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Introduction 
The United Kingdom has a massive retail industry, contributing around £358 billion to the economy in 2016, accounting for around 5 percent of the total Gross Domestic Product of the UK. There are an estimated 290,000 retail outlets in the UK and the sector employs 2.8 million people. The industry is ruled by large organizations generating billions of pounds in revenue such as Tesco, Sainsbury’s and ASDA among many others. The presence of such a high number of organizations competing in the same market has naturally led to the creation of a hyper competitive industry, where these giants constantly try to out-do each other and increase their market share. Further, the retail market is characterized by its dynamic nature owing to fast changing consumer preferences. Thus, for a retail outlet to keep itself relevant in the industry, it must constantly strive to improve itself and ensure the retention of their existing customers.
Customer retention is one of the most critical factors that determine the success of a retail organization. To ensure their customers keep coming back to them and to attract new customers, retail outlets must provide the utmost quality of service to their customers and address their preferences effectively. Retail outlets frequently pursue the creation of customer value, which ensures that the customer genuinely perceives a benefit they are offered when choosing a specific retail outlet. For the purposes of this assignment, Tesco is chosen as the organization of our choice. The tools and techniques employed by them to develop customer value and ensure customer retention have been analyzed and the factors that dictate their effectiveness in implementation have been discussed. Further, the underlying factors that determine the approaches used by Tesco have been critically evaluated.
The most frequent approaches to create customer value adopted by retail corporations include adopting corporate social responsibility campaigns that help promote their brand image and offering reward schemes that incentivizes repeated purchases from their outlets. The marketing campaigns employed by them take the perspectives of the customers into account and address the changing preferences of their customer base.
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Ultimate goal of any business organization is to retain customer and to maximize customer value. Maximizing customer value acts as a pillar of the organization. There are several factors which influence the ability of Tesco to maximize customer value. Loyalty programs are carried out by the business company, where the customers are provided with discounts, offers and it can be used as an effective tool for increasing the customer lifetime value.
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(Source: 2017, 2018 )
The above graphical representation shows the market of Tesco worldwide. Thus, it depicts that thus business organization have a huge number of existing market throughout the world and it seems to be quite difficult to maintain good customer relationship. Tesco has to undertake certain initiatives such that they can retain customers by providing good customer service. Customer value of the business organization can be maximized with the help of a set of techniques, which includes the increase in amount and frequency of transaction. As and when the company acquires a new customer, the objective should be to attract customers by providing quality products and services, retain the customers and maximize customer value, which also includes maximizing revenue of the company. The purchasing frequency, duration of a customer to eb loyal towards the company and how much money is spend by the customers on each product are the three major factors that helps the business organization to determine value of customers and enables the company to maximize value. Thus, to maximize the value of customers, Tesco need to maximize the time rather duration of customers being loyal towards the Business Company, frequency and rate of purchase and the equation of monetary value against each purchase. The value maximization strategy of business organizations includes segmentation of customers into small groups followed by tracking of customers on regular basis. According to how much time does each customers spend on purchase, accurate prediction have to be made by the organization about customer behavior in near future. According to various researchers, it is clear that about 80% on an average of company’s profit is dependent on future profits, among which 20% comes from the existing customers. If a customer is totally satisfied, then it will contribute to much revenue and profit for the business organization (Berguson,2013).
Every successful organization has noticed that customer satisfaction is one of the most important things, which has a huge impact on the bottom line of the organization. To create an environment, that supports quality, organizations have to carry out their business activities in a systematic and structured process. Business companies have to implement several strategies which will help them to focus on quality and provide customer satisfaction. The quality of a product can be defined by the characteristics and features of that product, which will be able to satisfy the needs and requirements of end users. A critical understanding of quality processes in workplace is discussed in this project report. 
Successful business organizations implement the approach of Total Quality Management (TQM) in their business activities in order to provide proper customer satisfaction. Total Quality management focuses on development of services and products provided by business organizations, which in turn will meet the objectives of the organization and meets the needs and expectations of key consumers. This process can be achieved by any organization if all the employees of the particular organization work together and if they are completely customer focused. The critical components of the system include creation of culture, which is focused on the collection of data supporting efforts for customers. For creating a total quality management system, vision, mission and values of the organization is needed to be clarified (Håkansson and Snehota,1995). Employees should have a clear idea about organizational strategy and objectives of the organization. Thus, the first initiative that the company should take is to educate their employees and provide orientation and training regarding vision, mission and values of that organization (Bishop,2012).
Companies should have the ability to identify Critical Success Factor (CSF), which helps business organizations to focus on those things, which will help to meet objectives of the organization and also helps to determine that how well the objective can be met by the business organization. Business companies should also have the ability to identify the key customer group. The best way for any organization to understand about customer requirements and recent trends, is to obtain solicit customer feedback by simply asking several questions (Gummesson,2002). The process should be structured in a proper way which will help the company to understand their key customer. Most of the organizations make mistake by thinking that they properly know their customer and their importance but at certain extent, they are found out to be wrong. Feedback about the company should have to be obtained from customer focus groups.
Basically, quality is the source for competitive advantage (Schneider,2004). Top level managers of a business organization, such as Tesco has to take responsibility to provide proper training and motivation to all the employees of the business organization, which will help Tesco to achieve their objectives and provide customer satisfaction. Top business companies such as Tesco commits for providing best quality products to the customers and to monitor the quality system, Tesco defines a quality policy and objectives which have to be understood and implemented by all employees of the organization. The top level managers of Tesco are responsible to make sure about the most appropriate process which has to be implemented within their organization towards customer satisfaction (Gummesson,2002). They assign responsibilities to different employees and maintain the correlation among key employees by managing quality system of the business organization. Tesco have to provide adequate amount of resources in order to incorporate and maintain quality system within the organization. After assessing the entire process, managers of Tesco need to check the efficiency of this process and have to undertake several measures which will help in continuous improvement in the quality of product and services that the company provides. Quality control process is basically focused to fulfill the requirements of customers, which includes the operational techniques of the business organization (Leppard and Molyneux,1994).
On the other hand, quality assurance is all about providing motivation and confidence to employees and all other staffs attached with a business organization. It is one of the major responsibilities of quality assurance department. The main aim of the quality assurance department of Tesco is to provide effective quality assurance system and improve operations of the business company. Quality assurance department must have several dedicated and highly qualified personnel acquired with excellent interpersonal skill who will be providing training to all the employees of Tesco. Tesco go with the slogan “Every little helps” and according to their slogan, Tesco provides a wide range and variety of products and with varied and affordable prices and excellent service delivery. Through differentiation in products and services, Tesco ahs high competitive advantage in this retail market worldwide. The quality of service is directly linked with customer satisfaction. The brand has been supported by business strategy. Tesco ahs selected differentiated product strategies, which helped the business organization to become one of the best examples of direct segmented marketing. Culture of Tesco is a mixture of structure, leadership, norms and decision process. Thus, the business firm need to act as a responsible business organization and have to take care of all employees, staffs, the entire business environment and their main aim is to carry forward with their business activity ethically both externally as well as internally (Solomon, 2004).
Tesco has a corporate social responsibility which is community focused. They have been the first among all major industries, who have taken initiative to open zero carbon market in UK. Nowadays, customers are much more selective to choose the services. Thus, if a business organization would improve service quality, undoubtedly it will help them to provide customer satisfaction and will lead to high sales and profit of that organization. Until and unless, Tesco actually provides the services and products that they have promised to provide, the gap between service provided and service received will always remain. Thus, they have to align their service quality from the customer’s point of view (Buttle,2009).
Focusing on customer experience, Tesco reports a profit of more than 690%. Chief executive of Tesco, Dave Lewis said that they continued to make strong profits and progress regarding sales and the generation of cash continues to strengthen for around three years. More and more customers are shopping at Tesco. The business organization has been hit by the discovery of black hole in their account. Customers are the main focus regarding the strategy of Tesco. The sales grew by about 4.6% in UK.
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Figure 2: Market share for Tesco
(Source: Commons.wikimedia.org, 2018)
The above graphical representation shows the market share of Tesco which is increasing day by day. The increase in revenue and market share depicts that the business organization is experiencing maximum sale from customers. Tesco is reporting its best sales growth for more than about five years. Customer satisfaction is the prime key towards success for any business organization. According to records and several researches, it is clear that Tesco is providing good quality of services and products to the customers, which in turn resulted to huge increase in revenue of the business organization. Customer reviews and feedbacks are also positive towards the Business Company.
The benefits and challenges of developing and maintaining good customer relationship has been critically evaluated. Customer relationship management is a process through which business organizations promote customer satisfaction as well as customer loyalty. This process includes managing good communication with customers, by replying to queries of customers or any other questions rather complaints and solving the disputes within time (Smith, 1997). The main aim of customer relationship management is to build and maintain long term relationship with customers, so that customers remain loyal and keep buying stuffs from them and also recommend to other friends and family to shop from Tesco. Thus to meet this objective, Tesco and other business companies need to go to a great extent in order to build a strong reputation in the market by providing their customers with discounts, gifts, special services and some other benefits (Harrison,2005). In the modern business world, customer relations have become one of the most important paradigms, which basically define the relation between external and internal customers of the company. Consciousness for customers has grown in the late 20th century. Since 1960s the complaint department is known to be customer relationship department, which reflects the realization of business organizations to build and maintain a strong customer base and provide customer satisfaction. 
The purpose of customer relation programs is to convert one time buyers to permanent and loyal customers. Tesco implements a wide range of tactics which helps the company to encourage customer loyalty directly through special treatments or through promotions. The introduction of toll free numbers, made everything easier for customers to obtain information regarding the business organization and the products and services provided by them. After purchasing, a sales representative of the company should follow up with customer because the customers are deserved to be treated well. Customer satisfaction is the major key towards success not only for Tesco but also for all other business organizations. 
Apart from benefits, the business companies also face threats and challenges. Without attracting customers and retaining loyal customers, no business can succeed. Customers are the greatest asset for any company. The profit and success of business depends on maintaining long term loyal relationship with customers. Apart from being greatest asset or rather achievement, loyal customers also act as strong marketing resource for any business organization. Delivering excellent customer service can act as a great challenge for Tesco and the entire retail market. If customers gain positive experience then they will repeat business. Leonard Berry states that “Great service is about attitude. In addition a service attitude leads to a richer quality of life, not only in the commercial sector”. So, from statement the companies should understand that they have to make customer service at the heart of company’s strategy. Consistency and reliability can be considered as another major challenge of a retail sector such as that of Tesco. The business company has to clear from the very beginning about their delivery, refund policy and any other policies if they want to earn and maintain loyal customers. Hidden charges incurred during the time of delivery and high delivery rates are the prime reasons why customers have negative feedback towards any company (Forsyth,1999). Thus, Tesco have to be very clear about their policies such that they would not get any negative reviews from customers. If the business company introduces sudden changes, then it might upset the customers, rather they should give regular updates about their business activities and if they are going to implement any new strategy or policy within the market, about which the customers should be aware. Tesco need to choose the right technology in order to create better experience for the customers and provide customer satisfaction. Finding right technological platform can be treated as one of the major challenges for Tesco and all other retails. Skilled professionals in customer service management department of any business organization are in high demand. This can be considered as another major challenge for this company. Without having right expertise, the business company may miss out the opportunity to enhance customer service (Christopher et al.,2013).
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Conclusion 
The assignment was an effective exercise in critical thinking and using analytical approaches when examining a certain situation. It is pertinent for a retail organization to retain their current customer base and attract new customers to expand their business operations. This is ensured by developing an effective customer service model that incentivizes the customers to shop at their stores. The tools and techniques utilized by a certain organization depend on factors such as its relative size, scope, operational capacity, the geographical area they serve and the people inhabiting it. Customer expectations are ever changing, especially in the retail industry and it is important for the organizations to address these changing needs. Further, the retail industry has high turnover rates, which compromise the quality of customer service and care. The organization chosen for this assignment was Tesco, which is a retailing giant and has a massive operational area. The range of different tools and techniques utilized by the corporation has been discussed and the factors that dictate their implementation in the specific environments they face have been analyzed.
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