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[bookmark: _Toc523336730]Introduction 
Rupik, (2015) refers that, 21st century business arena perspective, customers are considered as the life blood for any organization and vital stakeholders to the respective organization. Higher the customer engagement, higher the organizational benefit. Now-a-days organizational authorities try to have proper understanding about the customers’ perspectives, so that they can engage them in case of business activities. In order to have, proper understanding about the customers, proper customer experiences should be remained. Basically, customer experience refers to the matter of gaining perceptions from the existing customers’ business activities through their buying and selling processes. On the other hand, customer engagement is the way of retaining customers to the respective company for a long time, so that the loyal customers participate spontaneously to the business processes. Basically, business organizations now a days want to make more sales or service delivery so that profit can be amplified and organizational goal accomplishment can be ensured. In order to conduct this study, the chosen organization is Tesco. This company is a British one of the largest retailer company around the world and its head quarter is at London, UK. This organization now holds a big amount of revenue from the retailer sectors and this organization is operating its business activities about in 6553 outlets around the world with approximately 476000 employees. The main products which are produced and sold by Tesco is food, beverage, personal care & beautification, cleaning agents. By taking proper customer understanding and engaging strategy, the organizational authority is becoming enabled to have required customer experiences through which they are being enabled to make more customer retention (Tesco plc, 2018). In this study, we are basically going to illustrate about critical analysis of the factors impact on organization ability to maximize their value, understand organizations quality process and practical application of the related theories or models regarding that in the light of organizational setting of Tesco Company. 
[bookmark: _Toc523336731]Critically analyzing the factors impact on organization ability to maximize values
Achieving customer values assist any sort of business organization like Tesco to go into a long distance of success. Basically, customer value is the matter of ensuring customer satisfaction by giving them sought services based on their demand specifications. Only customer can be achieved, if customer satisfaction is ensured properly. Generally, it is though that, product price or service cost is the only matter for determining the customer value. But the thing is not yet to be prevailed (Webb, 2011). Customer value achievement mostly depends how much expected output is being gotten by the service users through consuming the products or taking service. As Tesco is a global company, so this company always try to achieve customer value through applying various sorts of strategies. The overall things are analyzed below in the light of the organizational setting of Tesco. 
Factors influence on maximizing customer values:
In the light of the organizational context of Tesco Company, there exist various sorts of factors which assist in enhancing customer values. Firstly we are going to illustrate the matters in line with TVC model. 
· Time: In case of achieving customer values, time is regarded as very much vital factor. Customer values can be enhanced if they can have their required on time. Customers always want to have required service or product delivery very fast so that they can consume as soon as possible. In this case, less time consumption in product delivery, higher the customer values. Regarding this factor, Tesco Company always keep its employees busy in order to make fast and quick service delivery. In emergency cases, customers are given fast home delivery if they require. 
· Visit: How many visits in both online or offline is ensuring service delivery, this does matters in case of ensuring customer value. If customers have to visit any particular organizational websites or organizational premises in order to have any sorts of services or product delivery, then that sort of extra visits may minimize customers’ value achievement in a great extent. In this case, the sales department of Tesco is very much aware about this issue. 
· Cost: In case of making customer value creation, product price or service cost may does matter. If buying of any particular product requires so much expenditure of money more than current market price, then customer’s value creation may be minimized in a large extent indeed. In this case, customers should be provided their required services or products through the current market prices so that they do not have to require to expend so much money (DR.K.VANITHA, 2012). By doing so, customers’ values care achieved in Tesco Company. 
Except the TVC models, some sorts of other factors can be considered as influencing in maximizing customer values, those are explained in below. 
· Products or service security: In order to attract or enhance the customers’ value, Tesco company generally gives the warranty or guarantee facilities so that customers can be assured about the quality of the products or services. Based on the products or services aspects, the customers are given a particular periodic guarantee or warranty services. In addition to, in almost of the products, a manufacturing and expiring date is given so that customers can feel themselves secured in case of consuming the products or services.
· Quality: In the modern business concept, quality is thought as the very important aspect for making customer values. Higher the quality, higher the customers’ satisfaction. If customers are given their expected products according to their needs, specification, design, then the products or services can have quality. By doing so, quality is ensured and the customers can be happy with the particular company or business organization. So, Tesco Company generally do not comprise with the quality of the services or products (Tesco plc, 2018).  
· Responsiveness: Responsiveness is basically about accomplishing the already assigned activities or works within the given time. In case of customer value creation, responsiveness can be regarded as very vital sort of factor. If employees become vibrant, quick and responsive, the customer values can be achieved properly. 
· Innovation: Innovation or creativity of the organizational authority can easily attract the customers and then the possibility of customers’ value creation is ensured in a large extent indeed. If some sorts of creativity in the products or service delivery methods can be brought, then customers may feel comfortable and the possibility of increasing customer value can be broadened. For example, Tesco utilizes the good name various sorts of vital persons in the matter of advertisement or special product inauguration programs. These things increases the possibility of making customers happy. 
The above mentioned factors basically assist in a great extent for making customers happy and achieving customer values. 
Theoretical perspective of the factors maximizing customer values: 
Now we are going to see the factors working behind customer’s value achievement through using theoretical framework.
· LHBS Customer Value Model: This sort of model regarding customer values refers that, customers’ values are mostly depended on how the company’s customers or the service users give rating point through their judgment. The model is illustrated in below by showing its four aspects. 
· Product: In order to have customer’s value for any sort of organization like Tesco, the customers should be provided products or services based on their seeking needs or demands. For example, the female customers with pimple problem should be given acne wash or treatment face wash or facial cream. 
· [image: ]Services: Services provided by a particular organization nor company should be in such a way that can best meet the customers’ requirement for their problem solution. In this case, the service providing should be customer oriented so that they might have maximum satisfaction. For example, giving home delivery to the customers (McCaffrey, McCaffrey & McCaffrey, 2018).
· Communication: Organizations should have proper communication mechanism so that organizational authorities can establish a strong communication channel with the customers and the demands or needs of the customers can be reflected into the service delivery. For example, customers may require having more durability of product usage, they can communicate to the organizational authority and the particular organization can make it. 
· Experience: Experiences got from the past service delivery to the customers may assist in formulating new business strategies to make the other customers happy. For example, if the previous time customer’s experiences say that, Tesco should concentrate more on developing the male beautification products, then the company should do so. 
The above perspectives consist the LHBS customer value model which can be applied in order to make customer value achievement. 
· [image: C:\Users\Shohan\Desktop\download.jpg]Assimilation-Contrast theory: In the matter of business arena, assimilation-contrast theory is very much applicable for achieving customer values greatly. This theory states that, price of the products or service cost is not only the dominant factors for making customer values. In this case, there may have some other sorts of things those can be worked as very vital things to make the customers happy. So, organizational authority of any particular organization should think relevant alternatives by which the customers’ needs can be fulfilled and make them happy (Oxford reference, 2018). In this case, organizational authority should think about the comprehensive service plan to the customers. Their psychological needs should be known and then they should be served based on their mental needs. 
These are the most important available theoretical perspectives regarding factors behind making customers’ value.
Relevant factors focusing on maximizing customer values: Except the above mentioned factors, there exist other factors those can impact on maximizing customer values. The things are illustrated in below. 
· Win-win pricing system: In order to enhance customer values, win-win pricing system should be set and applied in all sorts of business activities. In this case, organizational authority should make such a sort of pricing system that can be acceptable to both customers and the organizational authority in a large extent. 
· Customer’s facilities: In terms of enhancing the customer values, organizational authority of any company can offer various sorts of facilities in the form of offer, discount or special provision. These sorts of strategies can easily increase the attractiveness of the employees to the particular service or products. Thus, customer values can be maximized (Mustonen, Karjaluoto & Jayawardhena, 2015). 
· Customer survey: Before initiating or applying any sorts of business policy, the organizational authority of any sorts of business organizations should conduct survey in the form of business research, so that they easily can have a clear about what actually the customers and want in the form of services from a respective business organization. If that is done, then based on their actual expectations, services can be provided. 
So, these are the other relevant factors impact on enhance the customers’ value in the business premises. These sorts of things are highly followed by Tesco so that customers’ value can be enhanced. But sometimes, these sorts can be posed as negative factors for increasing the customers’ value management. So, organizations should be aware about adopting and applying business decisions and plans. 
[bookmark: _Toc523336732]Critically understanding of organization quality processes and its effectiveness in meeting customer requirements 
Basically, quality means a certain groups of features exist within any organizational products or services and which can assist in enhancing its desirability. The quality of the products or services are strongly controlled by the manufacturer in order to best meet the customer requirements. The quality processes maintained within business organizations highlighting Tesco is analyzed in below.


Process of maintaining quality in Tesco Company:
· Focusing customer’s preferences: In order to make quality assurance within the company products or services, customers’ preferences are highly considered. Through conducting various sorts of studies in the form of business research are conducted in order to know the customers’ demands and focusing on that, Tesco want to serve customers. 
· Strategic human resource management: Human resources are considered as the lifeblood for Tesco Company. The existing human resources are recruited, placed, trained and motivated very strategically so that they can enhance the customers’ value in a large extent indeed. For example, employees are given motivation in their creative works so that their efforts can be enhanced and the possibility of maximizing customer values can be increased. 
· Surveillance and service tracking: The organizational authority of Tesco always use special sort of surveillance and service tracking system so that customers can be attracted very much and the level of satisfaction can be increased in a great extent indeed (Ewy &  Gmitro, 2010). In this case, IT department of Tesco Company uses CCTV footage or customers’ comment at the matter of experiences in having services. Considering issues, Tesco take initiatives to reduce their stress or hassles if they have during getting services.
· Personal and professional development: In order to increase the customer values, employees have to be more skilled, experienced and vibrant so that they can produce products based on customers’ preferences. In this case, Tesco Company generally provides various sorts of training program including on the job and off the job training to the employees so that they can be responsible enough to give services properly. 
· Technological usage: In order to provide massive amount of products to the customers in against of their huge demands, artificial intelligence like robotic machineries are massively used in Tesco. In case of food & beverage production, robotic machineries are used so that they can work fast and can derive lots of production within a very short period of time. 
· Minimizing operational management errors: Tesco Company always remains busy in increasing efficiency by reducing the management errors so that organizational productivity can be so much faster and quality based. Sometimes, expertise conduct test and various sorts of experiment in laboratory for verifying the whether the produced goods contain the required quality. If any problems found, then expertise recommend for further development.
· Making quality chart: In the form of making operational management quality based, quality chart is used. In the quality chart formats, quality related issues for the particular products or services are enlisted. In this case, if any products or service specifications cannot meet the quality requirements, the organizational authority of Tesco become active and try to find out what the actual wrongs have been done with the particular products or services. Then proper initiatives are taken for making proper quality assurance (Tesco plc, 2018). 
Through these ways or applying above mentioned strategies, quality procedures are highly tried to be maintained so that each of the produced goods can meet the quality specifications in a great extent indeed.
Effectiveness of organizations quality processes in meeting customer requirements: In the above discussion we have already discussed about the importance of quality process in meeting the customer requirements. Now we are going to illustrate about the effectiveness of organizations quality processes in below in the light of the organizational perspective of Tesco. 
· Low-pricing products: Quality assurance within any sort of products or service ensure, cost-cutting from the production level to operational management level. In each of the phase of production of any sorts of goods, efficiency is ensured highly. So, the production normally becomes lower. In this case, customers can have their desired products with very lower price. So, the customers’ price requirements are easily met up.
· Meeting customers’ expectations: In case of quality based production or service delivery, the operational management for any sort organization is done focusing the customers’ expectations or their demands. In this case, they are given authority to present their opinion about the quality specifications. By doing so, organizational authority can come to know with the customers’ requirements. So, they can go for production of the desired products (Lax & Mau, 2013).
· Durability: In order to be any sort of quality product, the products must be durable or sustainable for usage. Quality products generally are durable to be used so the customers’ one of the vital expectations are easily met up. So, the quality processes become so much effective and more customer acquisition can be done in a great extent. 
· Meeting the design specifications: Good quality products must have the presence of expected deign from the customers. Tesco Company try to maintain proper design so that customers can be satisfied by observing their design specifications (Bento, Esteves & Agarwal, 2013). In this case, customers can be satisfied with the particular type of specially made beverage or beauty care products. In this case, the possibility of customer engagement is increased in a higher extent. 
These sorts of things are about the existing quality processes within the organizational context of Tesco and how the organization is meeting the customers’ requirement by applying their quality procedures. However, all sorts of quality processes should be taken by consulting with the customers and employees so that quality procedures can be more fruitful and desirable and the customer engagement can be increased.
[bookmark: _Toc523336733]Theoretical perspectives about customer value in Tesco 
Customer value is about what actually the customers are getting from any particular organizational operational management, products or service delivery. Customers values can be achieved only be making customer satisfaction. Now it is though that, only quality assurance of the products or service delivery can ensure customer value. Through various sorts of quality model, perspectives of customer value is illustrated in below. 
Theories or models about customer value:
· Total Quality Management: Total quality management is one of the tools by which organizational authorities can easily maintain the quality specifications and can meet the customers’ specifications in a great extent indeed. Basically, total quality management is the way of ensuring quality in almost of the spheres of organizational operational management. It can be from the level of production to delivery to the customers. In the form of applying this model, organizational authorities instruct actors associated with the each phase of organizational operational management in order to ensure quality to their own activities and department (Rao & Chandra, 2013). For  example, the raw material suppliers must supply fresh and require materials, production department should apply quality in production process like producing extra unit of products by being efficient, marketing department should adopt such updated or required strategies so that employees can be acquired highly or sales department should work in such a way the overall sales can be increased by attracting more customers. All these issues are closely related with the quality procedures. In addition to, there are other some sorts of core elements of quality management through which quality is ensured, the things are discussed in below in a large extent. 
· Total employee involvement: At the matter of quality assurance in total quality management model, employees from every sector or department is involved from goal setting to evaluation procedures. Employees firstly are summoned into the goal setting or product designing procedures. Then opinions are sought from different sorts of organizations. Then all of them from each of the department go for producing, marketing, selling products in an integrated manner. By doing, so skilled employees can share their own strengths of experiences with other and can cooperate with each another so that goals can be achieved properly (Managementhelp, 2018). 
· Process oriented: In total quality management model, stakeholders are involved within a common platform so they can come to know about the proper guidelines and processes through which the best outputs can be generated. In this case, the organizational authority of Tesco finds out the best process to conduct or make any food or beverage products and they instruct relevant employees to work within the founded procedure. 
· Communication: Maintaining communication with each of the employees and employers through internal communication channel is really required for applying total quality management model. By maintaining a comprehensive communication system, employees can ask for solution if they are to face any sorts of difficulties during working within the organizational setting. Then, the higher authority with their previous experience can assist the employees through their consultation.
· Fact based decision making: In the form of total quality management model, fact based decision making is made. In this case, survey or business research is conducted in order to find out the organizational problems behind reducing the productivity or the potentialities behind increasing productivity. The organizational triggering points are identified so that those can be utilized in case of organizational productivity or operational management process. In addition to, customers’ feedback are collected from the customers, so that they can be served based on their demands and wants.
· Strategic & system approach: In the form of total quality management, strategies or approaches are designed and implemented. In this case, organizational authority formulate and implement various sorts of things. For example, for attracting the attention of the customers, organizational authority make advertisement by famous athletes or the models. By doing, customers begin to believe that, the models or athletes are the signs of belief and acceptance. By doing so, it is become easy to make the customers happy (Lax & Mau, 2013).  
· Customer oriented: All the arrangements are made in the form of total quality management model in order to make customers happy and satisfied. Customers are considered as the key stakeholders as organizational success is mostly depended on their acceptance of the particular products or services. Customers’ needs are focused and the organizational authority go for further production and development of particular products or services. 
These are the things very much related with the applicable total quality management within Tesco. Total quality may not be best suited for any kind of organization or business context. Based on the organizational capabilities and customers’ demands, total quality management should be applied.
· Customer satisfaction model: Customer satisfaction is basically the having happiness of the customers by conducting business transaction or activities with any particular business organization. Customer satisfaction can create customer values that can assist in making required customer engagement permanently and that’s why the organizational performance is continuously increased. Based on the customer satisfaction model, there are different sorts of ways through which customers’ satisfaction can be achieved and organizational performance can be enhanced. The things are illustrated in below.
· Price is the prime determiner of satisfaction: The very first perspective customer satisfaction model is that, price is the prime determiner for making customers satisfied. In this case, the organizational authority should be careful very much in case of setting price and selling products in a higher extent. In this case, the pricing system should be set by further and further negotiations between customers and the employers. Customers should give freedom to express their opinion about what they expect to have from a particular products and how much they are agreed to pay. In this case, by taking opinion from the customers, prices should be set (Rao & Chandra, 2013). Price should not be over exceeding or very lower but reasonable. Pricing should be set based on win-win situation. 
· Service quality is the determiner of satisfaction: Except the fair pricing strategy, service quality can be treated as the best way of making customers satisfied. Only by giving proper and required services by the service users, their happiness or satisfaction can be enhanced properly. Service quality is basically about the full reflection of customers’ demands or wants at the matter of product designing, marketing, launching of selling. Organizational authority should find out the most convenient ways for the customers in providing service to them. They should be asked in various about what actually they want to have and how. Then, by finding out all the matters, the organizational authorities of Tesco should give service to them. 
These are all about the customer satisfaction model. In case of Tesco and any other big organization this model is applicable. By applying this sort of model, customer satisfaction as well as customer engagement can be enhanced in a large extent.
[bookmark: _Toc523336734]Conclusion
At the very last stage of this study, it can be said that, Tesco is a very big retailer organization with its so many branches and working employees. The customers are always summoned to this organization through applying various sorts of marketing strategies but maintaining quality is the prime strengths of Tesco. By applying proper quality considering the produced services or products, Tesco can easily make the customers happy as they can have meet their expectation in almost of the time. For maintaining good quality, in almost of the countries, there are outlets of Tesco and there operational management is conducted very well (Lax & Mau, 2013). These sorts of matters are really contributing to retain customers properly. So, customer’s engagement is now increasing and the organizational sales are being increased. That’s why, Tesco is getting their expected profit and goal accomplishment.
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