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Executive Summary
A positive customer experience is the central foundation of a successful business. The report has conducted an in-depth investigation on the customer experience within Tesco. The findings indicate that Tesco mainly focuses upon new loyalty programs, data-driven marketing campaigns, and digital transformation capabilities to enhance customer experience. The report has evaluated that Tesco has mainly introduced new click and collect service to gain customer attention and achieve a competitive advantage. It has been examined that Tesco often uses the SERVQUAL model to create an innovative personalized experience for customers. Thus, Strong customer loyalty may help businesses to succeed in the global marketplace. 
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[bookmark: _Toc86508363]Introduction
The main purpose of the report is to investigate customer relationships within Tesco which is the leading supermarket chain in the UK. It mainly highlights the impact of new technology and human touch on customer experience. The report has illustrated certain marketing strategies adopted by Tesco to improve brand experience. It explained the impact of quality models upon customer relationship management. The report has identified that how these quality models may enhance customer experience. It has focused upon two quality models named SERVQUAL Model and Gronroos' quality model. The report has examined the significance of quality systems in improving business operations. 
[bookmark: _Toc86508364]Company Overview
Tesco is the largest supermarket chain that provides fresh groceries, frozen foods, clothing items, and retail banking services to customers (digital.hbs.edu, 2021). Jack Cohen has established Tesco supermarket in 1919. The company often holds a 42.3% share in the UK grocery market and serves more than 10 million customers per year. The supermarket has hired 420,000 colleagues from diverse cultural backgrounds. Moreover, Tesco often obtains higher profitability around 1.7 billion. As per the latest record, Tesco owns 2,318 retail outlets in 12 countries. The company often generates huge revenue of around $75, 022 million, and generates the highest turnover around $29. 7 billion. The ultimate mission of Tesco is to become the leading food champion for customers. 
[bookmark: _Toc86508365][image: ]Source: (digital.hbs.edu, 2021)



Impact of tech touch Vs human touch on the customer experience of Tesco
[bookmark: _Toc86508366]Impact of technology:
Tesco is one of the foremost grocers in the UK, out of which their online grocery sale is about 43% and their offline sale is around 25% (tescolabs.com, 2021). In the past 15 years, Tesco has electronically remodeled its experience of customers, models of business, and operating model through various investments in a website with collect and click functions to attain customer loyalty. In this way, The Company may be able to offer a contactless payment system to customers (tescolabs.com, 2021). The supermarket has continuously invested in self-checkout technology to develop an Omnichannel experience for customers. This may help supermarkets to gain a competitive advantage in the global grocery sector. Tesco is also doing an effort to improve the shopper experience. Some technologies used by Tesco are discussed below: 
Click and collect functionality from moving bricks and mortar to bricks and clicks:
During this pandemic, Tesco has introduced a new click and collect service to eliminate waiting times and offer better checkout service to customers (tescolabs.com, 2021). In this way, the company was able to create strong emotional appeal among customers. It led to a competitive pack by presenting an Omnichannel 'click and collect' function in which customer can place their order online and collect their bag at the collection point of their choice which is most convincing for them. 
Execution of scanning in-store experience:
Tesco has also made crucial investments in digital initiatives store to improve their shopping journey. With these digital stores, the company often encourages its customers to use smartphones for scanning products. This may help Tesco to build a strong emotional connection with customers. Apart from this, the company has also implemented new "self-checkout stations" and "scan as you shop" services to reshape the entire customer journey. In this way, customers may be able to quickly purchase their items within a single touch (tescolabs.com, 2021). These technologies have helped Tesco to automate their entire manual operations and reduce waiting trials. 
Social Media Platform:
Tesco has a branded Twitter account, which connects to the head office and the contact center, therefore they help in solving problems (retailtechinnovationhub.com, 2021). They are giving local services through this platform. The company often uses social media platforms to conduct meaningful marketing campaigns for customers. Through these social media campaigns, the company tries to develop emotional resonance among customers. In recent years, Tesco has launched a new "Price that takes you back campaign" to send innovative brand messages among customers (retailtechinnovationhub.com, 2021). These social media strategies help Tesco to create a lifetime proposition for customers.
Favorable result:
Tesco is putting time into addressing customer problems and questions which they are doing a hard effort to show the appraisal. Converting gloomy things into favorable is the biggest pros social media have. It has also shown that nobody can easily please an angry customer simply, it takes time to please them, but Tesco generates great public recommendations which are more valuable than anything else (retailtechinnovationhub.com, 2021).
[bookmark: _Toc86508367]Impact of human touch
Tesco is constantly coming up with new store layouts to enhance customer experience. The company often motivate their employees to listen to customer perspectives. The customer service department offers accurate information to customers regarding the refund policy, home delivery options, and upcoming promotional campaigns. The management team of Tesco displays greater kindness and genuine behavior towards employees (Anthony, 2021). The company has also expanded its virtual stores to create an innovative brand experience for customers. In addition to this, The Company has also employed dedicated workers in its fulfillment center to resolve customer queries. The following points indicate that how Tesco creates an exclusive human touch experience for customers. Some of them are as follows: 
Using technology smartly to enhance the customer experience: 
Maine techniques used by Tesco are self-scanning and self-checkouts. They are the foremost and frontier techniques. These technologies are adopted to upgrade consumer involvement and it also reduces the cost. On the other hand, Tesco has also a big screen at their stores so the items and sizes which customer wants are not available in-store can be ordered later (Anthony, 2021).   
[bookmark: _Toc86508368]Renovating entire store layouts
Tesco converts the big shop into various small shops that are attractive and also make it easier to search the products. Particularly product has their sub-departments so that consumer can easily go to that area where their products are available (ETCIO.com. 2021). It is the best technique because it can also save the time of customer not to tome around the whole store. The company has also introduced separate fresh food counters to fulfill customer expectations. 
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Motivating employees to deliver excellent customer service
Over the past few years, Tesco is already coming up with new cooking class sessions to motivate employees for better customer service. The company also appreciates its employees for offering personalized recommendations in customer service policies. In this way, Tesco can discover new ideas to enhance customer experience (ETCIO.com. 2021). 
[bookmark: _Toc86508370]Customer Experience and Brand experience
The company is well known for its new technologies, communication, and social media. Tesco's social media platform and customer service teams are the main industry leaders when it comes to customer service and involvement. With vast growing operations around multiple centers connect with knowledgeable agents directly with Tesco's customer base. The company is making a strategy to improve customer offers while creating sustainable, long-term, and shareholder value. The complete team of Tesco is focusing on serving customers a little bit daily (ETCIO.com. 2021). They are very competitive in their offers. Below are some methods through which Tesco satisfied their customers:
Setting assumptions:
Consumer always expects that their problems are always been listened to and solved. In-service hours times it is nothing out of the typical traditional communication mediums but in social media platforms, some companies let the customers in dark. But as Tesco, looks after the customer's problems as what they expect through their social media platforms like Facebook and Twitter (conversocial.com, 2021). 

[bookmark: _Toc86508371]Solving customer queries 
It is very important to resolve customer queries on day-to-day basis. Tesco has appointed experienced customer service agents to resolve customer queries as soon as possible. In this way, The Company was able to position itself as a customer-oriented brand among the target audience (conversocial.com, 2021). Apart from this, Tesco also sends a weekly email to customers for promotional vouchers and gift cards. Through its loyalty programs, the company was able to make the customer feel more appreciated and valued. 
Delivering ultimate help on their first meet:
The first impression is the leading factor when it comes to delivering the occurrence to customers to those who reach out cooperation. Tesco mainly relies upon social media to share relevant knowledge with customers regarding innovative food recipes and food items certifications.  In this way, Customers may stay loyal to Tesco for a long-time period (conversocial.com, 2021). 
[bookmark: _Toc86508372]A strong presence on social media platforms
Tesco has wider online services to their customers and it's all because of technologies they adopted. Tesco has a branded Twitter account that connects with the head office of Tesco. Gathering all the knowledge and connecting all the supporting networks to the store level allow Tesco to give valuable services (conversocial.com, 2021). Connecting all the businesses internally in social media is the only way to respond to a completely suitable solution.  
[bookmark: _Toc86508373]From the above analysis, it can be stated that Tesco has created an innovative brand experience among customers through its innovative marketing campaigns and consistent brand identity. Despite facing an economic crisis, the company has been focused on a low-cost pricing strategy to create an excellent brand impression among customers. Moreover, Tesco mainly focuses on Data analytics to improve the entire shopper's journey. The company usually invests more than 1 billion in its data-driven marketing campaigns to create emotional loyalty among customers. The company has also created an innovative brand tagline "Every Little Helps" to create a strong brand message among customers (conversocial.com, 2021). 
Impact of quality systems on Tesco
[bookmark: _Toc86508374]Quality Management is an integral part of business operations. Effective quality systems help Tesco to identify potential defects and manage production activities (internetretailing.net, 2021). Quality management systems help businesses to generate higher revenue and decrease the chances of product failure. Tesco has also adopted different quality management tools such as benchmarking, statistical quality control, and customer service surveys to improve business performance. Apart from this, the company also makes crucial investments in telematics tools and logistics systems to enhance customer experience. The company also conducts a supplier audit program to check the potential ingredients of their dairy products. In 2019, the supermarket has completed more than 2000 maintenance audits to manufacture high-quality products for customers. Thus, Quality models play a crucial role in the long-term growth of the business (internetretailing.net, 2021). Tesco may adopt the following quality models to improve customer experience. Some of them are described below: 
SERVQUAL Model
Parasuraman and Berry have developed this quality model to fulfill customer expectations and gain a competitive advantage. This model mainly helps businesses to identify potential gaps within production activities and eliminate loopholes. This model gives much emphasis to service design, product availability, and changing customer experience (internetretailing.net, 2021). Apart from this, the SERVQUAL model is based upon 5 different dimensions which are as follows:
Tangibles: This dimension mainly involves equipment, staff appearance, and physical infrastructure. For instance, Tesco provides a wide range of services including books, stationery, and toys to customers. The company often collaborates with an experienced interior design team to improve its store layouts (tesco.com, 2021). Apart from this, the supermarket has revamped its entire store format by introducing a new Tesco Extra superstore format for potential customers. Under this store, the company has tried to create a memorable customer journey by introducing new digital services such as mobile self-scan and in-store interactive screens to create a memorable shopping experience for customers. Thus, Tesco is constantly focusing upon new store designs to promote itself as a customer-oriented grocery retailer within the marketplace. Tesco often encourages its staff members to become more professional and presentable among customers (tesco.com, 2021). The company often ask their employees to greet customers with a genuine smile at the entrance store. 
Reliability: This dimension includes resolving customer complaints and delivering strong brand promise among customers. For example, Tesco remains consistent towards a lower-pricing strategy to position itself as an affordable and prestigious grocery brand among customers. The supermarket often tries to resolve customer complaints through its virtual call center. The company has also hired a responsible complaint department to respond to customer queries regarding product defects, delays in delivery times, or refund policy issues. The complaint department of Tesco also provides gift cards to customers for their goodness. On the other side, the supermarket takes advantage of its club card data to send personalized emails to customers regarding promotion coupons, new product offerings, and upcoming promotion campaigns (tesco.com, 2021). The company has also created an innovative Club Card Scheme to create lifetime value for customers. 
Responsiveness: This dimension refers to providing quick and reliable service to customers. During this pandemic, Tesco has launched a new automated queuing system to enhance customer experience. Moreover, the company has adopted new Tensator virtual queue solutions to reduce waiting times and speed up their checkout procedures. In this way, customers may be able to view several products through an in-queue merchandising display. The company has also established electronic call systems to give quick responses to customer queries (mdpi.com, 2021). These installations may help Tesco to create a strong brand identity among customers. The company has also appointed Customer Delivery Assistants to verify customer identification proof including their age and family background. Through its virtual queuing system, the company was able to promote better social-distancing protocols among customers. 
Assurance: This dimension is all about inspiring employees to deliver excellent customer service (econsultancy.com, 2021). For instance, Tesco offers proper guidance and mentorship to employees for handling customer complaints and responding to social media comments in a polite way. Apart from this, the company has also introduced a new training program named "Living Service" to motivate employees for delivering exceptional customer service. The company also conducts five mentorship sessions to guide employees regarding changing customer buying patterns and the latest marketing trends. The company has also implemented a customer service training program to motivate employees for offering 24/7 services to customers. During a global outbreak, the company has provided a 10% discount to employees for delivering outstanding customer service (mdpi.com, 2021). 
Empathy: This dimension mainly involves genuine care and kindness towards customers. Empathy is the utmost foundation of building huge trust and confidence among customers (econsultancy.com, 2021). For example, Tesco has introduced a digital Club card loyalty program to reward customers for their healthier diets. Under this loyalty program, the company offers a wide range of services to customers such as unique film content and Blink box music services to customers. In this way, Tesco was able to promote greater credibility and higher brand loyalty among customers (mdpi.com, 2021). Apart from this, the company mainly invests sufficient time in data-driven campaigns to create lifetime value for customers. 
[bookmark: _Toc86508375]
Gronroos quality model
In 1982, Christian Gronroos has developed this quality model to fulfill customer expectations. This model mainly presumes that customers often compare its service quality through its real-life experience. If customers' expectations are not up to mark as per product standards or experience, then it is often perceived as poor-quality service (digital.hbs.edu, 2021). On the other side, if customer expectations completely match with product standards, then it is often perceived as the best quality product. The initial success of the innovative product is entirely dependent upon customer expectations. Thus, Tesco can use this quality model to create a unique quality proposition for customers. This quality model is entirely based upon three different dimensions which are described below:
Technical Quality: This dimension mainly involves that how customers evaluate the quality of a specific product or service. Nowadays, Customers are shifting towards low-cost alternatives for better convenience. Customers often judge quality standards based on the latest technological trends, personal ideologies, and traditions. For example, Tesco mainly relies upon a cost leadership strategy to gain customer satisfaction. On the other side, Tesco customers are very much sensitive towards price and rely upon 100% nutritious food (digital.hbs.edu, 2021). The supermarket often tried to measure the quality of products through its supplier audit and quality inspection program. In this way, the company was able to create a highly emotional appeal to customers. 
Functional Quality: It shows that how the customer has perceived a particular product or service. For instance, Tesco has implemented several digital technologies such as self-checkout, digital screens, and virtual information displays to deliver high-quality service to customers (internetretailing.net, 2021). The company often relies upon the positive word–of–mouth and digital advertising strategy to gain customer appreciation. Moreover, Tesco has also launched “Aldi 	Price Match" to create an innovative brand experience for customers. 
Image: This dimension involves building brand image through functional and technical perfection. For example, Tesco has positioned itself as a powerful retail brand that values convenience, money, and customer expectations (marketingweek.com, 2021). Apart from this, Tesco has completely diversified their product into different categories such as clothing, stationary, foods, and electronic products to create superior value for customers. The company has mainly employed RFID scanning autonomous robots to measure sufficient gaps within shelves. The supermarket has also implemented efficient AR technology where customers can gather information about the innovative product. Apart from this, Tesco also uses special location-tracking sensors to monitor their home delivery services. In this way, Tesco was able to position itself as an innovative and transformational grocery retailer among customers (econsultancy.com, 2021). 

[bookmark: _Toc86508376]Conclusion
The report concluded that Tesco often tries to create a personalized experience for customers through its technological innovations and distinctive product portfolio. It has been summarized that Tesco has adopted new self-checkout and augmented reality technology to enhance customer experience. The report has summarized that the SERVQUAL model was quite beneficial in creating high-quality service for customers. It has been evaluated that Tesco has completely transformed the entire customer journey through a new self-checkout system, virtual queuing systems, and digital information screen displays to attract large customers. The report has examined that the success of the innovative product is entirely dependent upon customer expectation and buying habits. Thus, quality systems play a crucial role in the long-term growth of the business. 
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