staffs regarding the products or service and their attitude towards the service (Lewis et al., 2012). If the employees working within the service is knowledgeable, then there can be a trusting relationship between the management and the employees as the managers would be confident about how the employees would be able to deliver the service to the customers.
Tangibles
This is the actual facility of the service, the available equipment related to the company, and the appearance of the employees working (Lewis et al., 2012). An empty Tesco store for instance would surely be a turn off for the customers who come to buy groceries as this would mean that they might have difficulties in finding what they want without the help of the personnel who work there or might be facing delays with the service. Presence of stores in key locations where there are larger demands can also satisfy the target customers as this would mean that customers would have easier time to visit the store of the company and get what they are looking for.


Empathy
This is the attitude of the people working in the service towards the customers. Aside from the availability of products and information related to this, customers also expect good behaviors (Foxall, 1994). Sometimes, a product might not be available, and letting the customers know that politely and offering alternatives could be the behavior that might set positive tones to the customers and they would likely to visit the store again just because of how they were treated before in the store by the salespersons.
Responsiveness
This is similar to the previous factor but here it is about how faster the staffs are able to respond to the needs and demands of the customers. Tesco, for instance, have employed large number of salespersons so that customers at any corner would find a salesperson nearby and receive prompt service. Having several cashiers is also another approach that has helped Tesco to minimize the queue of the customers, making it possible to provide faster service.

[image: Mô hình Servqual của Parasuraman]
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Product Quality
The term product quality refers to the level of outcomes of the production of the company which depends on various factors related to the production and better outcomes mean that the customers are going to be rather satisfied with the service of the company. Continuous maintenance of quality within the products can also ensure customer loyalty in the long run, but assuring quality isn’t easy since it requires better materials to be used which means more costs for the company and it is possible that the company might end up charging higher price to a product (Schneider, 2004). Sometimes this might not be an issue if the product is premium quality such as a sports car. But if general products that are bought by customers most of the time such as grocery items have higher price tags, then this might cause issues. This is because for such items, customers expect reasonable pricing.
To maintain both quality and the cost, there are various methods that companies uses. Total quality management or TQM is a common method that allows a company to plan and organize each of the activity related to the production and service delivery of the company so that resources could be utilized properly and management could track which specific operation can influence the factor of customer experience. However, such strategy does require the involvement of top management and companies without an effective management would likely not be able to benefit from such strategy in any way.
According to scholars; there are several factors related to the quality of the product. The first thing that a brand has to ensure to achieve higher quality product for customers to be satisfied with the brand is to ensure the performance of the product itself which means the outcome that the item will bring to customers when used. For instance; Tesco sells grocery items that are most of the time consumed by the individuals buying them so this means a quality grocery item would make customers satisfied whereas poor quality grocery item such as a spoiled item would cause huge dissatisfaction. Features are the next factor that customers look for. This indicate the actual type of outcome that a product delivers when consumed. A customer might look for a packet of chips from Tesco store and having multiple flavors would mean customers have different features to choose from when buying a packet of chips. Then comes the reliability of the product which indicates how much the customers can rely on a product in terms of its value when it is used by them after buying from the store of the company. Conformance is the next factor that indicates the actual demand for the product and the supplies available for it. If there is a higher demand for a product and supplies are available, then customers would likely purchase the product from a brand that has the supplies and might even sometimes overlook the quality if other brands have not much supplies. If demands are lower, however, the customers would not buy a product that has a lower demand and having extra supplies of it would result in the company having to deal with the costs (Schneider, 2004).
There are other factors related to the quality of the products (Schneider, 2004). Durability is also a huge factor, since customers would want a product that has a validity or active period for consumption. Otherwise it would be no use for them and low durability indicates lower quality within the products. The actual aesthetics of the products are also important (Schneider, 2004). Having better packaging for a product can easily attract customers to buy it since they perceive that the product has higher quality. And this leads to another factor which is the perceived quality of the customers which indicates the actual experience that the customers expect when they go for a product and if the brand actually manages to meet the expectations of the customers, then customers start to become loyal and would also look into other offers that the company has in the market. If all of these could be maintained within the products then it is possible for the brands to ensure product quality and provide customer satisfaction easily.
This is why it is important for brands like Tesco to ensure both the product and service quality within the business in order to be successful in the competition.


[bookmark: _Toc40011344]Conclusion
The customers become satisfied with an organization if it is able to deliver what is expected from the products and service. Tesco plc isn’t the only successful brand in the UK as well as the multinational retail sector, but is considered as one of the top brands because they have been able to meet the customer expectations through the means of the quality of their products and service. This is what makes them different from other competitors in the industry. And this should be a good example of why companies need to emphasis on the quality of the products and service if they want to achieve better customer experience in their business. With this report, these aspects have been analyzed and explained which should be easier to understand the importance of assuring customer experience.
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