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Executive Summary
Consumer engagement plays a major role for an organization for making improvement in its business operations and maintaining sustainable existence in the consumer industry. The report provides a brief analysis of different kinds of communication models that can provide quality improvement in internal engagement of Tesco. Benefits that can be gained by the organization based on usage of positive engagement at the workplace is briefly analyzed based on its influence for developing quality productivity. It can help Tesco in generating better profits from its business process based on effective utilization of resources and internal and external collaboration of shareholders. 
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[bookmark: _gjdgxs]1. Introduction 
Consumer satisfaction is the sole motive of an organization that makes it effective in developing a new range of products and services in the industry to make quality generation of profits. The report provides a brief analysis of different kinds of marketing approaches that are undertaken by Tesco for making quality improvement in its business performance. Analysis of the communication model and its implementation in the business model of Tesco has been done based on its influence on market performance. It has helped in knowing about the influence of quality of services generated by Tesoc and its impact on consumer satisfaction. The report has also focused on different kinds of models that can help Tesco in making improvements in its business performance and generate quality returns from its daily processes. 
[bookmark: _30j0zll]2. Background information of Tesco 
Tesco is a British multinational firm that operates its chain of retail outlets across UK and European regions having its headquarters at Welwyn Garden City in England. It has maintained third rank in the global retail sector based on consistent generation of better revenues from its market operations. Tesco was founded by “Jack Cohen” in 1919 as a group of market stalls in Hackney, London. The name of the organization was formed by arranging the initials of “T.E. Stockwell” which was a shipment of tea purchased by Cohen in 1924. It led to the opening of its first store in Burnt Oak, Barney and has maintained consistent growth in its business performance by supplying a diversified range of consumer products (tesco.com). It has maintained operations of over 7000 shops across different countries that have helped the organization in maintaining a significant position in the global sector. 
Mission
The mission of Tesco is “to provide consistent development in its product quality to meet the changing needs of customers.” It has helped the organization in maintaining consistent development of its business operations that has helped it in retaining its customers for long term business purpose (tesco.com). 
[bookmark: _1fob9te]3. Definition of communication 
Communication is a process that helps in transfer of ideas and information from one person to another based on usage of appropriate medium. It is important that for an effective communication process there is presence of a message, a sender and a recipient for generation of desired outcomes from the overall process. The transfer of message from sender to recipient is dependent on different factors like culture, emotions, location and quality of medium used for transmission of message. Usage of communication skills by employers helps in providing effective guidance to employees and makes quality improvement in their efficiency to meet with organizational objectives (Waisbord, 2019). It is important that communication made with employees at their workplace helps them in understanding their targets and make quality efforts for its fulfillment on the required deadline. 
[bookmark: _3znysh7]4. Explanation of a communication model with diagram 
Aristotle Model of Communication
The Aristotle model of communication is a simple and straightforward model that focuses on the message of the speaker for the large scale public rather than focusing on interpersonal engagement. It is used for delivering ideas and messages of the speaker to the listeners to influence their physical and mental abilities based on the quality of influence generated. There are three elements in the model that are required to be followed and adhered to by both the speaker and listener to enhance the flow of messages (Johnston and Taylor, 2018). The elements are described as follow: 
Ethos: Ethos is the quality that helps in maintaining the credibility of the message that is transferred by a speaker using this model. It is important that the message transferred by the speaker needs to be true and fair in its approach to the listener to improve their knowledge about a subject matter. Maintenance of methods helps the speaker in effectively transferring its message to targeted audiences effectively and improving the quality of outcomes (Waisbord, 2019). 
Pathos: Pathos is related to the quality of emotional connection that is made by the speaker while transferring an idea using this model. Usage of appropriate emotions helps the message in bearing the right sense to be interpreted by the recipients. It helps in focusing on the positive or negative aspect of the message based on the quality of emotional bond developed with the audience (Johnston and Taylor, 2018). 
Logos: Logos is related to the quality of logic that has been used by the sender of the message for developing its meaning under a given situation. It focuses on persuading the audience based on usage of rational thoughts and factual information that helps in establishing the true sense of the message for the listeners. Development of positive engagement can be gained from the recipient with the sender of message under the Aristotle model of communication (Bajracharya, 2018). 
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Figure 1: Aristotle Model of Communication
(Source: Created by Researcher)
[bookmark: _2et92p0]5. Definition of Integrated marketing communications 
An organization needs to make sure that its brand is promoted across every possible marketing platform for gaining better opportunities of expanding its product line to new markets. It helps in maintaining positive competition with rival firms and maintaining sustainable market development for gaining long run growth in the consumer industry. There are different kinds of brand promotion methods that are used by an organization for marketing of its products and services across different consumer markets. Integrated marketing communication helps an organization in effectively using different kinds of brand promotion methods for promoting its range of products and services to target customers (Muhammedrisaevna et al. 2020). Usage of different kinds of marketing approaches helps an organization in making quality improvement in its sales targets and generating quality revenue from market operations. 
Application of integrated marketing approach is done by the organization based on knowing about the product specifications and its influence on target markets. It helps in making the customers know about different kinds of benefits that can be gained by usage of products and make improvement in sales margin. Features of the product line can be made in line with the organizational work cultures based on promotional campaigns undertaken for distribution of its products. It helps an organization in the development of a positive brand image in the consumer industry based on the quality of resources used for development of new and innovative product lines (Camilleri, 2018). Improvement in customer experience is gained by the organization based on usage of quality packaging and appearance of a product to meet with consumer utility. It provides quality growth in market competitiveness of the organization in the industry based on maintenance of quality features in its products and services. 
[bookmark: _tyjcwt]6. Promotional strategies Tesco can use to raise awareness of the brand 
Promotional strategies are an essential factor for an organization that promotes quality distribution of its products across different consumer markets and improves its market performance. The following promotional strategies can be used by Tesco in its daily business operations for making quality growth in brand awareness among consumers: 
Development of new product lines
Tesco can focus on development of a new range of farm fresh products that can help it in providing quality and innovative products to its customers. It can help the organization in increasing the sales of fish, beef, pork and other food items using different kinds of packaging to meet consumer needs (Gürbüz, 2018). Reduction in price of products can be made by 15% that can create brand awareness among customers of Tesco. 
Increasing digital marketing 
The organization can make improvements in its digital marketing activities that can help in increasing better consumer exposure to its products and services. Usage of television and internet advertising campaigns can be undertaken by Tesco for making quality marketing of its products across different geographic regions of customers (Widiastuti and Surendra, 2020). It can help in making growth of 15% in its revenue from digital marketing platforms and make quality expansion of its business across new markets. 
Improving packaging of its products
Tesco needs to make significant improvements in its products that can help it in being presentable to target customers and gain quality growth in sales. It is important that edible and non-edible products are packed using different kinds of packaging material to retain their original features and quality (Choudhary et al. 2019). There can be development of positive satisfaction gained among customers by giving them organic and locally sourced feel in its products range for gaining significant improvement in its business revenues. Tesco can use biodegradable plastics for packaging of its food products that can maintain the freshness of the product and maintain positive satisfaction among its consumer. It can help the organisation in being socially responsible towards environmental concerns and make changes in its resources to generate quality revenues from business. 
[bookmark: _3dy6vkm]7. Definition of branding and brand equity 
Branding is a process that helps in creation of strong and positive perception of a brand among its customers regarding quality of products and services in the market. It helps in application of different kinds of strategic approaches that makes a customer able to interpret the meaning of an organization's mission in its range of services. Development of differentiated perception is gained by an organization in terms of quality and features of its products and services. Development of a positive brand image among the customers helps an organization in gaining significant growth in its sales volume and generating quality profits from market operations. It helps in making improvements in customer experience and promotes the brand in terms of its service efficiency and product qualities (Swaminathan et al. 2020). Long term connections are maintained with customers based on supply of improved range of services for making growth in organizational profits. 
Brand equity is related to the quality of influence generated on consumer mindset based on supply of value products from an organization. Organizations are focused on maintaining a positive experience for consumers by selling them with innovative range of products and services under affordable price ranges. It helps in maintaining positive loyalty and satisfaction among customers and provides the business with better growth in its business dominance in the consumer markets. Usage of different kinds of marketing campaigns is done by the organization transferring relevant information to target customers about product ranges and its role in meeting with their utility (Zollo et al. 2020). It helps a firm in making quality improvement in monetary profits generated from consumer markets based on effective marketing of products and services. Development of different kinds of brand names improves the flow of services of an organization and develops positive satisfaction among its customers. 
[bookmark: _1t3h5sf]8. Explanation of Keller’s Brand Equity model of Tesco 
Keller’s brand equity model helps in development of a strong brand image based on quality improvements made in existing products and development of new line of products by an organization. It helps an organization in effectively understanding the changing needs of its customers and providing them with a quality range of products to improve their experience developing brand perception (Raut et al. 2019). There are 4 steps involved in the model that helps in analyzing the effectiveness of Tesco in supplying innovative range of products and services to customers as follows: 
Brand Identity: supply of different kinds of products and services by Tesco has helped Tesco in maintaining positive brand identity among its customers. It has been observed that supply of both food and household products has helped the organization in providing better customer experience making significant growth in its performance (Świtała et al. 2018). 
Brand meaning: Tesco has been able to maintain positive performance in the consumer markets by supplying them with an innovative range of products and services to satisfy their needs. It has helped the organization in maintaining positive efficiency in the consumer markets by supplying a quality range of durable products to meet consumer demands (TRAN et al. 2020). 
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Figure 2: Keller’s brand equity model of Tesco
(Source: Created by Researcher)
Brand response: There has been consistent development in quality of products that has been maintained by usage of new and improved range of resources at the workplace. It has helped in improving the quality of features available in a product to provide positive satisfaction and gain quality growth in business revenues (Narteh, 2018). 
Brand resonance: The organization has used loyalty programs and usage of discount options for maintaining long term relationships with its consumers. It has helped the organization in making quality growth of its operations in new consumer markets. As a result, it has helped Tesco in retaining its customers for long run business relationships and make improvements in its profitability (West et al. 2020). 
[bookmark: _4d34og8]9. Advantages and disadvantages of Keller’s brand equity model 
Advantages 
Usage of Keller brand equity model can help Tesco in evaluating its range of products and services and its influence on the satisfaction level of customers. It helps the organization know about the changes that are taking place in consumer attitudes regarding purchase of products and services and buying behavior affecting its growth in new markets. Role of employees can be evaluated based on its benefits for making improvement in business performance of the organization regarding flow of its products and services. Improvement in quality of products can be made by the organization based on response generated from customers regarding its effectiveness in satisfying their wants (Berman, 2020). As a result, there can be positive growth that can be maintained by Tesco in its flow of products and services across different consumer segments based on effective positioning of its products and services. It can make quality improvement in its business profits and help in gaining access to better business opportunities maintaining positive dominance of market shares. 
Disadvantages 
The main disadvantage of Keller's brand equity model is the difficulty in forecasting future trends in consumer demands and its influence in supply of products in the markets. It is because changes in market scenarios have become very unpredictable in contemporary business scenarios and pose a major threat for sustainable performance of business organizations. Executing positive growth in profits based on supply of a new product line might not generate the same result as expected by a business affecting its performance. Development of a new range of products and services requires the contribution of a talented workforce that might be expensive for an organization. There needs to be a required training and development program introduced for the employees for making them familiar with changing market patterns and business operations (Patti et al. 2020). Lack of coordination maintained among employees especially during training procedures might generate additional challenges for an organization regarding effective workforce management. 
[bookmark: _2s8eyo1]10. Customer journey and customer touchpoints for Tesco 
The following customer journey and touchpoints has been developed for Tesco based on quality of services supplied for female customers: 
Customer Name: John Smith
Background: He is a small business owner working at a local restaurant and supplies local cuisines to customers. The restaurant operates from morning till night as he is not married, giving enough time to maintain an effective supply of food services to customers. 
Demographics: Male, 40 years. He earns income of £47,000 from his restaurant by supplying a quality range of food services to customers. 
Identifiers: He is usually busy with restaurant work and leads an active lifestyle. John avoids usage of social media and is generally available on phone calls and messages for work related conversations. 
Goal: He needs to make expansion in his business by increasing the flow of food services of restaurants to different consumers efficiently. Development of better skills is required to be developed in staff that can provide them with quality scope of making growth in their efficiency and providing better services to customers. It can help John in gaining a positive brand image for his restaurant in the UK.
Challenges: Improvement in profits by using minimal revenues for business operations is a challenge faced by John in his restaurant business. There is not much time available that can help in making quality growth in business operations in new markets that can help John in gaining quality growth in revenues. Lack of access to standard and affordable food ingredients are another challenge faced by John in his restaurant business (Lemon and Palenchar, 2018).
Services provided by Tesco: Tesco provides a discount to John on his purchase of products that helps in making quality improvement in his lifestyle and standard of living. It supplies fresh and high quality food ingredients under an affordable price range to meet with quality standards of the restaurant food services. Monthly discounts are provided in monthly home delivery services that are used by John for getting his product and services conveniently while staying at home (Albrecht et al. 2018). 
[bookmark: _17dp8vu]11. Diagram and explanation of a customer journey map for Tesco 
The following 7 steps are used by Tesco for mapping its customer journey and improving its flow of services: 
Step 1: Tesco focuses on development of new business targets by making improvements in its quality of services that can provide quality boost to its consumer base. 
Step 2: Collection of consumer data to know about changes taking place in their buying behavior affecting its market profitability. It helps the organization in knowing about consumer preference and providing them with a quality range of products and services (Narteh, 2018). 
Step 3: It makes improvements in features of its products and services that can help in maintaining positive satisfaction among customers and provide quality utility. Employees get better opportunities to work under new projects related to new product development improving the market operations of Tesco. 
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Figure 3: Customer Journey Map of Tesco
(Source: Created by Researcher)
Step 4: Development of a personalized range of products and services is done by the organization for its customers to create better awareness for its products and services. It helps the customers in maintaining positive engagement with the organization for the long run (West et al. 2020). 
Step 5: The organization makes sure that its products and services reach maximum customers across different market segments for gaining quality growth in its profits. It helps the organization in making expansion of its business operations in new consumer markets and gaining significant business development. 
Step 6: Collection of feedback post sales services is done by the organization that helps Tesco in knowing about the influence of its products and services on consumer utility. It helps in strengthening the relationship with customers and maintains a positive flow of services for long run business growth. 
Step 7: Improvement in quality of products and services is done by the organization that helps it in making quality growth in new markets and creating better consumer awareness for its products and services. It helps the organization in maintaining long term relationships with consumers and shareholders by providing them with quality returns for their investments (Świtała et al. 2018). 
[bookmark: _3rdcrjn]12. Explanation of The Total Engagement Model of Tesco 
The total engagement model helps in analyzing the influence of products and services of an organization of loyalty of its customers for long run business. It helps an organization in evaluating the quality of its products and services that creates a certain influence on buying behavior of customers. The organization can get to know about strategic elements that directly affect its growth across new consumer markets making improvements in its quality of products and services. It provides customers with new reasons for purchasing the products and services of an organization as quality enhancements are added by the organization to provide better utility and creation of a positive persona towards the organization regarding its service abilities (Swaminathan et al. 2020). Development of the value proposition made by the organization in its products and services helps it in being responsible for the generation of new range of products and services. It helps in making quality improvements in its resource utilization approaches that helps it in maintaining positive performance by being socially responsible. 
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Figure 4: Elements of Total Engagement Model
(Source: Created by Researcher)
Maintenance of the total engagement model is done by Tesco by maintaining positive employee engagement that helps it in meeting challenging market scenarios and making quality improvement in its revenues. It has been observed that lack of employee engagement negatively affects workplace performance and decreases the flow of products. Tesco focuses on providing new and challenging roles and responsibilities for its employees that helps them in being responsibly dedicated towards their role and generating quality outcomes. Development of employee engagement helps the organization in maintaining quality improvement of its goodwill in the retail industry and generating better sales leads. Different kinds of events related to digital communication events and communication campaigns are initiated by the managerial department for making quality improvement in engagement of employees with their job roles (Raut et al. 2019). It provides new opportunities to employees by getting positively engaged with one another and knowing about each other's strengths that can be effectively utilized for generating quality returns from business operations.
[bookmark: _26in1rg]13. Conclusion 
Hence it can be concluded in the report that usage of the communication model is important for an organization in maintaining positive engagement with its consumer markets. It helps Tesco in gaining knowledge about changing market patterns and its influence on its profitability by making relevant changes in its strategic approaches. There needs to be transparency maintained by the organization in its business transactions that can help in generating quality returns for consumers and shareholders. It can help the organization in gaining positive development of its market shares and make development of positive relationships with internal and external shareholders. 
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