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[bookmark: _Toc55389650]Introduction

The report aims to widen the understanding of the people on the organisation's quality systems and customer relationship management. The quality of an organisation highly depends on customer experience and customer engagement with the organisation. However, an organisation needs to focus more on the experience and engagement of its customers. Customer relationship is something that plays an important role in the growth and success of the company but due to the Covid-19 crisis, this even becomes more important as Covid-19 has changed the behaviours of customers (Bilgihan et al., 2014). The covid-19 pandemic impacted various aspects of human life and business life and one of the major things that covid-19 has changed for the organisations throughout the world is the behaviours of customers. Due to the Covisd-19 pandemic customers become more conscious about things like what have to consume or what they have not. That is why various organisations across the world trying to learn how to adapt to link with the customers one both emotional and personal level.
 This report will focus on how Tesco is dealing with this situation and the steps it is taking to support the customer experience and engagement. In simple words, it can be said that Tesco PLC is trying to establish a good and effective relationship with its customers (Borkovskaya et al., 2018). The company already have such a good record about customer relationship but due to the pandemic crisis, it is even focusing more on maintaining a good and effective relationship with its customers. The report will focus on key marketing theories of customer experience, benefits and challenges of maintaining and developing the effective customer relationship, internal and external factors including the pandemic effect that impacted the quality systems and controls for customers and how Tesco can deal with this situation. 


[bookmark: _Toc55389651]Overview of Tesco PLC

Tesco PLC is the UK based multinational grocery and general merchandise supermarket which was founded by Jack Cohen in 1919. The organisation is considered to be the third-largest retailer across the globe. Tesco has its shops in the seven nations throughout Europe and Asia and UK is the market leader of the Tesco. The company suddenly started to expand its business on a global level since the 1990s. Being the largest retailer the Tesco PLC has a hierarchical structure. It can also be said that the company is using a functional structure which concentrates on the several departments within the business (Bacoup et al., 2018). The Tesco PLC needs to use the hierarchical structure as the organisation is the largest and it has multiple layers. The company has thousands of employees across the world so to maintain and manage everything effectively it becomes essential for the company to implement and use a hierarchical structure. To maintain and manage various countries, various departments, various stores, and various individuals across the world it is must for the company to use a hierarchical structure. Another reason for using this structure is to provide the best care to its customers across the globe. The company operates 3,968 stores in the UK and the Republic of Ireland including franchise stores. In 2019/2020 financial year, Tesco’s annual revenue amounted to almost 53 billion British Pounds in the UK and Ireland. This was an increase of approximately 1.3 billion pounds compared to the prior financial year. 
As people know that Tesco PLC is an international organisation who has maintained and earned a strong reputation across the world to provide the best quality services and products. The company always seek to bring the best outcomes for itself by its working practice. The company always try to provide beneficial products and services to its customers and the highest return to its shareholders. The company operates its business ethically which means that how company work is morally and legally appropriate (Bacoup et al., 2018). The Tesco PLC always focuses on the ethical approach of doing business which describes that the company gives priority to all officers, directors, agents, and workers across the globe. The way of working that Tesco PLC chooses to work is ethical and legal which helps the organisation to operate inappropriately and effectively within the marketplace. The way the company treat its customers across the world is effective and it leaves an impact on the customers and this is the huge reason behind the exponential growth and success of the company. Maintaining and managing a good relationship with customers directly impacts the success and the growth of an organisation within the marketplace. This is how Tesco PLC manages its structure, work ethics and relationship with its customers across the globe. 
[bookmark: _Toc55389654]Internal and External Factors that Affects and Influence the Quality System of Tesco
The internal factors within the organisation impacts on the growth and the success of the organisation within the marketplace because what an organisation do internally that affects its growth and success externally (Verma et al., 2012). Following are the internal factors that impacts and influence the quality system of Tesco PLC: 
Control on Stocks: This can be considered an impactful and influential factor which is used by Tesco PLC. Managing effective stock control can be effective for the Tesco as by having control of the stock the organisation can save itself the idea of restoring the many stocks like raw material and other resources (Verma et al., 2012). Managing the stocks can help in making instant orders and doing Tesco can an effective quality system within the marketplace. 
Control on Machine Usage: As people know that usage of machines within an organisation is an internal part of that organisation (Verma et al., 2012). By hiring the engineers with high skills Tesco can prevent the chances of any technological risk and the issues in the activity of production. This way Tesco can add value in its quality system which helps the company to influence other organisations to take the same step within the marketplace. 
Technology: There is no doubt that technology plays an essential role in the operations of each organisation in the current world. With the outbreak of covid-19 pandemic the effectiveness and the demand of technology increases as there are thousands of companies who allowed their workers to work from home so the idea of working from the home is not possible without the technology this is why technology plays an important role in the current world behind the successful operation of an organisation (Wu et al., 2014). During the lockdown period in various countries across the world in which Tesco operate its businesspeople were not supposed to come outside as it was the only option in the initial stages to prevent the chances spreading the virus so at that time by using the technological tools company was providing the grocery services in the various countries across the world. During that time people used to order essential things online and it was only possible because the Tesco PLC is engaging in technological activities. This is how technology plays an important role in managing and maintaining the quality system of Tesco PLC. 
Green Computing: By implementing the approach of green computing an organisation can be more effective and impactful within the marketplace. Green computing helps an organisation to contribute effectively to make the world a better place to live (Wu et al., 2014). The approach green computing works to reduce and prevent energy consumption that helps to reduce toxic gases and energy from the environment. The approach of green computing is adopted and implemented by Tesco PLC which proves effective for the company and it impacted positively on the growth and the success of the company within the marketplace. The approach of green computing is cost-effective as it uses less energy and cooling requirements (Wu et al., 2014). Green computing an external factor as it works to save the environment because it is the only home for human beings and each individual must contribute towards the environment so that human beings can live in a toxic-free, healthy environment. 
Political: Political is an external factor that influences and mark the success and the growth of an organisation within the marketplace. Political factor involves the approaches and actions of a government that impacts on the economy (Westgard and Westgard, 2017). This directly impacts the way Tesco operates in the corporate sector. As people know that Tesco does not just work domestically but it does work internationally so the Tesco always consider political factor must for its operation as in this it has to be careful about the organisational rules and laws of various countries across the world. 
Management of Quality: Quality management is the crucial factor as it enhances the performances of the business. In the process of quality management, there is a large use of machines like computer systems as an organisation can't operate effectively without the use of technology and machines (Westgard and Westgard, 2017). This factor can help the Tesco PLC to enhance the quality of management.
[bookmark: _Toc55389652]Key Marketing Theories of Customer Experience

Customer experience is the perception of the customers according to their experience with an organisation. Customer experience focuses on each interaction that customers have with any organisation which includes navigating a website, communicate with customer service and obtaining the services and products. How an organisation operates its business impact the perception of the customers and it impacts highly on their decision of purchasing services and products of the company or not. Customers experience plays the key role for the sustainable competitive advantage and it is crucial for the organisations to provide best possible experience to its customers so that it can impact positively on the quality system of the organisation within the marketplace. That is why is essential to provide good experiences to the customers as it directly impacts on the growth and the success of an organisation. The concept behind the customer experience and relationship management with an organisation is not completely new (Bacoup et al., 2018). Through several theories and models, it has been acknowledged that the way an organisation treats its customers directly impacts on its future profitability and success. Customers only go back to that brand which provides the best experience through their interaction, services, and products. The concept of customer experience, relationship and engagement management worked well for Tesco PLC. The approach of customer experience developed within the Tesco PLC to increase the revenue. To increase the revenue through customer experience the Tesco PLC started club card which was believed to boost 10 million active householders. Club card was like a customer loyalty programme which has provided the company with a way to show appreciation towards its customers. The company has introduced a club card not just from the point of view to showing customer loyalty but also to identify the company's loyalty towards its customers. 
 There is no doubt that customer experience, engagement and relationship management always considered important by each organisation across the world and especially by the largest organisation like Tesco PLC but with the outbreak and spread of Covid-19 pandemic things are not the same as they were a few months ago. The outbreak and spread of Covid-19 changed the behaviours of customers towards the organisations and their products and services as they become more conscious that what services and products they have to purchase and what not (Dynnyk et al., 2019). The reason that customers changed their behaviour with the arrival of the pandemic is that various individuals across the world lost their jobs and business, so the financial stress plays an important role behind the changing behaviours of customers. Another reason is that because of the pandemic crises people become much health conscious so before purchasing any food relevant products they think a lot more about it. Because of the fear of Covid-19 pandemic the number of customers who buy products and services online increases as they found it dangerous to go outside in this pandemic situation. Online shopping becomes the new behaviour of customers across the globe. There are various theories and models of customer experience that is important to know for an organisation especially in this time of global experience when behaviours of customers changed towards the organisations. 
Theory of Reasoned Action: This theory is introduced by Icek Ajzen and Martin Fishbein in 1960s. This theory concentrates on the significance of pre-existing attitudes in the process of decision making. This theory states that the growing and success outcomes of an organisation depend on the behaviour and experience of customers. The theory of reasoned action states that customers are rational actors who can act and react according to their interests. This theory states that particularity is essential in the process of decision making and customers must take actions which are specific for them (Dynnyk et al., 2019). This theory helps the marketers to learn various lessons like when marketing the products and services to the customers, marketers should relate a purchase with the positive outcomes, and the outcomes should be specific. In this time of covid-19, the big organisations like Tesco PLC need to understand this theory due to the changes in customer behaviour. By the understanding this theory an organisation can come up with other new ideas that can influence customer behaviours. 

Engel, Kollet, Blackwell (EKB) Model:  This model of customer experience and behaviour expands the Theory of Reasoned Action. This model defines the five ways that are used by customers while making any purchase. Input is the first step of this model which defines that most of the products and services that customers purchase is to get influenced through television, online and newspaper. One of the best things that Tesco PLC should consider from this step is online marketing as it is already mentioned above that in this modern world there is a craze and need for online shopping. Online shopping was a craze before the pandemic but since the outbreak of the pandemic took place it becomes the necessity of people. This step of marketing helps the people to collect all the mandatory and necessary data of the products and services where customers compare the inputs of past experiences with the new products and services (Dynnyk et al., 2019). After obtaining the necessary information about the products and services people can make decisions according to their need. In the beginning, marketers are supposed to give all the necessary information to the customer about the services and the products. Implementing this model at this time when the world is suffering from the coronavirus pandemic is essential as this model help the big organisations like Tesco PLC to improve the marketing style especially by adding the online marketing and shopping offers as the behaviours of the customers has changed due to the pandemic, so it is also important for the companies to implement changes and provide good customer experience. 
[image: ]
Figure 1: Engel, Kollet, Blackwell (EKB) Model (Eriksson et al., 2018)
Motivation-Need Theory: This theory is developed by Abraham Maslow in 1943. This theory allows people to act towards fulfilling their requirements based on the five steps. These requirements involve, in order of significance:  safety, physiological, esteem, love and self-actualization. This theory of Maslow is adapted by business schools and the marketing classes. Successful marketing campaigns should not just bring the consciousness of the services and products, but they should also establish the place on the hierarchy of requirements. Customers are motivated to preference purchase towards the hierarchy (Eriksson et al., 2018). This theory can be adopted and implemented by any organisation across the world as it is an effective theory of customer experience. This theory can be implemented by the organisations at this time of global crisis as it helps to maintain and manage the effective relationship between the organisations and the employees. Providing a good experience to the customers is not possible without establishing an effective relationship with them. Therefore, this theory should be implemented by organisations. 
Psychoanalytic Theory: Psychoanalytic theory was developed by Sigmund Freud, who is an Austrian founder of psychoanalysis. According to him, humans cannot completely understand the level of their motivation due to the psychological factors that shape the mind of humans is largely unconscious.  According to Freud, a large part of the unconscious mind includes strong desires and impulses. When these impulses and desires cause any guilt and share humans start to repress themselves. According to this theory, customers respond to the symbolic factors as much as they respond to functional and economic factors (Jain et al., 2017). According to him external factors like income, age, cannot completely account for the behaviours of customers as motivation lay deep within the psyche of the person. Marketing styles that comprise emotional factors of customers such as feelings, aspirations, fear, and hope are often more impactful and effective. This theory suggests that companies should concentrate on the emotional behaviours of the customers because by relating to the emotional state of mind of the customers an organisation can fulfil the needs of customers. This theory can be fruitful for the Tesco PLC because being such large organisation it should focus on the emotional behaviours of its customers so that they enjoy being a customer of the company and provide suggestions and feedbacks to the company so that company can enhance in the areas it is lacking.  By implementing this theory an organisation can bring an impact on the customer's experience within the marketplace. This theory can be useful for the Tesco PLC as people know that it is a grocery retailer so by providing high-quality food products to the customers it can provide the best experience to the customers which impacts directly on the success of the company and it can help the company to build effective relations with its customers (Jain et al., 2017). There is no doubt that the products that company provide to its customers contain good quality but by adding more quality like adding the immunity booster quality to its food products company can add value in the life of its customers and make their experience better with its products. This is how this theory can help Tesco PLC to provide good and effective experience to its customers. 

The Nicosia Model: This model illustrates the response of potential customers towards the new brand. The three stages of this model start with the customers awareness about the brand then this model focuses on the process of decisions from purchase to the post-purchase. This sequence of the different stages assumed to start with the marketing and advertising which helps people to understand the products and the services of the brand (Lemon and Verhoef, 2016). This model focuses on the brand and how much customers are aware of the quality of the brand as customers are the one who plays a significant role in the success of the company. If Tesco PLC use this model it can open the opportunity for itself to connect with the potential customers that a directly add value in the growth and the progress of the company. If company provide effective products to its customers, it can directly be profitable for the company itself because it can increase the number of customers for the company and effective products provides good experience to the customers.
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Benefits and Challenges of Developing and Maintaining Effective Customer Relationship
Benefits of Customer Relationship 
No doubt developing and maintaining effective customer relationship can lead to various advantages for an organisation (Sun et al., 2020). Developing and maintaining a good relationship with customers is crucial for an organisation as this can lead an organisation towards the path of success and growth. Following are the benefits of developing and maintaining effective customer relationship: 
Enhance Reporting and Analytical Data: Data which is miscalculated must not be the reason that an organisation cannot grow. By providing the best experience to the customers an organisation can enhance the reporting and analytical data system (Maklan and Klaus, 2011). System of customer’s experience and customer relationship store the information in just one place which enhances the reporting and analytical data. With improved reporting and analytical data can leads to an efficiency of making effective decisions. 
Enhance Customer Service: This system focuses on that customer's time is precious. If a customer having any problem the customer service team of the Tesco PLC should provide best solutions to them as it helps the organisation to keep their customer happy which impact on the growth and success of the Tesco PLC within the marketplace (Maklan and Klaus, 2011). When an organisation prioritizes the needs and problems of its customers it automatically impacts on the success of that organisation as it all starts with how an organisation interacts with its customers. 
Automation of Daily Work: By providing the best experience and maintaining a good relationship with the customers Tesco PLC increases the chances of sales which help the company to operate everyday task with a certain purpose. Completing the sales is not easy as it requires a lot of efforts to make customers ready for the products and services. There is no doubt that within the surface details of any sales there are various small tasks that Tesco PLC complete to manage and maintain everything appropriately and effectively. To complete any sales there are several small steps and task that workers within Tesco PLC completed (Ma et al.,2018). This is by providing a good experience to the customers and maintaining a good relationship with them impacts on the daily work automation of Tesco PLC and this is how the company accomplishes various long-term goals. Proving better experience and managing effective relationships with the customers allow an organisation to effectively operate everyday task and activities that add value in the life of customers and within the organisation. 
Challenges of Customer Relationship
The process of implementing and maintaining a good relationship with customers is not easy as can leads to various challenges (Tran et al., 2018). The process of implementing good customer relationship requires appropriate information to coordinate marketing activities, sales, and services. Implementing good customer relationship can cause various challenges for an organisation. Following are the challenges that an organisation faces in the process of maintaining and implementing good customer relationship: 
Lack of Communication: The decision and process of implementing the customer relationship are taken by the top management of the Tesco PLC according to their budget system and business plan. However, these decisions need to be discussed with the rest of the staff within the organisation if the behaviour of top management is not to interact with everyone then this can lead to difficulty for the organisation. Lack of communication with employees can lead to the failure of customer relationship management (Tran et al., 2018). The lack of communication among the staff of an organisation is important to maintain good customer relationship otherwise it can lead to a problem for the organisation. 
Lack of Technology Integration:  In this modern era technology plays an essential role in the success of any organisation and it is not possible to operate an organisation effectively without the use of technology. Technology becomes the primary need to operate an organisation effectively. Technology plays an important role to connect people even if they are in other countries. As people know that Tesco operates its business at the global level so technology is a must for the organisation to operate its business effectively (Tran et al., 2018). Lack of use of technology can lead to poor connectivity between the organisation and the customers. To meet the requirement of customers across the world the extended use of technology is must for Tesco PLC.  Poor use of technology can lead to a problem in the implementation of the customer relationship. For example, Tesco for adopting to rapidly changing technology has trialled new “shop and go” technology that allows customers to scan and pay for their groceries on their smartphone and then walk out of the store without visiting a till. 
Lack of Organisation Wide Use: Customer relationship is an essential approach that saves the time that encourages the customers to make good use of it on the wide range. Managers within the Tesco PLC should make customer relationship an essential approach so that other staff within the organisation interact and communicate effectively with customers (Verma et al., 2012). Way of approaching the customers should always be effective so that it can attract the customer towards the organisation and most importantly the customer care staff of the organisation must have all essential and deep information about the products so that they can influence the customers towards their products and services. 

The support system that impacts on the quality process
To maintain and manage the quality process of an organisation quality management system can be a supportable and most effective system. This system helps an organisation to reach customer satisfaction and requirement to accomplish long term goals and objectives. Quality management is a support system which helps big organisations like Tesco PLC to deliver the goods and products in a manner that reach to the customer satisfaction of the company. To implementing and adopting the quality management system Tesco can make sure about its quality process (Zhao et al., 2018). Implementing the quality management system can help the Tesco PLC to maintain and manage its profitability, development, and compliance of a quality-driven culture. Quality management is an essential approach as it describes the needs and the expectations of the customers which play a major role in the success and the growth of the company. Knowing the needs and expectations of the customers helps an organisation as through that an organisation come up with new ideas, services and products that can meet the needs and the expectations of customers.
By fulfilling the needs and expectations of customers an organisation can create a beautiful landmark of success for itself within the marketplace. This approach of the quality management system should be adopted by Tesco PLC as people know that Tesco is the largest organisation which operates at the international level, so it becomes even more important for the Tesco to know the needs and expectations of its customers across the globe to fulfil the needs and expectations of customers it is important for Tesco PLC to implement a quality management system (Zhao et al., 2018). Quality of the product is a dynamic concept that is ultimately described by the satisfaction, expectation and the requirement of the customers. This approach helps an organisation to maintain and manage the quality process effectively and efficiently so that organisation can attract the customers and fulfil their requirements and needs. The quality management system focuses on the quality of the products, expectation and needs of customers as these factors play a significant role in the success and the growth of an organisation

[bookmark: _Toc55389655]Conclusion and Recommendations

The report has focused on one of the most essential topics within the corporate sector and that is "understanding and engaging in the customer experience". As people know that experience of the customer's matters a lot for the success and the downfall of an organisation within the marketplace and this factor made this topic important to read. The topic has covered by taking the example of Tesco PLC. The report has focused on various significant aspects of this topic such as theories and models of customer experience, benefits and challenges of developing and maintaining the effective customer relationship, internal and external factors that affect the quality system of Tesco, and support system that impacts on the quality process of the organisation within the marketplace. The report has covered insights of these different aspects which helps an organisation to maintain and manage the effective relationship with the customers. The report has focused on the importance of providing better and effective experience to the customers as it all depends on the customer's behaviour. Influence the behaviours of customers is important as it helps the company to create an effective and good landmark of success for itself within the marketplace.
 By looking at the report above it can be recommended that Tesco PLC should give priority to the customer experience as people know that Tesco operates its business internationally so providing the better experience to the customers can be fruitful and effective for Tesco. Tesco should concentrate on the theories of customer experience and implement these theories so that it can provide the best experience to its customers on a global level and mark the landmark of success for itself on a global level. It can also be suggested that Tesco should focus on the challenges of the customer relationship as by understanding which factors can cause challenges Tesco can enhance them and it can establish a good relationship with its customers. Tesco must consider the support system of quality management as it will help the company to understand the need and expectations of its customers. 
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