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[bookmark: _Toc522369103]Introduction
Customer satisfaction is one of the most important factors for every business organisation especially in this era of globalisation. Nowadays each and every business organisations are finding strategies for expanding their business in global market and gain the profit and benefits of global markets. Thus the competition in the market is also increasing and every organisation is trying to impress their customers in every possible way for establishing their business in a better way and fulfilling the basic purpose of the business. Customer satisfaction is the basic aspect of every business as organisation and customers are two ends of every business whereas every other stakeholder is in the intermediate processes of business. Thus it is the primary target of organisations to keep their customers satisfied which will increase their overall sale and revenue and helps them to make a steady place in the market. This report focuses on the factors maintained by the organisation which can influence the value of customers and the quality process of the organisation and its effectiveness. Tesco has been considered in this report for analysing the influencing factors for customer satisfaction and effectiveness of their quality process for meeting the requirement of their customers. 
[bookmark: _Toc522369104]Influencing   factors for Customer’s value in Organisation
[bookmark: _Toc522369105]Quality standards and modules
[bookmark: _GoBack]Quality standard and module is the most important factor that influences the satisfaction level o the customers. As per the view of Kauraet al.(2015, p.405), customers often prefer buying from the business organisation with a strong brand value in order to get the product with a quality standard as per their expectations. It is the quality standard of a product that is the primary expectation of the customers while they purchase anything. Thus in order to gain satisfaction of the customers it is the duty of the organisation to fulfil their expectation regarding the quality of the product. Based on the view of Khan and Fasih (2014, p.331), it can be said that every organisations maintains and follow some guideline and specifications as the quality module in order to maintain the quality of the product. 
Tesco was voted as one of the worst supermarket of UK in the year 2013 with a score of 45% on customer satisfaction due to the fall in the quality of their products (Press Association, 2013). As a grocery supermarket it is important for them to maintain the quality of the products especially the food items in order to satisfy their customers. Quality of the product also creates an impact on the purchasing decision of the customers and their loyalty towards the customers. If the organisation provides a great quality in their products and maintains the consistency of the product quality and customer will prefer purchasing from them and they will influence their relatives and friends to purchase from that organisation. 
[bookmark: _Toc522369106][image: ]
Figure 1: Development of business of Tesco
(Source: tesco.com, 2018, p.2)

Customer Service
Customer service is the primary factor for satisfying the customers. Based on the view of Shin et al. (2017, p.165), it can be said that even the quality of the product cannot gain the desired level of satisfaction in case the customer service is not effective. Based on the view of Hurley (2015, p.59), organisations should provide some extra focus in listening to the requirements of their customers and the issue they are facing while purchasing form the organisation. Effectiveness of the customer service can be measured by the readiness of the customer service employees of an organisation in case of solving the queries of the customers and mitigating the issues they are facing while shopping or making payment. Customer service heavily depends on the customer service thus it is the responsibility of the organisation to establish their business in such a way so that their customers can gain a pleasant experience while purchasing. They can satisfy their customers by establishing an effective team of customer service who can mitigate the issue of the organisation and fulfil their requirements. 
Behaviour of the customer service staffs and their attitude towards the problems of customers are extremely important for satisfying the customers. Customers of Tesco have provided feedbacks mentioning that the customer service staffs of Tesco are extremely helpful and amiable. They help the customers in shopping and maintain a friendly and cheerful for the kids in order to make the job of shopping a bit easier for the parents (Ttiglobal, 2018). Thus it can be said that it is the customer service of Tesco which has helped them to achieve the position of one of the top supermarket in terms of customer satisfaction. Tesco has observed an increase in their level of customer satisfaction which has raised 1.2 point more from 80.1 (kamcity.com, 2017). The biggest area of Tesco in regarding the rise in customer satisfaction is their customer service in terms of handling the complaints from customers and helping the customers to get the right thing while purchasing. 
[bookmark: _Toc522369107]Customer Centrality
Customer centrality refers to one of the business strategy of some of the organisation which keeps customer at the centre of their every decision-making activity. As per the view of Plangger and Watson (2015, p.626), strategy of customer centrality focuses on considering the requirements and issues of the customers the most important factor before outlining some new product or marketing related strategies. According to Kumar (2016, p.109), this strategy is more or less followed by every single organisation as customer satisfaction is the basic criteria for running a successful business. Customer centrality is the most effective way of gaining customer.  
Organisations following this strategy keep customers as the driving force for all their marketing strategy and position their products based on the requirement of the customers. Impact of customer centrality can be seen in terms of high level of customer satisfaction and eventually increase in the number of overall revenue and profitability. Tesco has established customer centrality in their business strategy but they have somehow ignored the customer value in their strategy and their other factors which has resulted in their lowest score among the top ten supermarkets in UK in terms of customer satisfaction. The primary reason behind the customers being dissatisfied. 

Figure: grocery market share figures (Kirby-Hawkins et al, 2018)
[bookmark: _Toc522369108]Purpose and Value of customer relationship management (CRM)
Customer Relation Management is a system of every business organisation that focuses on establishing a strong relationship with the customers. Based on the views of Nyadzayo and Khajehzadeh (2016, p.263), CRM system of organisation identify and apply various strategies for satisfying the customer and making the relationship between the customer and organisation stronger in order to keep their loyalty towards the organisation intact. The reason behind establishing a strong relationship with the customers and the purpose of establishing and effective system of CRM is that the organisation gain competitive advantage in the market. CRM of an organisation has the all the historical view as well as analysis of the customers acquired and going to be acquired by the company. 
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Figure 2: Retail chain based CRM in Tesco
(Source: Kaul, 2017, p.56)
CRM system helps the organisation to foresee the requirement of the customers and implement them effectively in order to increase their business. Based on the view of Kaul (2017, p.56), it can be said that CRM contains the details of each and every customers and using those they can track the customers and determine their potential customers. CRM of an organisation not only try to establish a strong relationship with the customers but they also try to gain new customers. The most important benefit of CRM system is that CRM is that it is extremely cost-effective. Establishing a strong system of CRM reduces the problem of handling a manual and paper work for the company and lessens the number and amount of employees and resources to deal with. Khodakarami and Chan (2014, p.28), stated that various technology are available in the market for handling the CRM system of organisation and they are smooth and comes in a reasonable price. CRM system of Tesco is efficient enough in terms of managing the relationship between the customer and organisation which has helped them to get back the desired level of customer satisfaction. 
[bookmark: _Toc522369109]Buyer seller relationships
Relation between buyer and seller is equally important for gaining customer satisfaction. As per the view of Orel and Kara (2014, p.119) buyers and sellers are the two end of every business and in order to keep the business running successfully a strong relationship between the buyers and sellers is extremely  important. Buyers are important for the seller as they provide a huge amount of advantage in terms of competition present in the market. Thus seller tries to satisfy their buyers and establish a good bond among them as buyers often promote their business with word-of-mouths in case they are being satisfied. Buyers often preferthose sellers with whom they have established a strong bond. Based on the view of Athaide and Stump(2015, p.89), it can be said that the relationship between buyer and seller influences the loyalty of buyers as well as their purchasing behaviour. Tesco has successfully implemented a strong relationship with their buyers in order to increase their satisfaction level 1.2 points which has eventually raised their revenue by 0.7% (Davidson, 2016).
[bookmark: _Toc522369110]Managing   customer expectations
Managing the expectations of customers is the primary factor that can influence customer satisfaction. Meeting the expectations of the customers is the only way to increase the satisfaction level of the customers. However, as per the view of Almsalam(2014, p.80), expectations of customers not only rely on the product quality. Customer services, infrastructure of the organisation, range of products they are offering are also included in the list of expectations of the customers. 

Figure 3:  Expectations of Customers
(Source: Aliet al. 2015, p.1426)
Expectations of customer are also associated with the price of the products as well. Thus a business organisation often focuses on their pricing strategies in order to provide the products in reasonable price in order to satisfy the customers. Based on the view of Aliet al.(2015, p.1425), company often announces various type of discount and free products for increasing the sale of a particular products by influencing the purchasing decision of the customer care. 
Each and every organisation especially supermarkets try to make the ambience of their store more beautiful and establish a strong infrastructure in order to create an impact on the mind of the customers. However, the primary expectation of the customers is associated with the quality of the products and value for money. As per the view of Kumar(2016, p.109) competition in the market of is getting high thus organisations are investing a huge amount of time and resources in identifying and analysing the expectations of the customers and design their business strategy based on that. In order to meet the expectations of customer and increasing their satisfaction, Tesco has invested a huge amount for their in-store appearance. They have also improved the quality of the products in order to meet the expectation of the customers regarding value for money.  
[bookmark: _Toc522369111]Critical analysis of the Quality process of and its effectiveness for meeting customer requirements for organization
[bookmark: _Toc522369112]Decision making process for purchasing
Decision making process for purchasing is about tactical attempts that are used by commercial organisations for having high consumer base. The purchasing decision making process is actually an organised stepwise manner, through which, consumers takes several steps for buying a specific product. In view of Epstein (2018, p.21), it can be said that in the process of purchasing decision making, the core steps are recognition of wants and needs, choice evaluation, searching of information, purchase along with post-purchase evaluation. In case of the first phase, which is needs recognition, the consumers mainly develop specific wantings or needs from a particular product to get satisfied. In the second phase, searching information, the consumer base of Tesco research for services or products that better satisfy their specific needs. Third phase is associated with alternative evaluation, according to which, customers of Tesco start seeking for the best deal that is effective in fulfilling desired needs and wantings from particular product. Fourth phase is made with stage of selection, as per which, after making organised tally of need criteria, consumers of Tesco decide about what to purchase that will meet desired wanting regarding particular product. The last stage is associated with decision evaluation, according to which, there is requirement of taking care of after purchase analysis. Tesco believes that for gaining competitive advantage, in case of high profitability and annual revenue generation, it is indeed essential to have lifetime consumers and not one-time customer. The chain supermarket makes sure that brand reputation does not turmoil forever by one single buying experience of customer. That is why; this organisation takes care of each and every phase of consumers’ purchasing decision making procedure for maintaining high consumer base. As influenced by Verhoef and Van Doorn (2016, p.37), it can be said that consumers mainly use to buy products, in which, they find two factors positively, one is fair price tag and another is specific needs or benefits. 
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Figure2: Decision-making process in Tesco
(Source: Verhoef and Van Doorn, 2016, p.37)

In this case of Tesco, it is to be mentioned that this chain supermarket takes help of social media platforms for manipulating buying intention of potential customers. It can be better demonstrated with the help of an instance of advertisement on social media sites. For instance, Tesco can arrange advertisements for launching new facilities or beneficial aspects of existing products or services on social media platforms, such as, face book. Official websites are additionally used for grabbing attention of efficient consumers. The chain supermarket makes sure that they stay connected with their consumer base through social media sites and official website for manipulating purchasing intention. It is to be added further that the organisation takes help of social media in high extent as they have numbers of potential customers, who are highly influenced by informative article regarding specific products or services. Therefore, it is commendable that there are several ways, through which, purchasing intention of consumers can be controlled and manipulated. While the chain supermarket undertake effective approaches for grabbing purchasing decision making process of consumers, ethical considerations are positively maintained and followed. The most commonplace ethical considerations, which are used by Tesco, are fair-trade and sustainable resources. 
[bookmark: _Toc522369113]Ethical considerations
Fair-Trade
Fair trade refers to the trading among producers in developing regions and organisations in the developed regions, through which, fair prices are paid to producers (Xie and Lee, 2015, p.237). Tesco is associated with taking part in fair-trade for better decision making process of buying or purchasing. In order to determine purchasing intention of consumers, this chain supermarket has observed that there is large number of female consumers, who believe that fair trade products are appreciable in every possible parameter, such as, attributes, price tags and benefits, of desired product.   
Sustainable resources
Sustainable resources are all about proper management of standards regarding sustainability. As per the view of Choudhary and Shankar (2014, p.7), it can be said that the sustainable resources are randomly replenished towards provision of energy without affecting the extent of supply. Tesco makes sure that they are mostly involved in waste management for better sustainability and as one of the environmental responsibilities. Additionally, this chain supermarket believes that in order to manipulate the purchasing intention of consumers, it is the foremost step to make consumers realise about individual responsibilities towards environmental sustainability.   
[bookmark: _Toc522369114]Appreciation of the importance of quality control
Quality control is an essential part for retail business to ensure its ability to transform the prospective customers to their loyal customers. Tesco, being UK’s largest retail market was suffering to manage its quality and performance management systems effectively. It was reported that previously the quality management of the service provided by Tesco’s Customer service representatives were analysed with the by their managers. Managers required evaluating the performance of these Customer service representatives through the conventional key performance factor analysis which requires a lot of time. Thus also delays the decision of strategic change within the organization. As a result it was reported that Tesco was compelled to close around 50 stores due to their underperformance (Foley, 2018). These stores were unable to meet the sales target and managers were also unable to locate the actual reason behind this. However the main reason was prevailed after the performance evaluation performed by the Customer service managers of Tesco (Davies and Butler, 2017). It was observed that customer service standards were declined due to which the sales target was not meet in 2015. Thus the management team had decided to incorporate the total quality management system to address these customer service issues. 
Quality control is the best option to enhance the interpersonal skill between customers and suppliers. Jiménez-Jiménez et al. (2015, p.330) stated that quality chain between customers and suppliers can be broken for any reason like not meeting customer requirements. Thus based on the principles of total quality management it can be stated that to maintain the quality standards throughout any business it is essential for each person within the quality chain to be properly trained. Benavides-Velasco et al. (2014, p.80) stated that the basic objectives of quality control can be stated as 0% defect and 100% customer service. Hence every customer service managers were trained to check these four aspects from the performance of each customer service representatives. These are customer focus, quality, legality and safety. 
Every customer service representatives were also trained to follow these aspects within their job role. It was observed that these customer service managers were trained to focus on the following four principles of total quality manage system. 
1. Customer requirement needs to be noted properly. 
2. Incorporate strengths to create customer value
3. Recruit innovative and energetic employees. 
Training and Development team had also arranged to provide trainings on Business systems to all the managers to ensure that they are able to evaluate the performance of customer service representatives at any convenient time. Akgünet al. (2014, p.889) highlighted that this will ensure that the performance quality management was not performed based on documents. Hence by implementing the total quality management system staff members of the Tesco stores are able to address the customer's’ requirement effectively which leads to increase in sales volume. It was reported that based on the performed of last quarter 10.5% increase in the current per hour salary allotment of the staff members (Davies and Butler, 2017). As a result staff members are eligible for £8.42 per hours instead of £7.62 from November 2018. Thus it can be stated that the performance of the staff members at Tesco Stores were improved after incorporating the Total Quality management system. 
It was also revealed by the staff member of Tesco stores that they were now able to provide the following customer values. 
· Fairness, trust and integrity
· Profitability
· Continual improvement
· Quality Standards
· Values related to customer service
The research and development team of Tesco highlighted that training an essential part of Tesco’s business to ensure the standards of their staff development that will lead to continuous enhancement of customer service standards. 
[bookmark: _Toc522369115]Customer value
Customer value refers to the satisfaction of the customers that they get after purchasing a product or service with respect to the cost of that product or service. It is an extremely important factor and customer satisfaction heavily relies on it. As per the view of Flint and Woodruff (2014, p.203), every organization should focus on the customer value in order to achieve desired level of satisfaction. It is an important concept of marketing and business which allows the business organisation to analyse the satisfaction customers are getting after buying a product form their organisation. Lee et al. (2015, p.228) explained it as the benefits gained by the customers after purchasing a product with respect to that cost spent on that product. Satisfaction of the customers is directly associated with this as satisfaction will increase with the increase in the amount of benefits achieved by the customers. According to Zhuang and Babin (2015, p.115), customer value also create a huge impact on the loyalty of the customers as well as their purchasing decisions. If the customer can get a huge amount of benefits from buying a product then they will less likely to switch from that organisation and show loyalty towards them moreover, they will start to recommend that organisation to their friends and family which will work as a promotion for the business of that organisation.  As per the view of Kumar and Reinartz (2016, p.38), in case of customer value, all the internal chain of operation, source, processes, customer service, marketing contributes in the creation of that. All of these aforementioned factors of the business affect the customer values in a direct or indirect way and help the organisations to analyse the perception of the customers. 
Based on the view of Flint and Woodruff (2015, p.135), it can be said that as an effect of globalisation, competitions in the market is increasing and thus people have a wide range of options in their hand. Therefore before purchasing a product they compare the values of the similar products of different brands with respect to their perception and then make a purchasing decision. However, Lee et al. (2015, p.228) mentioned that customer value is a subjective matter and any business organisation can only create an impact on it not control it. Customer value can be measured by dividing the benefits perceived by the customer with the cost of the products. Thus it can be said that with a set of benefits provided the perceived value of customer will reduce with the increase in the cost of the product. In case of Tesco, it has been seen that the one of the major reasons of decreasing in the satisfaction level of the customer is their increasing price of the products (Press Association, 2013). Moreover the quality of their product was not preferable thus customer could not get satisfaction as they were paying a huge amount of price for the product of extremely bad quality. 
[bookmark: _Toc522369116]Conclusion
The above report focuses on the impact of customer satisfaction and the factors of the organisation that can create an impact on the customer satisfaction. Those factors that are discussed in this report include quality standard and module. It is one of the most important factors as customers have the maximum amount of expectation regarding the quality of the products. Another factor is customer service which is as important as the quality of the products. Customer service solves the queries and issues of the customers which help in increasing the satisfaction of the customers. Customer centrality can be treated as a strategy for increasing customer satisfaction where customers are kept at the centre of every decision making activities. Customer Relationship Management or CRM is another factor mentioned in the report that helps the organisation in maintaining a strong relationship with their customers. 
Tesco is considered as a case study of this report as the customers as a fall in the satisfaction level of customers has been observed due to their ignorance for the aforementioned factors. Effective management of the product and service quality offered by an organization is a vital part of its business. It can be stated that the basic outcome of any business id directly dependent on the quality management of that organization. Hence this study had critically evaluated the impact of quality process on Tesco’s overall performance. It can also be started from the aforementioned discussion that any organization will be able to fulfil all the requirements of its customers through implementing effective quality control systems. It can also be observed that fair trade and sustainable process can be considered as the major influential factors of customer decision making and purchase process. 
However the overall performance of Tesco was dipped due to which Tesco was compelled to close its stores. Thereafter Tesco had incorporated Total Quality Management system to enhance its staff performance to meet their customer requirements. It can also be seen from the customer value analysis that with the advancement of technology customers are focusing on the monetary values of the products to measures their quality. Thus if Tesco is able to launch high end product lines with their current range of products then they will be able to meet their customer requirement in a better way. Hence it can be concluded that quality control techniques can effectively create a base of customer relationship with the organization. 
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