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In this fast-changing business environment, where technological advancement is occurring at an extensive level has increased the demand of the customers. For a business it has become very important that it gives quality experience to its customers so that the company is able to acquire a wide range of consumers as well as loyalty towards the brand or product it is offering. Customers are an essential aspect of any business because they are the one who buy the products or services and thus help in maximising the revenue. Without them businesses cannot exist. Through giving a positive customer experience, a company is able to promote loyalty towards the brand or product as well as help it to retain customers. Understanding the needs and demands of the customers as well as customer engagement is regarded as the important aspect of any business so that it could boost its sales. Organizations implement and practice different strategies so that they can provide their potential as well as new customers with a positive experience both in offline and online stores. This report will give a clear understanding of the customer experience and its importance for which Tesco company has been selected. It will first describe the organisation chosen for understanding customer experience followed by an evaluation of various marketing theories which will be discussed further. Then it will evaluate the major factors that have influenced Tesco’s quality system as well as customer control during pandemic times by using the marketing and CRM theory. Lastly, the report will throw light on various systems which could help the company’s quality processes along with a critical understanding of the effectiveness of the systems in times of crisis. 
[bookmark: _Toc80203772]Overview of the organization

Tesco is a UK based firm which was founded by Jack Cohen in 1919. It is one of the largest multinational companies and acquires third position in the world. Earlier, Jack Cohen started the business with a small grocery stall but later on he officially founded Tesco Limited and gradually the business expanded all over the United Kingdom. Then gradually, Tesco joined hands with British variety store- Marks and Spencer so that it could develop more shopping centres outside the UK. 
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It is basically a retailing company which provides its customers with general merchandise, wide varieties of non-food and food products which comprises bakery, entertainment products, fresh food, home essentials, drinks, games, beauty and health related products, clothing, frozen foods, baby products, household appliances, electronic goods, consumer goods and so on. Not only this, the company also offers insurance and banking services to its customers through its bank operating in the UK (Alexandrino, 2014). Tesco operates its business in multi-format stores as well as online having various formats which is segregated by varieties and size of the products being sold. It has outlets all across Europe, Asia and USA and it has extensively expanded till now through acquiring a combination of various retail services and new stores as well as through adapting itself with the demand of the customers. In the United Kingdom itself the company has more than 2,200 stores which ranges from stores having large hypermarket styles to small high street outlets of the company. In order to increase its customer base, the firm also provides its customers with its varied products or services on its online website name Tesco.com which regularly attracts more than one million users, thus maximising its sale (Monios, 2015). Tesco’s move of one stop shopping which means that the consumers can easily get all their products that they require from one place has helped it to acquire a wide range of customers. And its main aim is also to serve the customers as well as keep them happy as it is important for making them purchase again and again. Tesco being a leading multinational retailing organization comprising about more than 360,000 colleagues also aim to serve their targeted consumers with quality and affordable products, health as well as sustainable food so that the customers are able to enjoy leading a quality life. 
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Customer experience is regarded as the major part of any business be it a retailing company, tourism or technology. All these businesses for their growth depend on their customers because they are the one who would purchase products from the company and thus generate revenue for them. And giving a positive customer experience is always at the heart of any company in order to acquire a sustainable competitive advantage (Lemon, 2016). But due to the crisis of covid-19, there has been a sudden change in the behaviour of the customers with regard to purchasing products. They restricted themselves from buying outside products and some opted to buy through online stores which brought changes in their shopping experience. Most of the companies were not able to provide better services to their customers and faced various issues with regard to customer service. This critical situation to some extent has forced many firms to make use of CRM as an effective strategy so that they are able to once again improve the experiences of their customers as well as their customer engagement. Many businesses in this Covid-19 situation shifted their business to online websites and this customer experience shift, interaction was done more online which led the companies to acquire a new customer base having a new set of priorities and demands (Pantanoet al., 2020). Covid-19 situation forced individuals to adapt certain changes in their everyday life, be with regard to our daily routine or our purchasing behaviour as we were more directed towards buying healthy and essential items that too by maintaining complete hygiene. People are now more focusing on what they are getting from a particular brand like in terms of how the brand is communicating, what it is offering, and what exactly the brand represents. This makes it more important for the businesses to focus more on giving positive customer experience so that once again they are able to retain their potential as well as new customers and sustain their existing in this competitive business dynamics. For this, companies or organizations implement different marketing and CRM theories which are mentioned in detail below.
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Marketing is one of the essential stages of a business process which comprises the activities that an organization conducts for promoting the products and services it is offering or is going to launch in the market. Marketing allows customers to get aware about the products that a particular company is offering so that they can purchase it. It comprises advertising, selling and then delivering the particular product to other businesses or consumers (Twin, 2020).  
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In other words, marketing acts as a way of communicating with the customers and attracting them towards the products of the company in order to boost their sales, acquire a large customer base and thus generate more profit through it. There are different types of marketing theories which are used by businesses in order to attract their targeted customers. A marketing theory basically states that to maximise the overall sale, an organization has to first position its goods or services in the market in an creative and interesting way so that the customers feel like buying it as well as develop a belief that there is a need of buying this product as it gives certain benefit (Milano, 2019). In other words, this is termed as creating an image of the product. The marketing theories that will be stated further in this report are as follows-
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Marketing mix is one of the marketing theories which is extensively practiced by the organisations operating all over the world as it is regarded as an effective theory for acquiring a wider customer base. Marketing mix is basically a set of actions which is applied by any firm in order to promote the products or the brand for the customers in the market. It is an excellent and crucial tool which helps the marketers of any company to understand exactly what their products and services can offer as well as ways to plan for an efficient product offering (Lake, 2021). 
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Marketing mix allows businesses to make successful and profitable marketing decisions which eventually helps to develop their strengths, reduce their weaknesses, enhance their profitable collaboration as well as become a more adaptable and competitive one in the market among other competitors. Commonly it is executed as 4 Ps of marketing which are Promotion, Price, Place and Product but some company’s even use 7Ps marketing mix which includes 4Ps and other three Ps- People, Physical evidence and Processes (Pogorolovaet al., 2016). 
· Product- This refers to the varieties of products that the company is offering to its target customers. It includes the features and the benefits that the customers can enjoy by buying these products and services (Khan, 2014). 
· Place- This refers to the stores or online websites where the products and services will be offered to the customers. In others where the actual goods will be sold and distributed so that customers can access it. 
· Price- This indicates the pricing strategy used for attracting the customers towards the products. It includes discounts as well as seasonal offers to acquire a large customer base. 
· Promotion- Promotion is various activities conducted for promoting the products or creating awareness about it in order to create a will among the customers to buy the product. This is done through advertisements, direct marketing etc.
· People-This means the workforce or employees working for the manufacturing of quality products to gain more profit (Khan, 2014). 
· Processes-Process is related to the delivery of the service to targeted customers.   
· Physical Evidence-Physical evidence is the presence of any business in the market among the customers and the other existing businesses.   
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Ansoff matrix is another marketing theory also known as product expansion Grid. This is basically a tool which helps companies to analyse and then plan effective strategies for their growth. Ansoff matrix was developed in 1957 by Igor Ansoff and it has helped many marketers as well as business executives to acquire a better understanding about the risks which are associated in terms of their business growth (Loredana, 2017). There are four strategies of this matrix which are as follows-
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· Market penetration- Focuses on maximising the sales of the already existing products in the market. 
· Product development- Focuses on launching new items in the existing market. 
· Market development- Major focus is on to enter into a new market with already existing products. 
· Diversification- To enter a new market with new products and services. 
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Covid 19 outbreak had a devastating impact on the businesses operating all over the world. It forces businesses to drastically make changes in their overall course and restructure or enforce radical changes to their plans (Fleming, 2020). As Covid 19 resulted in various restrictions being imposed by the government be it related to trading, travelling, restrictions on going out etc, led many businesses to suffer from loss in sale of their products as people limited their purchases and only bought essential items. Most of them also had to shut their business as customers were not visiting offline stores and were buying their products from existing online stores. This led many companies to shift their business from offline to online stores in order to generate revenue in this critical time. Some were able to adapt themselves to this critical change while others went into loss. Also, the companies had to adopt new strategies so that they could fulfil the new priorities of their customers and maintain their loyalty towards their brand. But there were some major factors both internal and external which affected organizations in this critical crisis as it created problems for them to maintain their control over their customers as well as their quality services. Tesco too was affected in these critical times and the major internal and external factors which impacted it are as follows-
· The company has to face a momentous shift in demand of products which made it difficult for them to handle it.
· The pandemic placed an unprecedented stress on the food supply chains which affected the supply of many food products to the company (Fleming, 2020). 
· Tesco’s entire working force or team felt pressured in Covid-19 critical time as the entire production process was disrupted due to shortage of labour force as well as not getting adequate raw materials for the production. 
· The demands of the customers also increased which again created a problem for the company to develop new products that will fulfill their needs. Customers were more concerned about the spread of virus so they restricted themselves from buying products which increased the concern for the company to gain their trust and supply their healthy and hygiene products with complete sanitisation and distancing. 
· Legal and political restrictions were imposed by the government in this critical situation which the company had to maintain. Companies were allowed to open their stores for a limited time and travel restrictions were also imposed.
· Customers buying behaviour was changed and they were more into buying healthy food products that too at low cost due to financial stability caused by the global pandemic (Naeem, 2020). 
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Marketing Mix
Product- As the buying preferences of the customers were changed in critical times like Covid 19 this influenced Tesco to some extent to generate control over its quality system. But as it sells a wide range of products it can easily cope with these situations where there was demand for new products. Tesco managed this situation by launching new products in the market as well as kept a good level of stock for its customers (Martin-Neuninger, 2020). 
Price-Tesco sells products of all ranges primarily it supplies low price products without deteriorating its quality. Covid 19 resulted in loss of jobs which led customers to search for products having low price, so Tesco maintained its customer base by giving them quality products at low price.  
Promotion- Promotion of the products in critical times can also affect the quality system of Tesco as it is difficult to gain customers in critical times. But Tesco uses different promotional techniques and offers schemes such as buy one get one free which will help it to effectively serve in critical times. 
Process- Another factor is process that can impact Tesco in critical times and it even did during Covid 19 but the company managed it by providing its products through its online site and delivering it directly to the customers doorstep.
People- Covid 19 situations led to travel restrictions as well as inclusion of few employees in an organisation to restrict spread of virus which too influenced many companies to conduct their processing. Tesco too was influenced to some extent but the employees maintained proper social distancing with complete sanitisation and mask. 
Physical evidence- Tesco through its logo and online shopping platform keeps its customers engaged towards its products (Rosnizamet al., 2020).  


Ansoff Matrix
Market Penetration- Tesco increased its market share through Tesco Clubcard points which helped it to acquire customer loyalty as well as helped the company to penetrate itself into new markets. At times of critical crisis, sales can extensively impact Tesco’s control over its customers and quality service which to some extent impacted the company during Covid times. And most customers were into buying high quality products and Tesco for generating a good customer base focus on those who prefer brands more rather than products. So, in further, critical crises, it can enter the market through its self-advertising website (Adamkhankasi, 2020). 
Product Development- Tesco clearly identifies the various opportunities that are available and then introduces new products for its customers in the market. Changing preferences can influence the company for which Tesco has a wide range of products like it even launched organic foods after identifying the changing preferences of the customers. So, in critical times it can develop new products.
Market Development- Tesco for market development keeps the majority of its suppliers and producers from the United Kingdom because they are better able to understand the segments of the customers. 
Diversification- Tesco diversified its products in new markets to attract more customers. This strategy helped it to mitigate the risk of loss in critical times (Adamkhankasi, 2020). 
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CRM theory basically states the idea of integrating potential and new customers. This is an effective way used by businesses as it helps in maintaining the relationship between the customers and the organizations. 
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CRM is important as it helps to shift the focus of organisations from the product to their potential customers, highlighting the major competencies which are required for acquiring an effective CRM process as well as streamlining the offer directly to what the consumers are demanding or needs, not what the company can actually make (Choudhury, 2014). As Covid 19 resulted in changing the demands of the customers and their preferences, businesses had to implement different strategies to support their businesses by fulfilling their needs in these critical times. So changing preferences and buying behaviour of the customers influenced the Tesco company as well because the company had to think of new ideas to supply quality products to the customers and maintain its customer base in these critical times. Tesco has on-demand CRM technology which it implements for improving its customer service for the individuals who are buying its products and services either from the website or from the retailing store (Fader, 2020). It also uses the clubcard which helps the company to build relationships and also allows its customers to get reward points which they can easily use in any of its outlets. Along with this the company also installed softwares in its call centres basically to support electronic divisions. In covid 19 times as well, Tesco maintained its customer services by keeping a good stock of products and serving them effectively. Thus, the company can better service its product and run its business even in critical times. 
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The act of supervising all operations and results of that plan in order to sustain a particular degree of perfection is known as quality management. This involves establishing a quality strategy, developing and executing quality checks and management, as well as standard implementation and monitoring. Total quality management is another name for it (TQM). TQM is a value proposition that supports the notion that an organization's ultimate prosperity is based on customer pleasure and engagement. TQM necessitates cooperation and coordination in a company to enhance procedures, goods, operations, and the corporation's environment. 

The Management of Customer Relations supports improved customer assistance and more viable sales. The CRM enhances the exhibition and creates progress since it simplifies and clarifies understanding of customer behaviour and inclination. It helps to identify new customers that depend on customer demands and understanding. This burden of efforts helps to ultimately increase the company's profits and advantages. The CRM helps to observe how customers feel, think and do things. It describes the measures and thoughts of the customer while at the same time deciding on purchasing selections. The present circumstances and related components impact the brain study of the customers a tonne. The purchase choices are dependent on many different variables, including customer information on the item and the market, financial plan, family appreciation, the foundation of the customer's buying power, customer advertising effect, limited customer information, the impact of loved ones, hurry choices at the place of the checkout, etc. 
To sustain in the competitive market, amongst the most renowned supermarket chains, TESCO, has mostly concentrated on enhancing the efficacy. It has attained and maintained its position as a result of its strong reputation, product and reliability (Hashim et al., 2021) Tesco offered new goods and products on a regular basis in order to fulfil and exceed client''s requirements (Cushman and Burke 2014). This firm strives to deliver deficiency free products and services that produce less wastage and are mishap free as an element of its quality management (Innovationleaders.org, 2016). Over other goals of the organization, quality management has been a top priority. Tesco employs a variety of methods to achieve its qualitative aim. It has hired devoted employees and highly competent human resources to maintain its quality services and goods, as well as to enhance the effectiveness of its commodities. Tesco holds daily meetings with the company's operational heads, the major subject of which is comprehensive quality assurance (Haerifar 2013). The administrators debate and propose ways to combine and adapt every company activity in order to achieve the required quality. Tesco already has a quality assurance division that monitors and increases the reliability of every goods sold within every shop (Cushman and Burke 2014). They also address the excellence of their loyal clients' products. They further guarantee that their services are improved day after day by recognising how they are improved. The quality control of Tesco is performed by two major techniques, including inspection and testing of products. These approaches are used throughout the whole manufacturing operation. This procedure also guides the assessment of raw resources (Goetsch and Davis 2014). The management of human resources is another area Tesco focuses on guaranteeing customer satisfaction. The firm also strives to develop a good rapport with its personnel as well as to provide the overall profit of the company. 
Coronavirus pandemic devastatingly affected the organizations working from one side of the planet to the other. It powers organizations to definitely make shifts in their general direction and rebuild or uphold revolutionary changes to their arrangements. As Covid 19 brought about different limitations being forced by the public authority be it identified with exchanging, voyaging, limitations on going out and so on, drove numerous organizations to experience the ill effects of misfortune in offering their items as individuals restricted their buys and just purchased fundamental things (Martin-Neuninger and Ruby, 2020). The greater part of them additionally needed to close their business as clients were not visiting disconnected stores and were purchasing their items from existing on the web stores (Fleming, 2020). This drove many organizations to move their business from disconnected to online stores to create income in this crucial time. Some had the option to adjust to this basic change while others went into misfortune. 
In the wake of this pandemic Tesco needed to take on new techniques with the goal that they could satisfy the new needs of their clients and keep up with their dependability towards their image. In any case, there were some central points both interior and outer which influenced associations in this basic emergency as it made issues for them to keep up with their command over their clients just as their quality administrations (Rosnizamet al., 2020).

Tesco has zeroed in on conveying class quality items and administrations. Due to execution of this framework, the presentation targets have additionally been changed during the downturn. The framework was carried out to take care of the requirements of clients, and the execution was fruitful. This is on the grounds that, during the pinnacle of the downturn the utilization conduct of the customers were unique, consequently the organization changed its market procedures to suit the market situation (Rosnizamet al., 2020). The administration kept on dissecting the ordinary market situation. Because of which, the organization has additionally kept up with its seriousness on the lookout. In addition, aside from considering the fulfillment level of the customers, Tesco additionally centered around fulfillment of the laborers with respect to the nature of their work and quality destinations of their execution. To be fruitful in carrying out the absolute quality administration framework, the organization centers around planning and assembling new items. The firm has increased its brand value with the effective introduction of Total Quality Management. Furthermore, the customer loyalty of that firm has risen since it has mainly aimed at offering outstanding products with the highest reliability. Existing consumers never purchase other companies and potential buyers are drawn because of their reputation for excellence. The firm has also attained viability effectively in implementing TQM. This is because management focuses on waste-free manufacturing as a component of Total Quality Management, to increase its quality control efficiency. The constant improvement reduced the company's added non-value operations (Rosnizamet al., 2020). The efficient introduction and growth of Total Quality Management has been assisted by efficient production and leadership skills. Furthermore, TQM enhanced the degree of customer experience indicating that this method has been implemented and developed successfully.


[bookmark: _Toc80203781]Conclusion

Since people purchase items or services and so assist to maximise revenues, the consumer is a vital component of any organisation. Companies can't exist without them. Comprehension of customers' requirements and expectations and customer commitment is seen as a vital element of a business in order to improve its sales. Administrators develop and execute diverse methods so that both online and online, they may provide their potential and new consumers good experience. This study gives a comprehensive picture of the customer experience and the value of Tesco. It then assessed, using marketing and CRM theory, the main aspects affecting both the quality system of Tesco and customer control in a pandemic period. Finally, the study shed light on numerous systems that might improve the quality processes of the firm and a critical knowledge of the efficiency of the systems in crisis situations.
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Introductory layout of the report

It has become quite vital for an enterprise that it delivers its customers great experience so that the firm may both gain a wide variety of customers and loyalty to the brand or product it offers. Because consumers are who buy items or services and assist to maximise income, they are the key element of every enterprise. Organizations adopt and apply numerous tactics to ensure that they offer a good experience both in physical and online stores to their prospective customers and to new consumers. This study provides a comprehensive knowledge of the customer experience and its relevance for Tesco. In essence, Tesco is a retailer providing to its clients general goods, a variety of non-foods and food items that include bakery, amusement, fresh food, domestic items, beverages, games, clothes, frozen foods, baby goods, electronics, consumables, and so forth. In addition, the firm provides its customers with insurance services and banking services through its UK based bank. Tesco works in multi-format shops and online stores with different formats, which are separated by product size and variety. It has outlets throughout Europe, Asia and the USA, and has developed substantially to this day via the acquisition of a mix of diverse retail and new shops and through adaptation to consumers' requirements and thus it’s enormous presence has been a reason for choosing it as the company for this report as it has also been badly affected by the Covid 19 pandemic. The goal and primary aim of this study is to analyse, using the marketing and CRM theory, the important variables that impacted the quality system and customer monitoring during a pandemic. The marketing mix and the Ansoff's Matrix theories will be used for this purpose.  In conclusion, it will provide an overview of several quality systems that may support the quality functioning of the company and a critical knowledge of system efficacy in crisis situations.
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