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Execuctive Summary 
Tesco is the largest supermarket in UK with an annual profit of 57.4 billion euros in 2021. The company aims to provide their customers with best products at affordable prices so that standards of living is improved. To connect with customers, Tesco uses website where all the details are attributed and advertising are also done for better outcomes. Effective services are provided to customers for better business development. Some of the systems of quality control include quality control and continous improvement. As has been determined, good communication and higher customer retention are important so that better services are obtained. However, change in demands and language barriers are some of the challenges to develop good relationship with customers.
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[bookmark: _Toc118998571]Introduction 
Customers are the most important stakeholders of any business organisation because innovation within operations and sales depend on them significantly. The sudden outbreak has initiated the concept of online business operations more specifically which implies that customer services are required 24*7 for the acquisition of effective outcomes. 
This report sheds light on the customer services provided by Tesco for ensuring their loyalty. Internal and external factors affecting customer services are highlighted. Theories such as the Ansoff matrix, stakeholder map, and swot analysis have been done here. The benefits and challenges of developing and maintaining good relationships with customers have been critically demonstrated within this study. 
[bookmark: _Toc118998572]Task 1
[bookmark: _Toc118998573]Company Overview 
Tesco Plc is one of the most renowned retail companies operating across the UK. This company started its operations as a stall market and gradually strived hard to achieve better and now is the largest supermarket in the nation (Tesco plc, 2022). Tesco aims to serve their customers with healthy and affordable products at affordable prices so that they can live easily and good living standards are maintained. 345,000 people are working in Tesco internationally which implies that the human attrition rate is low and a positive organisational culture is maintained (Tesco plc, 2022). 
[image: ]
Figure 1: Revenue Generation of Tesco UK till 2022
(Source: Statista, 2022)
In the financial year 2021, the company has been successful in generating a profit of €54.8 billion which implies that demands among the customers are very high and thus, effective revenues are easily generated (Statista, 2022). According to the statistical reports, Tesco has been successful in gradually making profits even during the pandemic which implies that customers are prone to this brand because of its services and overall operations implemented to them. As has been determined, sustainable business decisions are integrated within Tesco which implies that customers are positively influenced by this brand. The company has aimed to become carbon neutral by 2035 and reduce food waste for ensuring effective climatic and social development (Tesco plc, 2022). 
[bookmark: _Toc118998574]Marketing and customer relationship management theories applied within Tesco for better customer services
As has been determined, Tesco considers their customers to be the most important and is perpetually trying to improve their services for obtaining their loyalty to the fullest. As per the case scenario, online business operations also require 24/7/365 support to the customers so their queries are easily solved and overall development within the business can be attributed. Likewise, Tesco generates in their website the important questions so that customers' problems are resolved quickly and better outcomes are attributed (Tesco plc, 2022). In the online grocery shopping menu, the customers can learn about their delivery procedures and order tracking can be easily done details are also presented on its website. From this discussion, it is effectively understood that Tesco has used the Communication Mix theory for interacting with the customers and generating better outcomes (Tesco plc, 2022). 

Figure 2: Theories used for Marketing and Customer Relationship by Tesco
(Source: Dwityas et al. 2020)
Communication Mix theory is used for informing the customers about their products and services and maximum development can be attributed eventually. According to the opinion of Dwityas et al. (2020), communication mix theory helps in connecting with customers using different mediums such as social media, websites, packaging, and advertising. As has been determined, Tesco has seen interacting customers in terms of its official website where the customers' queries are solved in no time and consumers have complete ideas regarding their orders and overall development can be attributed. In addition to that, Tesco also has used product labelling and packaging as a communication tool so that the consumers are aware of the items so that effective outcomes can be attributed and the loyalty of the audiences remains high considerably. 
On the other hand, Tesco also uses Marketing Mix for ensuring that the expectations of the customers are significantly met and maximum profits are returned further (Zaki, 2019). The 4Ps Marketing Mix of Tesco has been highlighted within this study and it is as follows: 
Product: The range of products offered by Tesco in their different stores so that various demands of the customers are met and better profits can be confirmed (Tesco plc, 2022). Tesco also has its brands and new types of items are offered so that target audiences can have more options to choose from. Financial services such as loans, accounts, credit cards, etc are offered which implies customers have a higher dependence on Tesco and hence, its performance is also relevant. 
Price: Tesco follows a cost leadership pricing strategy which ensures high-quality products are offered at the most affordable rates. Tesco has also developed a good relationship with its suppliers so that supply chain operations are improved and the costs remain the same eventually. Stable prices are offered by this company and also ensure that the customers can get even lower prices after buying more than 10 products from any store. Best offers are provided at affordable rates so that customers' loyalty is confirmed and maximum development can be attributed (Tesco plc, 2022). 
Place: Tesco has opened 7000 stores across the globe where hyper stores are offered for providing a different range of products. The official website of Tesco is one of the most crucial eCommerce platforms that enable customers to purchase items online at their convenient time and properly items are home delivered to the consumers (Tesco plc, 2022). 
Promotion: The promotional strategies within Tesco are effective where the managers use hoardings, charitable events, and television ads can be attributed eventually (Karim et al. 2021). Promotional discounts are offered through Tesco where a loyalty card "Tesco Clubcard" where the segmentation and targeting of the audiences are done appropriately and overall development can be demonstrated eventually. Online promotional campaigns, online ads, and social media platforms are also used for marketing their commodities and acquiring global consumers (Tesco plc, 2022). 
Ansoff Matrix theory implies that Tesco has been using its market penetration and product development to meet the expectations of the consumers and overall business operations are conducted eventually across the globe. As has been determined, Tesco has used the market penetration strategy by integrating its "Clubcard points" which have gained customers' loyalty and better conditions within their sales are apprehended (Emlinger and Poncet, 2018). To enter the different markets, Tesco has introduced a self-advertising strategy so that maximum business development is attributed. 
On the other hand, a product development strategy is also introduced by Tesco where innovative products are offered so that customers' development can be attributed eventually (Karim et al. 2021). Likewise, organic products are offered by Tesco which implies that overall development can be attributed eventually. In the market development technique, Tesco has generated the strategy of introducing new elements so that different demands in different nations are met and higher sales are finally provided (Yawson and Yamoah, 2022). Tesco follows the diversification strategy effectively which implies that it provides different products such as food, electronics, groceries, etc so that maximum development can be attributed eventually. 
According to the stakeholder map, four major aspects are considered where "keep satisfied", "manage closely", "monitor" and "keep informed" have been evaluated (Raum, 2018). In this context, the customers are to keep satisfied and informed about the business procedures so that maximum development within a business can be easily attributed. Moreover, Tesco tries to keep their customers satisfied which implies that refund and return policies are also efficient so that maximum establishment can be ensured. 
[bookmark: _Toc118998575]Critical evaluation of internal and external factors influencing Tesco’s quality systems and controls for customers
The concept of quality control implies that the standards of the products and services are maintained for surpassing the demands of the customers effectively. Any defects or errors are monitored in this process which implies that the quality of the outputs is relevantly high and maximum development can be attributed further. 
According to the statement of Uswatun and Purnomo (2022), quality control and system within customer service involve the acquisition of feedback regarding meeting the customers' wants and maximum development can be attributed. Both internal and external factors affect the quality system and control for customers within any organisation. The internal factors affecting the quality control within Tesco have been done using the SWOT analysis for better ideas and it is as follows: 
	Strengths 
· Market share within the UK is as high as 27.9% (Tesco plc, 2022)
· Global Recognition 
· Diversified range of products (Tesco plc, 2022)
· 60% growth from the online sales 
· Effective supply chain network 
· RFID technology is used for faster counting of products (Tesco plc, 2022)
	Weaknesses 
· Tesco has been accused of fraud trials and accounting scandals (Tesco plc, 2022).
· A low-cost strategy leads to poor profit margins
· Clubcard scheme disruption
· Implementation of Brexit in the UK (Tesco plc, 2022)
· Failure in operations in the USA and Japan and decrease in sales. 

	Opportunities 
· Discount stores Jack has been opened by Tesco for business expansion 
· Tesco has introduced its stores in emerging markets such as South Korea, Turkey, and Indonesia (Tesco plc, 2022)
· The company has aimed to open 600 stores by 2023 
	Threats 
· High competition from Aldi, Amazon, and Sainsbury (Tesco plc, 2022)
· Rising costs of groceries due to high inflation 
· After Covid-19, supply chain disruptions have become considerably high. 


Table 1: SWOT Analysis of Tesco
(Source: Tesco plc, 2022)
From this discussion, it is understood that product diversification is an internal strategy that has helped Tesco to meet the various demands of its customers and continuous support is also provided to them so that maximum loyalty can be easily attributed. In this regard, the customers also expect Tesco would provide them with high-quality standard products and services that confirm the safety of all, and thus, reliability of using also enhances. Therefore, Tesco designs their commodities in a way where the safety of the customers is maintained significantly and finally they comply with Government policies and laws (Tesco plc, 2022). In the product development process, highly skilled professionals at Tesco collaborate who determine the demands of the consumers and align with the market trends, and gradually the best quality is provided for the acquisition of their loyalty to the brand. As stated by Zaki (2019), technological implementation is needed which implies that faster services can be offered and overall development can be easily attributed. 
Similarly, Tesco implies RFID technology for counting the products faster, and finally, the employees can effectively attend to the customers within stores and finally, their queries are solved eventually and a positive brand image also gets perceived. As opposed by Mostaghel and Chirumalla (2021), business organisations offer low-cost strategies which refer to the fact that customers from different income groups can buy their products, and finally, effective sales can be confirmed. Likewise, Tesco also offers a low-cost strategy which has resulted in very low-profit margins and the acquisition of market share also has decreased further. In the words of Gielens et al. (2021), labelling and packaging are also the internal factors that influence good interactions with customers and finally, efficient customer services can be easily offered. From this context, it is determined that customer queries are solved and higher business transparency is maintained. Tesco has been determined in providing all the required information within their labelling and packaging which implies that customers are aware of the details of the products that they are using and business transparency is maintained eventually (Tesco plc, 2022). In contrast, Rathee and Yadav (2019), highlighted that customer service quality is maintained when there are zero defects within the products offered and maximum development can be finally attributed. 
Tesco also tries to integrate zero defects within the manufacturing of their products so that the customer's demands are met and finally better sales can be attributed. Since the demands from customers are relevantly high Tesco has 4752 stores across the globe and their online operations are considerably high. On the other hand, the supplier's audit program and site performance are also closely monitored by Tesco which implies that there are no casualties done for surpassing the demands of the customers (Tesco plc, 2022). In addition to that, some external factors also determine the quality systems for productive customer service. For evaluating these factors, Porter's Five Forces have been apprehended. It is as follows: 
[image: Porter's Five forces analysis. Porter's five forces model is an… | by  Sukant Kumar | Medium]
Figure 3: Porter's Five Forces
(Source: Semrush.com)
Bargaining power of buyers: The buying power of buyers within the retail market is high because there are different companies available. As opined by Čechura and Jaghdani (2021), buyers generally can choose from any market among the options available to them. Companies have competitive prices which imply that customers will buy from the shop that offers the most affordable rates and maximum business development can be attributed. The internet has also helped customers to compare prices and thus, the choice of products also remains significant to them. In this regard, Tesco offers products at affordable rates but to enhance sales customer support has been strengthened so that customers remain loyal to this company. 
Bargaining power of suppliers: On the other hand, the bargaining power of the suppliers within the retail sector is considerably low to moderate since the availability of suppliers within the market is also specifically high (Gielens et al. 2021). The supply capacity also has decreased their chances to bargain and Tesco also generates good relationships with their suppliers to ensure that they provide good products even during emergencies and constant business evaluation can be significantly conducted. 
Competitive rivalry in the market: However, the rivalry within the UK retail market is considerably high since the demands and supplies of retail items are high and the availability of the products is in abundance (Ritson et al. 2018). Tesco also faces high competition from different companies such as Asda, Aldi, and Sainsbury though it generates the highest market share of 27.9%. This has occurred due to the high level of customer loyalty achieved by Tesco which implies that its customer's services are appropriate and 24*7 support is also provided to them. 
The threat of Substitutes: The threat of substitutes is considerably low because to meet the demands of grocery and everyday items, retail markets such as Tesco are already in a better position (Rathee and Yadav, 2019). Moreover, alternative products are costlier and thus, customers stick to the normal elements so that they can invest at affordable rates eventually. Moreover, the low-cost strategy of Tesco also implies that customers from every income group generally buy their products and effective customer support help in the overall development can be attributed further. 
The threat of new entrants: The threat of new entrants within the UK retail market is determined to be high. In the view of Reinartz et al. (2019), the threat of new entrants within the UK market is high because despite renowned supermarkets, emerging markets also enter significantly and online operations are also determined eventually. Healthy competition is generated and overall development can be easily attributed and maximum business development can be demonstrated. However, Tesco constantly tries to add competitive strategies such as providing detailed information regarding the products so that the demands and expectations of the customers are not only met but also exceeded. 
Apart from that, Tesco always has been trying to generate less waste, and no defects within the products, and innovations for ensuring effective quality within its services and overall development can be attributed. As has been determined, food waste is controlled by Tesco by using the bread surplus wine to use the materials effectively and meet the customers' demands further (Tesco plc, 2022). 
[bookmark: _Toc118998576]Quality process related to customer service
In today's competitive world, it is necessary to not only acquire a good number of customers but also to retain old customers. A stable relationship between a company and its customer is needed to run the business swiftly and to maintain a good profit and brand name. To gain and retain customers, customer service has to be strong in any company. To hold a good number of customers many processes are there. According to the statement of Rita et al. (2019), a quality process is a process of managing the quality service which is provided to a customer obviously according to the customer's expectations. The role of these processes is so important that one can say these are the main pillars of a company for growing and retaining its brand value not only in the present but also in the future. The role of these processes is to determine every customer's needs and provide solutions and meet customers' expectations.
There are many quality processes related to customer processes. We will mention and discuss a few of them.
Attract new consumers costs more than retaining existing consumers:
A gratified customer remains with a company more prolonged layout and may become deep the relationship gratified consumers also look for their profit and the company. For instance “happy credit card customers may enlist the company financial services and later take travel insurance”.
 A company has to face a lot of costs to bring in new customers, satisfying new customers become their primary need and becomes necessary direct marketing, campaigning, television advertisements, and other sophisticated and expensive approaches to attract new customers. but the fact is that the person could be a new customer or an existing customer they both expect good quality customer-service, with a friendly or accustomed look and also gentlemanly behavior and feel whenever they contact the company.
Effective communications:
Communication is very important to build strong relations between two or many entities. In today's business, it's worth saying in customer service, to provide and maintain a good service.
Why good communication is needed:
As a giant MNC it should spread its wings across different countries, and regions in different regions there may be diversity in language so MNCs should hire persons who know more than two languages based on regions (Juanamasta et al. 2019). So not only can they properly understand what the customer wants but also explain what the company can do on their behalf by fulfilling client needs.
Language is the main barrier to every problem when a large region is to be catered to. Problems may arise from both sides but to nullify the problem, the customer service personnel should consider the customer’s perspective first and give his problem the utmost preference. 
At Tesco’s online store if a customer receives a wrong product and complaints about that, the customer service person should hear his voice patiently about what the customer service person can do for the inconvenience (Tesco plc, 2022). He must tell the customer politely and give him a solution that is suitable for the customer. If customer service does so, the customer will feel extremely valuable to the company.
 And to make this feeling to someone is the main role of good quality customer service. So if Tesco cannot communicate with its customers in a friendly manner, the company’s bottom line as well as brand values will surely go down. Thus, effective communication plays a great role as a quality process that is related to customer service.
Consistent customer service:
Consumers expect a persistent quality of customer service. Customers expect to be treated as distinct. Also, the customer wants good behavior, and exceeding your customer's expectations can inspire them to make future purchases from the brand, if the company can provide good service and the product is of sufficient quality, then the probability of customers buying from this company increases considerably. Think about an average day-suppose we go to Tesco to buy turkey sausages. We would expect to get the sausage fresh and obviously at a reasonable cost and to get my order as soon as possible. Individuals become frustrated when their anticipations are not fulfilled. The good quality of customer service will make Tesco stand out from its rivals- make sure it is for the proper reason.
[bookmark: _Toc118998577]Task 2
[bookmark: _Toc118998578]Identification of systems for quality processes for meeting customers' demands and maintaining a good relationship with them
Maintaining quality within the business is very important because customers' demands can be met faster and maximum returns can be attributed eventually. Moreover, when the managers are successful in providing customers with high-quality commodities a sense of loyalty and faith are acquired and maximum development can be deciphered. According to the view of Ladewski and Al-Bayati (2019), customers are more influenced by organisations where the demands of the customers are perceived and commodities are offered likewise for the acquisition of better outcomes. There are different systems through which the quality process to meet customers' demands and build good relationships with them is maintained and maximum development can be attributed. Quality planning is one of the important systems that help in making decisions regarding which metrics and tools to be used within the process. In the words of Rianty et al. (2018), quality control includes the step of integrating policies and maximum development can be easily attributed eventually. Therefore, the customers can also rely on the offers done by companies, and finally, maximum development can be attributed. 
[image: Quality control Definition - javatpoint]
Figure 4: Quality Control 
(Source: Javapoint.com)
Similarly, Tesco also implies the company policies so that customers have full faith in the brand and maximum development can be deciphered further (Tesco plc, 2022). As contradicted by Thunis et al. (2019), quality control is another important system associated with the process of maintaining quality processes where the business processes are monitored so that there are no defects, wastes are minimised and the standards of the products and services are maintained for obtaining better results. Tesco has been capable of ensuring minimising waste and maximum development are finally attributed (Tesco plc, 2022). The company objectives have to be properly determined so that the employees are also aware to serve the customers effectively and higher establishment in business can be rather confirmed. However, a continuous inspection of the business operations is required so that the changing demands are apprehended and maximum development can be attributed. As stated by Stöglehner (2019), continuous improvement within products and services is required so that the quality can be accelerated and maximum development can be attributed. From this discussion, it is understood that customers also become aware of maintaining quality and maximum development can be attributed. 
Likewise, Tesco has initiated the way to healthier foods production which implies that everyone has the access to it so that overall development within the business can be made (Tesco plc, 2022). In this context, it is understood that Tesco has integrated a sense of continuous improvement within their services so that overall sustainable development is attributed and the customer's loyalty towards the brand remains consistently high. Obtaining the customers' feedback is also a valid system through which the quality process and control can be maintained and required changes can be needed. Tesco also obtains the feedback of their customers using different forms of communication such as feedback forms used within in-stores, emails, phones, and free text messages so that continuous improvement in the business can be attributed eventually (Tesco plc, 2022). Tesco also uses Artificial Intelligence to acquire data insights after evaluating the customer's feedback and queries are also resolved using automated technology. 
[bookmark: _Toc118998579]Challenges of developing and maintaining good customer relationships
Evaluation customer's needs by creating good customer relationship
It is important to understand what customers want. If Tesco evaluates its customer search history and previous purchase history then Tesco will get a clear vision of customers buying 
patterns which can help Tesco to make a strategy according to this.
But this is the main challenge for an MNC like Tesco. To know customers’ will Tesco must have a strong data analysis team and customer service, team.
As opined by Borges et al. (2020), developing relationships with customers become difficult when their expectations fail to be met. In case Tesco marks a price high for any product which is untouchable for a low-income customer, then it is very problematic for Tesco to retain those customers because they cannot afford to buy the product which will affect Tesco's profit margin (Tesco plc, 2022).
Thus, it will affect the relationship between customers and Tesco. Not only this but also harmful for Tesco to maintain its profit projection and brand value. 
So to evaluate correctly customers need Tesco to form a team who can take care of all these because Tesco will never want to hamper good customer relationships, for this Tesco has to expense a lot which is hard to maintain its revenue profit strategy.
Developing loyalty programs:
Nobody hates incentives. Creating a loyalty program for Tesco's customers to help boost revenue as well as its relationships with customers.
As cited by Chen et al. (2021), to run loyalty programs to earn customers good relationships Tesco should invest more which is another challenge for Tesco.
Apart from challenges, there are benefits too, developing and maintaining customer relationships.
[bookmark: _Toc118998580]The benefit of developing and maintaining good customer relationships
Increasing sales growth:
To make a good relationship with consumers is the key to the long-term success of a company. Having a strong connection based on trust and communication helps customers feel more secure and connected with a brand. If the customer is satisfied with the behavior of the company, then the customer will be buying so many products from this brand. Except all these, products should be good and the service should be better. Thus, Tesco will be enjoying sales growth. Moreover, If Tesco customizes its approach with warm greetings depending on the scenario, and makes its customers feel that its customer service understands what they want.
The essence of consumer service psychology is concerned with customer fulfillment.  When Tesco thoroughly comprehends its consumers’ needs, Tesco will be able to boost consumer satisfaction rates.  Buyers expect their problems to be evaluated, heard of, and taken care of and enjoy the confidence that the exact will not occur again in the future.
Consumers’ Loyalty – When consumers are pleased with Tesco’s service they evolve as loyal clients and associate with this brand. This is very important to run and grow in the future for Tesco.
Brand Advocacy – When Tesco knows customers' tastes, and interests, Tesco can personalize its conversations and build firm consumer relationships. Later, Tesco can share its success stories and endorse its brand even more.
Conclusion 
Based on the above discussion, it is understood that Tesco is one of the largest supermarkets in the UK which implies that they offer good products to consumers and maximum sales are generated. In 2021, the UK was successful in generating 57.4 billion euros. Tesco maintains their customer service effectively by providing product information in the packaging and labelling to ensure transparency, the official website is also used for customers to be aware of their track record of orders and maximum development is confirmed. 
Different theories such as Marketing Mix, Ansoff Matrix, and Stakeholder map have been used where Tesco's operations to meet their customer's expectations are valid. Some of the important processes such as quality control, and monitoring continuous improvement are important for maintaining good relationships with customers. However, good relationships with customers ensure higher sales and loyalty whereas changing demands and the language barrier can be problematic. 
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