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[bookmark: _Toc39972801]Introduction
According to the study of Culley (2019), quality systems and controls in an organisation is one of the essential elements in maintaining customer relation. The current era possess dynamic nature in which organisations strive to induce efficient approaches to meet customer satisfaction successfully (Martinaityte et al., 2019). The term quality is one of the critical elements for satisfied consumers. Organisations induce several means to ensure the quality of their products or services that allows them to retain their potential consumers resulting in sustainable business development. For an organisation, long-term revenue and profitability are required that is earned by inducing sustainable quality systems and controls within an organisation. This also allows the firm to offer high prices if a high quality product or service is being delivered, which allows the firm to have high business revenue, and a competitive edge over the competitors is also earned with the use of quality systems and controls in an organisation. Quality control plays a vital role where it allows viable means to an organisation to deliver the products that meet consumer expectations (Diallo et al., 2018). The quality control systems induced by the organisations also reflects their concern having high consumer expectation, and their potential regarding consumer experience can also be examined with the help of quality control systems. 
Furthermore, the quality control measures are the one that allows the firms to induce efficient means of business practices that are used to reduce the waste, and high levels of productivity are obtained.  Quality systems are also essential producing a noticeable influence on consumer satisfaction for the organisation along with the development of business revenue. The quality systems are considered as the rigorous processes, which allow the firm to have a continuous development in the quality and economic value for the offered products and services. 
Furthermore, quality systems also provide viable means where the consumer experience can be enhanced, and regardless of the size of the organisation, it is also essential in ensuring consumer relation for the organisation. This report has also evaluated the impact of quality systems and controls, and how they are used for providing better consumer experience, and to have long-term consumer retention. This report has described how different quality processes are induced in an organisation, and why they are important for their development. Moreover, this report has evaluated the firm Tesco in which their quality control systems are evaluated, and a comparison with the competitors is also addressed in this report. Furthermore, this report also describes the five dimensions of service and price-quality, and how they influence the consumer experience. Lastly, this report has addressed various benefits earned by the organisations for developing and maintaining consumer relationships, and how different challenges have to be faced by the firms in developing and managing consumer relation, and what alternatives are used to overcome the identified challenges. 
[bookmark: _Toc39972802]Discussion
[bookmark: _Toc39972803]Quality Process in a Workplace
According to the study of Guhl (2019), quality issues are getting noticeable attention in the present era. An enterprise is based on the foundation of the quality that is being produced in their products or services. Therefore, quality management is particularly important for all the organizations despite the sector in which they are operating. The quality management processes are integrated into the organizations that are used to engage sustainability in the organisational operations and to provide quality products to the consumers to have maximum consumer retention. 
Furthermore, it has been determined that quality processes are integrated with the implementation of different quality management systems. This ensures to have sustainable means to ensure the quality of the final product. The quality management systems are highly focused on consumer satisfaction, and it also ensures have improvised production process to have the products of the desired quality. This approach allows having the best results, and a sustainable level of consumer satisfaction can be obtained. It has been further identified that organisations or workplaces are highly focused to meet consumer needs. Based on their internal management system various quality processes has been induced within the workplaces that plays its role for value addition in the organisation, and quality processes are integrated to obtain high business performance. The use of quality processes also provides viable means to have effective and controlled cost operations, which also add value to the resources present in the workplace (Tiwari et al., 2019).
Furthermore, Bauer (2018), in his research evaluates that the concerns of entities and corporations regarding quality have evolved and complemented each other over time. It has been analysed that organisations in the present era are essentially concerned to ensure that the final product is of the same quality standards as the initial product. Furthermore, Borchardt (2018), in his study elaborates the concept of quality became part of the company's strategy, also contemplating social, political, economic and financial norms, and adding value in the products or services provided by an organisation. A Quality Management System thus hopes to support the strategy of the entire organization, decision-making and continuous improvement of the productive and commercial process. It is no coincidence that the ISO 9001 Standard, which provides a quality management model, is used today in numerous workplaces worldwide. 
As a reference at an international level, regardless of the size of the organization or the area of ​​activity in which it operates, this standard has allowed optimizing the performance and quality of the service provided by companies. However, the implementation of the quality management system is even more important if the organisation is considering a series of other benefits achieved with the induction of sustainable quality processes within the workplace (Jones et al., 2018). Furthermore, the use of quality process also enables to have a better business performance within the respective industry. It has been analysed that the introduction of various quality management systems to have a quality process because it helps the company to achieve its objectives that were defined in their initial strategy. The implementation of the quality process system ensures stability and reliability in relation to the techniques, equipment and resources used by the organization (Wang et al., 2019). 
In addition, all the workplace activities are integrated and aligned by the new quality processes and procedures to ensure the production and commercialisation of quality products and services, and it also ensures to have high consumer satisfaction, and a stable ratio of consumer retention is also obtained. It has been further evaluated that the use of quality processes in the workplace directly influences consumer satisfaction.  It has been determined that the quality processes that are fully recognized and implemented will ensure the workplace to have maximum consumer satisfaction that the company has been able to satisfy consumer needs, and thus it results to have an increase in the customer satisfaction that is beneficial for the company. 


As noted above, achieving customer satisfaction is a major achievement for the organisation and will help to attract the attention of the market (Van den Bulte et al., 2018). The quality management system and quality process serve precisely to guide organisations in determining their expectations and needs of the , and it is beneficial for the satisfaction in the workplace directly influences the customers, resulting to have maximum consumer satisfaction, and high revenue for the workplace will be obtained. On the other hand, quality processes also have a direct influence on workplace productivity. It has been analysed that productivity is by far one of the components most stimulated by a quality management system along with the quality processes within the workplace (Krishnan et al., 2019). This is because the Quality Management System and the use of quality processes help to better define the processes and responsibilities of each element of the production, thus allowing the production of products and services at the lowest cost in the shortest possible time. The optimised process with the use of the quality process provides viable means to mitigate any type of anomaly, and it allows reducing waste and costs. Thus, productivity ends up registering positive growth and is, therefore, one of the pillars of the quality management system that allows integrating sustainable quality processes within the workplace.
The use of the quality process in the workplace also provides an aid to have increased financial performance. It has been analysed that various organisations are making significant investments in quality management systems are eventually rewarded with positive financial results (Civiletto et al., 2018). This allows integrating the quality processes and that applied quality management systems, results to have better financial performance and a competitive edge can be earned by the workplaces over the other organisations.
Furthermore, the use of quality processes also ensures sustainable means to induce improvement in internal communication within the workplace. It has been analysed that for the Quality Management System to truly contemplate the entire value of the business, all hierarchical levels of the organisation must be involved in the process so that employees can follow the requirements defined by the system. In this way, it will be easier to achieve the commitment of all employees with the established standards and even to promote the personal development of each worker within the workplace (Al-Weshah et al., 2019). This is another benefit obtained from the implementation of a quality management system and to have quality processes, since the motivation of the entire team is achieved and the responsibilities of each one are highlighted. 
It has been determined that quality management is a mandatory subject in all workplaces, because in the present era customers are increasingly demanding and selective, which makes the organisations induce several measures of quality processes to meet the desired consumer demand. This means that, without an adequate standard, no company can stay on the market, sell and compete with others (Tiwari et al., 2018). Quality management depends on a series of solutions, such as, for example, investing in new technologies to control and enhance daily processes. However, many organisations continue to calculate the cost of investing in the strategy when, in fact, they should measure the cost of not investing, because management is highly focused on quality optimizes processes, which delivers solutions compatible with the interests of customers and generates results. On the other hand, a noticeable concern about quality processes has been determined as companies needed to improve their reputation and gain market share, they started to invest in solutions and from there, various quality processes with the help of quality management system are integrated within the organisation.
According to the study of Tomic (2019), the use of quality processes allows integrating the ABC Curve in their different organisational operations.  The use of ABC curve provides a significant understanding of the tools that are capable of giving the workplace management the correct understanding of the company moves, and how quality processes can be used to have better results for their development and productivity. It has been analysed that with the ABC curve technique, the workplace management can control and organize the stock better. Its function is to classify the products present in this sector according to the degree of importance they have for the company. With the ABC Curve, the firm is capable to create a ranking of the products according to the pace of their exit from the stock. This is useful to find out what has paid off for the organization. The system works in a very simple way: it is enough to categorize as products of curve A those that bring the greatest return, of curve B those that have a medium return and curve C those that have less return (Peeroo et al., 2019).
For management to be of quality it is not enough to just thinking about the technical aspect, it is also necessary to invest in the workforce for escalated productivity. The quality processes also encourage engagement, which occurs when the worker does not see his activity as a simple obligation, but as something, he has an interest in being part of. Each employee must be directly or indirectly connected to the quality of the processes carried out by the company. This depends on efficient communication and training (Gordon et al., 2020). It has been determined that a behavioural map allows the management to get closer to the profile of each employee. This type of information facilitates the alignment between the type of training offered and the characteristics of the professional, and essential results are obtained in regards to the quality of the products.
[bookmark: _Toc39972804]Consumer Experience in Tesco
According to the study of Gordon (2020), organisations induce various means of quality systems and controls aiming to have excellence in all of their functions and to have optimal consumer satisfaction. The use of quality systems ensures to have minimum possibilities of mistakes or errors and providing the desired quality of services of products to the potential consumers. However, the quality systems and controls are the strategic tolls, which are induced by the firms to compete in the current environment and to have sustainable means to have a prominent position within their respective market place. Furthermore, quality control and systems are used by the firms to have long-term consumer relation regardless of the sector in which they are operating. This section of the report describes the consumer experience of Tesco, and how quality systems control is used in the organisation.  
Tesco is one of the known retail firms in the United Kingdom. The reason for Tesco's success evaluated by different researchers is because of its quality services and products provided to their consumers. Tesco was founded in 1920, and in the present era, it is one of the largest retail firms in the United Kingdom.  According to Aiello (2020), Tesco has introduced various means to introduce new services and products to their consumers to have maximum consumer satisfaction. It has been analysed that Tesco works on the philosophy and concept of quality management, which provides viable means to the firm to have a sustainable and leading position within the UK retail market. Tesco has introduced various means to enhance the services and quality of their products as well as to provide essential experience to have a continuous consumer experience (Awadari et al., 2019).  

It has been analysed from the study of Culley (2019), Tesco has introduced essential means of technology to ensure a sustainable quality management and control systems within the organisation, and to have a positive consumer experience for the firm. Tesco has integrated CRM (Consumer Relationship Management) approach, and the core target of the firm is to increase its consumer satisfaction by enhancing the quality of their products and services as well as employee efficiency. Furthermore, Tesco has also integrated the use of CRM to target their potential audience and to promote their products and services among their potential consumers. It has been identified that Tesco is practising Total Quality Management within the organisation. Tesco has integrated the use of CRM along with the TQM approaches, which ensures that the best product is being delivered to the consumers, and the consumer need is fulfilled in the desired manner. This allows Tesco to have the leading position in the retail industry, and essential benefits for the Tesco profitability can also be ensured (Diallo et al., 2018). 
Tesco has been determined with various competitors in the UK retail industry. It has been identified that in the UK retail industry, ASDA is the second largest retail organisation after Tesco and one of the biggest competitor in the retail industry. Likewise Tesco, the CRM approach is also used by ASDA to have high consumer retention by providing them with the quality products and to fulfil their requirement (Bauer et al., 2018). 


However, ASDA uses CRM for their marketing purposes, and different other quality management practices are integrated into ASDA that are not directly linked with their CRM. This is the difference determined between Tesco and ASDA in which the CRM is being used for different marketing purposes, whereas in Tesco, the CRM is used to have live consumer feedback regarding the products and services, and with the use of different quality management approaches more sustainable approaches are integrated to ensure high consumer retention along with high consumer satisfaction. 
On the other hand, Borchardt (2018) elaborates in his research regarding the pricing strategy used by Tesco. As compared to the other retail firms working in the UK, Tesco is the one who uses CRM for their pricing strategy. The use of CRM is being used widely in a different department of Tesco that is being used to evaluate the prices of different products that are being offered in other retail stores. Based on the results, Tesco designs his pricing strategy, and it also ensures to deliver the required quality products to its consumers. This is the strategy adopted by Tesco, which ensures that lowest prices are offered by Tesco in the whole UK industry, along with the high quality products. This is the reason identified that provides best consumer experience, and high quality products can be delivered to the consumers, which ensures high consumer retention, and long-term goals are set by Tesco to grow in the global retail industry (Wang et al., 2019). This defines that Tesco provides essential consumer experiences by providing them with high quality and low price products. Furthermore, the CRM approaches are also used by Tesco in their supply chain operations to ensure timely delivery to the products to their consumers. 


Tesco also offers various products that are made by them, and with the use of CRM, Tesco ensures that fresh products are delivered timely and if there is any deficiency identified in the product availability, Tesco with the use of CRM keep the inventory updated, and the desired quality products are also being delivered to different stores within the UK. This approach keeps the consumer satisfied, and a positive experience is being observed that defines that all products are available with high quality, and this is the approach that provides a competitive edge to Tesco over the competitors to have a sustainable place within the UK retail market (Krishnan et al., 2019). Additionally, Tesco has integrated the TQM approaches in all of their departments to induce daily improvements, and it also ensures that a sustainable quality management and control system is implicated within the organisation. The core focus of Tesco is to provide quality products and services, which provides a significant consumer experience, and high consumer loyalty is obtained with the use of this approach (Al-Weshah et al., 2019). 
On the other hand, Tesco to ensure quality has defined various performance targets, which encourages the employees to work more efficiently and to provide high quality products to their consumers. This method also guarantees a sustainable quality management system within the organisation providing a continuous positive experience along with the continuous development for the organisation within the UK retail sector. 
[bookmark: _Toc39972805]Five Dimensions of Service and Price Quality 
As per the study of Tomic (2019), the quality dimensions are being used to evaluate the consumer perception towards the product or service offered by an organisation. It has been analysed that five distinct aspects are present on which the consumer measures the service or product quality. The five dimensions are assurance, tangibles, reliability, responsiveness, and empathy (figure 1). 
[image: ]
Figure 1: Quality Service Dimensions (Tomic et al., 2019)
Tangibles
The first aspect is the tangibles of the service dimensions, which defines the influence of the physical appearance of the product along with the physical surroundings in which the product is being placed. Furthermore, this also defines the equipment and facilities present to pleasant the atmosphere along with the presentation used to present the product (Martinaityte et al., 2019).  It has been identified for Tesco; a noticeable focus has been made on the presentation of their products along with the atmosphere in which the product is being placed. This provides essential grounds because Tesco packaging is the one that attracts consumers, which can be understood better with the packaging example in figure 2. The different quotes on the packaging of the Tesco products are one of the core features that attract consumers, and high sales ratio is observed (Guhl et al., 2019).
[image: ]
Figure 2: Example of Tesco Product Packaging (Guhl et al., 2019)
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Figure 3: (Waitrose rated the best grocer, Asda the worst - Which? - Retail Gazette, 2020)


Reliability
The term reliability in the service dimensions describes the level of accuracy adopted by an organisation, and they are delivering their promised quality products in the desired manner. Reliability is considered as one of the essential element, which creates an impression on the consumers, and it is considered as one of the core element to attain consumer satisfaction towards a brand or organisation (Tiwari et al., 2019). However, Tesco has induced various approaches of total quality management that ensures reliability of the Tesco products resulting to have high consumer satisfaction towards the organisation. 
Responsiveness
This dimension describes the organisation consciousness to provide first-class quality products to its consumers. Responsiveness describes the organisational priority that is being used within an organisation to provide best-guaranteed products to its consumers (Jones et al., 2018). 


However, in Tesco, it has been determined that they use CRM where they ensure that high quality product is being delivered to the consumers. The use of CRM also provides significant means to have updated inventory, which ensures the availability of the quality product in different Tesco stores.
Assurance
The assurance dimension is the one that describes how the service or product is being presented to the consumer. This mostly includes the practices that are being adopted by the service provider to deal with their consumers. However, for Tesco, it has been determined that all of their staff provides appropriate training regarding consumer dealing, and they provide their best services to deal with their consumers (Van den Bulte et al., 2018). Furthermore, a feedback system is also integrated within Tesco stores in which consumers give their feedback regarding their services, and complaints can also be filed with the use of the same medium. This defines the level of focus of Tesco towards their consumers along with the efforts made by Tesco to deliver quality products to their consumers. 
Empathy
This term defines how an organisation deals with the problems raised by the consumers. The term empathy defines how consumer dealing is done, and what quality services are being provided to the consumers. Empathy can be induced if the organisation have detailed knowledge regarding consumer needs,  and appropriate solutions can be made to provide appropriate services to the consumers to address their concerns sufficiently (Civiletto et al., 2018). 


However, in Tesco appropriate policies has been integrated that deals with the consumer concerns, and sufficient training is provided to the staff to deal with the consumer issues in the desired manner. This approach is the one that positively influences the consumer experience, and high consumer loyalty is observed for the organisation.
[bookmark: _Toc39972806]Benefits of Developing and Maintaining Consumer Relationships
According to the research of Tiwari (2018), consumer relationships define the concept of intangibility of a product or service and works with the subjective area of ​​the consumer's mind, striving for it to become loyal to the products or services that are offered to them. Consumer relationship management is a strategy that is practised by numerous organisations, and it also needs to be, modified whenever deviations in conduct are noticed, especially from the consumer, seeking to identify the reason for these deviations and correct them as fast as possible. Peeroo (2019),  further states that maintaining and developing consumer relations provides viable means to encourage the consumer loyalty that seek, through personalized persuasion campaigns, and it is also advantageous to build and maintain customer loyalty for the organisation. However, it has been analysed that maintaining and developing consumer relations escalates customer loyalty. The development of consumer relations allows having the constant, differentiated and personalized relationship that enhances the overall productivity of the organisation.  
This can be determined by evaluating the consumer loyalty of the service provider organisation. For instance, in airline companies, a mileage plan grants progressive purchase or use of the services. To achieve the highest level of consumer loyalty, the companies must change their strategies, changing the expression, and it provides viable means to develop a sustainable consumer relation and enhanced loyalty towards the product is also obtained (Gordon et al., 2020). 
On the other hand, it has been further analysed that in most companies, in their marketing plans, is generally dedicated greater attention to conquest than to fidelity. However, it is considered difficult to find how an organisation is concerned with maximizing customer satisfaction so that they are loyal to them. However, this is the stage where consumer relations are evaluated that defines the spirit of relationship marketing activities is always to be attentive to the opinions of current customers.
Furthermore, Awadari (2019), in his study reiterated that loyal customers provide several benefits, because the company knows their rules and knows how to interact with them, and this can be earned if a sustainable consumer relationship is present, and it is significant for the organisations to have viable means where benefits from the loyal consumers can be obtained. Martinaityte (2019), further explains that the customers who buy constantly in a company are of low cost for the same since the organization understands and knows their customs, and it is earned if a sustainable relation is being observed with the potential consumer. In view of the evident results, thousands of companies across the world are developing loyalty programs, and it has provided several advantages for the firms to have high business productivity. This happens in a moment when products are very close to being equal when consumer relationship management is an effective strategy to captivate the consumer. Furthermore, Aiello (2020), in his research defines further advantages of maintaining consumer relation because it allows the firms to attract a potential number of customers, and the company must make them feel good and respect them, which will produce significant results for the firm to have a prominent place within their respective industry. 


It has been further identified that consumer relationship management provides viable means for having high consumer loyalty because it allows the firm to treat their customer well, and good service will be provided to their consumers that will meet their requirements, and high business revenue will be obtained. This defines the importance of maintaining the consumer relation because it has been determined that it's no use having the best loyalty project in the world if the organisation doesn't know how to deal with different types of customers, and is not ready to retain them. All can be obtained if the consumer relations are maintained sufficiently and with maximum efficiency. According to Aiello (2020), consumer relationship management allows the firm to make the customer their active salesperson where word of mouth can be used to increase the number of the consumer for the organisation.  The use of consumer relation provides viable means where the consumer speaks regarding the product to have an increased number of consumers.
It has been determined that marketing and selling do not support a company's survival, there is a noticeable requirement present of having a stable consumer relationship. There are hundreds of similar companies with equal qualities and products but there is no such growth observed in the organisational revenue. This is the area where the company has to have engaged different approaches of consumer relationship management, that delights the customer, and significant results will be obtained (Gordon et al., 2020). 


Furthermore, it has been determined that the use of consumer relations programs provides viable means to the firm to develop various consumer-type programs, which can be developed by the industries that may include retail sector, tourism sector and much more, which are limited to differentiated discounts to cardholders, as well as promotions and special discounts for volume and frequency of the consumers, which will provide aid to have different forecasts regarding their business revenue, and long-term relations with their consumers can be developed with the development and maintenance of different consumer relationship program. 
[bookmark: _Toc39972807]Challenges in Developing and Maintaining Consumer Relationships
According to the research of Gordon (2020), various challenges are presently associated with the development and maintaining consumer relationships. The development and management of consumer relationships require contact with the potential consumers, and it causes different challenges for the organisation to minimise the time gap between consumer query and reply by the firm. However, the delay in addressing consumer concerns causes various challenges for the firm to maintain a sustainable relationship with their consumers. Most of the complaints that are received are regarding the quality of products or services, and it requires the prompt response, otherwise, the organisation can lose their potential consumers.  To overcome this issue, the organisation is required to induce sustainable communication mediums that will be used to reduce the time gap between consumer query, and inducing solution, and the consumer relation can be managed in the desired manner.


Furthermore, consumer motivation is another challenge identified in the management process. The organisations have to strive to induce viable means to shift their consumers from the low-value products towards the high-value products (Peeroo et al., 2019). This is earned by providing consumers with the knowledge regarding product quality, and how it can be utilised by the consumers. It has been identified that various firms offer different incentives to their consumers, which motivates them to shift on the high-value products. It has been further determined that organisations have to face serious challenges regarding the conversion of prospects into consumers and to have sustainable strategies that will be used to make the consumer loyal towards the firm, and effective marketing can be done of the products and services offered by the organisation. 
However, by producing customised products along with the personalised services by identifying the key elements that will be used to earn consumer loyalty, and key factors can be improvised to ensure the consumer loyalty, and the challenge can be addressed in the desired manner. This approach can be applied with the use of effective digital marketing approaches that will play its role to attract potential consumers. The use of digital marketing approaches will provide viable means to reduce the costs, and detailed knowledge of the target consumers will be earned that will play its role in overcoming the challenges, and desired results will be obtained (Gordon et al., 2020).
[bookmark: _Toc39972808]

Conclusion
This report has described the importance of quality systems and controls that are used by the organisations to provide a quality experience to their consumers. This report has described how quality processes are used in organisations. Furthermore, the consumer experience of Tesco has been discussed along with the five dimensions of service quality that how it influences the business of Tesco. Lastly, the benefits and challenges associated with the consumer relations are discussed, and how it can be used to enhance the productivity and consumer turnover ratio for an organisation.
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