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Introduction
In the modern competitive world every business organization must provide quality services to the consumers to survive in the competition. An organization must provide effective and efficient services to its customers to gain competitive advantages.  Developing and implementing service strategy is the key to achieve the success in both short and long run. Maintaining quality service in any organization is very crucial for achieving customer satisfaction and gets competitive advantages as well as creates brand equity among the consumers. In this report the service of “TESCO” is evaluated in a manner that can be helpful to generate service strategies for the organization.














Quality Modules and Standards
According to Atkinson (2012) there are several quality service management techniques that are used throughout the world in various service related organizations. These quality management strategies ensure effective and efficient service providing inside out the organization. It is important for any organization to follow one or more quality assurance techniques to gain ultimate success in the industry. According to Knapp (2014) all the techniques are almost same that describes different activities of every level of the organization. Such as; effective communication system is necessary to ensure providing quality services, thus a quality management technique ensure effective communication process inside and outside of the organization first. SO, 9001 is one of the most popular methods among them. This approach is also used in entire United Kingdom in service related organizations. 
According to Gibson (2013) to maintain a specific standard within the organization it needs to create and implement detail strategies within its various functions and processes.
· TESCO will be able to increase the workplace efficiency
· TESCO will be able to minimize the additional cost of Service 
· TESCO will be able to provide effective services
· TESCO will be able to develop a detail service strategy
· TESCO will be able to find out the service gaps
· TESCO will be able to create a feedback system for its customers
· TESCO will be able to develop an effective communication system
· TESCO will be able to develop a good service workforce 
· TESCO will be able to create Brand Equity
· TESCO will be able to increase the customer’s satisfaction

It is the duty of the management of TESCO to develop and maintain quality service strategies for the organization by ensuring the appropriate standards. According to Cook (2008) by providing the better services to the consumers TESCO will be competitive in the market and will be able to achieve its goals and aims. The ISO 9001 is a well-known and worldwide recognized system of maintaining standard product and service.  As Berndt and Brink (2004) supports that every organization follow a standard procedure within its services as TESCO should also do the same. It can be benefited in many ways by following ISO 9001 as some of the advantages are given in bellow; by following the ISO 9001 standards at workplace TESCO may achieve several competitive advantages and these are;
TESCO also follow some other standard techniques for providing better services to its customers and some of them are The Six-Sigma Model, Total Quality Management (TQM) and The Lean Framework.  All these approaches help to increase organizational product and service quality for TESCO. According to Hill-Wilson and Blunt (2013) the successful implementation of the Six-Sigma has made TESCO overcome its problems in service efficiency and helped to build an effective strategy. The implementation of the TQM has also made TESCO to ensure the continuous development in service and the improved brand equity and brand loyalty of product and services. The development and implementation of the Lean framework is proved to be effective for TESCO. This framework has also helped TESCO for developing effective strategies. TESCO has designed the service activities more effectively and enhanced the total service performance of the organization by applying it. 
Customer Service
Like every other organizations, TESCO also believe that Customers are the key for attaining success. In today’s competitive business world, no organization could survive without focusing on the customers. Today, most of the largest organizations set all their strategies based on the customer’s needs, wants and demands. It is the priority of the organization to find out customer’s needs and develop their products and services according to that and get benefited by developing competitive advantages.
As a retail shop of United Kingdom TESCO need to find out its key focal points to provide better services to the customers. To develop a better service, it is important to find out the service gaps as well to ensure better service qualities as service gaps are important to find out to formulating effective strategies. The focus of TESCO is to ensure customer’s satisfaction. This can be achieved only by providing appropriate customers services. 
According to Berndt and Brink (2004) the customer service department of any organization should develop an effective frame work within the organization and focus on some basic points to gain the success. The key points that TESCO need to focus are as follows;
· Image development of the organization
· Effective communication with customers
· Ensure proper service delivery to customers
· Make solutions of the problems of the customers
· Promote the organizational services 
· Monitor customer services records
· Develop Customer Relationship Management (CRM)
TESCO is highly concerned about relationship management. It ensures and delivers high quality service to the customers. TESCO want to build a favorable relationship with the customers to gain competitive advantages than the competitors. In this process TESCO believe that employee training and development is the key to build a strong team so that they can provide quality service to the customers. TESCO owns a good corporate culture within the organization and the communication outside the organization is effective also so that it can ensure quality services in every aspect of the business environment.
Importance of quality customer’s service in the retail industry: 
According to Hill-Wilson and Blunt (2013) the customer’s service is crucial in the retail industry as it is important for the retail business sector to get customer’s satisfaction. A good provided service satisfies the customer and a satisfied customer is loyal to the company and a repeated sale is possible by a satisfied customer. It also advantages to the company and thus increases the volume of sales and increased revenue. A good customer service also creates brand loyalty and customers being loyal are an advantage for the company’s business.
There are five types of customers based on their behavior and characteristics. They are as follows; 
· Discount customers 
· Wandering customers
· Impulse customers
· Loyal customers 
· Need-based customers
TESCO develop and implement its marketing strategies and customer service strategies so that all types of customers may get satisfied. According to Hill-Wilson and Blunt (2013) acquiring new customer is difficult, time consuming and it also need more budget and effort. On the other hand, satisfying the existing customers by providing better services and keep them loyal leads to repeat sales and increased sales and increased revenue is possible. Such as, TESCO offer “free home delivery” to its selected customers and “free return policy” to all the customers provide excellent service and thus loyalty level of the customers is increased.
Customers Centric
Dr. Peter Fader has developed the “Customer Centric” theory. It focuses on the marketing strategies of an organization and provides guidelines to adopt better planning. To gain competitive advantages it is important to plan effectively for the business. According to Hill-Wilson and Blunt (2013) the customers centric approach is a detail businesses strategy that ensure the implementation of strategies to prioritize the customers. Motivate the buyers in all steps of the buying process is the key to effective strategy development. The competitive advantage the company gets from the customer centric approach is beneficial for the company from every aspect. Customer centric approach enhances sales and ensures that the company achieves competitive advantage over the competitors. 
Customer Centric Practices of Tesco:
TESCO follow the customer centric approaches within its business marketing and service strategies so that it allows that limited investment on loyal customers and not expense a lot amount in acquiring new customers. To do these things TESCO segment its customers in a way that formulate the loyal customers and then keep them loyal and leads them to stay lifelong with the company by providing various values and services. Such as, TESCO offer regular discounts and price offs to its best customers so that they commit regular sales and repeated sales. TESCO also offer exclusive products on package so that the customers may buy those by EMI and installments. TESCO also focus on the 4Ps of the marketing strategy so that location-based marketing may capture the segmented customers. The mobile and internet-based marketing for new offers are also effective that leads to more sales and increased revenue for the company.
Measuring the success of the customer’s centric approach for TESCO: 
According to Hill-Wilson and Blunt (2013) not all the companies follow the same measuring approaches to measure the customer centric theory. There are two types of methods for measuring the customer’s centric strategies in organizations and these are as follows: 
· Churn Rate Method
· Measuring Customer’s Life Time Value Method
Churn Rate: According to Stevens (2012) as the theory defines that acquiring new customers is costly and difficult than keeping the existing customers loyal TESCO also focuses on its existing customers. TESCO invests more on loyal customers. To find out the Churn rate TESCO find out the numbers of customers who has left the company in last twelve months. Then TESCO divided it by the numbers of total customers in same period. It is proved that the customer’s centric approach is highly effective for the company by analyzing the last five year’s data.
Customer’s life time value: According to Cook (2008) customers are the most valuable asset of every company. The amount of the profit that the company generates during the customer retention period is known as the customer’s life time value (CLV). Developing and analyzing the loyalty card of the customers TESCO find out the CLV. The revenue earned from a customer divided with the money that has been invested for serving the customer represents the CLV. 
Customer Relationship Management (CRM)
Customer relationship management (CRM) can be defined as a process of developing strong and favorable relationship with the customers. CRM can be developed by maintaining client relationships, making customers loyal and developing brand images. All of these can be developed through various marketing and service strategies and activities (Kamin, 2006).
CRM also allows businesses to develop long-term relationships with old and new customers. CRM’s duty is to enhance corporate social responsibilities related activities, corporate performance, brand loyalty and brand image development. For TESCO the customer relationship management implements strategies through the following practices;
· Employee training
· Marketing planning
· Relationship building and
· Promotional Advertising

Figure; 1: Customer Relationship Management Diagram
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Benefits of Customer relationship management CRM for TESCO: 
· Create and enhance solid and focused marketing strategies based on customer satisfaction
· Create brand awareness and brand loyalty
· Help to develop and implement service marketing and brand strategies
· Provides a way to directly evaluate customer’s need and create value accordingly
· Develop competitive advantages through adding value
· Provides cross-selling opportunities and repeat business 

Value and purpose of Customer’s Relationship Management (CRM)
According to Toister (2018) increase sales and earning profit is the goal of any company as well as TESCO too. The CRM activities allow the company to get and preserve customer’s information and create strategies according to that information. A customer-oriented strategy is always successful and thus a customer-oriented company is gainer in the long run. It is proved from research that three out of four customers are more willing to buy products from the companies which are more focused on customer needs. Another research finds that the retail organization’s sales increased by approximate 37% of those that implement CRM strategies within its overall business strategies (Global Customers Service Strategy, 2017). 
Buyer Seller Relationship
The buyers and seller’s relationship is a healthy one and that is very crucial to the company itself to survive in the long run as well as in the short run. According to Toister (2018) the communication process is crucial to develop a good relationship between the buyers and the sellers. TESCO concentrate on the personal communication process with the buyers. It also ensures the availability of quality products and better customer services. To ensure quality services it developed a proper communication process with the customers. TESCO is one of the leading retailers of entire United Kingdom that focuses on the buyer-seller relationship to get competitive advantages.
With the good quality of communication process to the customers and combined with a set of high value-added products can met customer’s every need and provides superior value and advantages. Thus, an effective transaction between the buyer and seller is developed the starting of a good relationship built in favor of the company such as TESCO.
TESCO always follow the detail plans in relationship marketing strategies to develop strong and good relationship with the buyers. TESCO also ensure that all the marketing strategies may fit the organizational goal. They follow different strategies according to the market segment and these are as follows;
· Concentrated Marketing or Segmented Marketing
· Undifferentiated Marketing or Mass Marketing
· Differentiated Marketing or Niche Marketing
All these marketing techniques are proved very effective for generating sales intention among the customers for TESCO. The right marketing strategy fit in a segmented market can do the best thing to the customers that they will purchase happily and if they get a good after sales service then they will be loyal to the company forever and they will build a lifelong relationship with the company.
Impact of customer relationship marketing on customer satisfaction for TESCO
Providing better customer service to satisfy customer is always the main objective of relationship marketing and relationship management (Fogli,2006). Building strong favorable customer relationships not only make satisfied customer but also help the organization in various way to capture value in return.
Relationship marketing helps companies lower the cost of acquisition as well as increase retention. Here are some relationship-building strategies that help TESCO creating value as well as satisfying customer:
· Communicate with customers and stakeholders frequently: 
Effective communication both inside and outside the organization time to time help create good brand image for TESCO
· Develop two-way communication: 
Use communication tools to create interaction with the customers. Asking for feedback through social medias. Sending customer surveys and providing online customer’s blogs.
· Offering reward and benefit:
Arranging customer loyalty programs is effective for TESCO. Developing reward providing programs to the customers is beneficial as well. 

Arrange customer engaging special events:
TESCO often arrange corporate special events to interact with the customers and other stakeholders to create brand image of the company
· Launch multicultural programs: 
It is often used to add a multilingual component to marketing program. This is also helping TESCO build relationship with minority groups and other small segments.
· Enhance customer’s experience:
To enhance customer’s satisfaction, it is important for the companies to add superior values to the products and services. Better value and better customer service will enhance customer’s satisfaction and will help TESCO create repeat purchase and increase sales from new customers as well. TESCO will try to make the customers satisfied after conducting the purchase too. The buyer and seller relationship do not end after the purchase. To make a good relationship with the customers TESCO need to make the buyers loyal. TESCO has many loyal customers. The buyers also want to remain engaged with the company and conduct repeated purchasing if the company provides superior values. Researchers have developed the 5R’s of relationship marketing which is as follows;










Figure; 2: the 5R’s of Relationship Marketing for TESCO

Source: (Gibson, 2013)
According to Gibson (2013) by the successful implementation of the relationship marketing TESCO can achieve the desired relationship with the customers. Customer’s satisfaction is very important to achieve as the survival of the company depends on the customers ultimately and thus maintaining the relationship is very crucial
Customer Satisfaction to get competitive advantages for TESCO:
Customer satisfaction through strategies depends on the successful implementation and acquisition of present and potential customers in a mutually beneficial way (Goodman, 2009). Customer satisfaction level may increase or decrease with the change in relative price and quality of goods and services. This is a significant way of achieving customer’s satisfaction. Customer service generally determines the competitive advantages among competing companies. 
Managing customer’s expectation:
According to Hill-Wilson and Blunt (2013) in today’s competitive business environment the expectation, need, want and demand of the customers are always been considered by the retailers. The customers also have high level of expectations to the companies than ever before. So, day by day it is becoming important for the companies to manage the expectations of the customers. Then it is possible to develop strategies accordingly to meet those expectations. 
According to Hill-Wilson and Blunt (2013) satisfaction of the customers depends upon the proper identification of the customer’s needs. Meeting the expectations and then implement strategies accordingly is essential. TESCO must identify those expectations of the customers and then formulate strategies so that customers may get satisfied. Tesco follow a systematic approach of strategy formulating to ensure that the customers’ expectations properly. 
TESCO first identify the target group of customers. Then it segments the total market. According to Goodman (2009) when the expectations of certain target market are being identified by the company then it is easy to develop strategies accordingly to meet those expectations of the customers. TESCO follow various techniques to meet the customers’ expectations like, performing regular open discussion, survey, feedback-based communication, etc. 
Buying Decision Making Process
According to Goodman (2009) any person willing to buy any certain product or service generally goes through a process and this process is called the Buying decision making process. Buying decision making process is very important for any company to study as this process is shaped by many factors and a company can influence the buying decision making process by some marketing and promotional tools. There are some most important factors that have implications on the decision-making process and these are shown below in a figure.







Figure 03: Factors influencing customers buying behavior
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Source: (Gibson, 2013)
All these factors have great impact on consumer’s buying behavior and decision-making process. According to Gibson (2013) the factors that shape a customer’s buying behavior greatly are the impact of the cultural, social, personal and psychological factors. In recent days, the customers are choosing and getting involved with those companies which are environmentally friendly. The life style of the customers is moving towards environmentally friendly living too. Thus, the concept of “Green Marketing” is also arising day by day. The countries as well as the world are getting highly environmental concern for the benefit of the people living in this globe. 
According to Knapp (2014) as like the giant other corporation of the United Kingdom TESCO is also entering energy efficiency and Green Marketing concepts. TESCO is very much concern about the environmental pollution and the energy efficiency concepts that it always formulating strategies that are environment friendly and thus the marketing concept can be called the green marketing or the environmentally friendly marketing.
TESCO has undertaken some initiatives to minimize the energy use. It decided to become the 100% renewable energy efficiency company within 2030. Thus, TESCO has taken initiatives to minimize the global temperature rise to 1.5% within the years of 2030. TESCO has taken steps in two biggest supermarkets of United Kingdom and Ireland to make this really happen. Thus, the customers consider TESCO as the environmentally friendly company. Now customers are highly willing to engage with the company and interested to take repeat buying decision from the company.
Appreciation of the importance of quality control
According to Knapp (2014) the customers are highly concern about the quality of the product and services. It also ensures that all the effective strategies may enhance the overall quality of the organization. Quality control is a crucial factor that must be considered for any kind of organization that sells product or service. Controlling the quality of the service is very important to consider and control according to the desired standard that the company want to achieve. To maintain the quality in the service process GAP analysis is a popular approach that can be applied in TESCO to maintain constant quality of service inside out the organization.
This GAP model makes the companies to identify the gaps. If there are gaps between the customer’s perceived quality and their expected service quality, then customers will be dissatisfied. This model also makes the company able to take associated decisions to overcome those limitations and develop strategies accordingly. The gap model can be shown in a figure as below;










Figure 04: GAP Model
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Source: (Knapp, 2014)
TESCO has taken the GAP analysis in action to find out the gaps within the service process. TESCO has developed several strategies to minimize the gaps within the service process. TESCO is identified as one of the worst retailers for delivery appropriate service quality to the customers and achieve the lowest point on customers satisfaction survey (The Telegraph, 2016). TESCO analyses the gaps within the service process by the applying the GAP model. Unable to perform quick customer’s service to the customers is another gap of TESCO. It has also found by the GAP model. Now TESCO regularly train the employees and workers to ensure the quality control process. TESCO also provide training programs to the employees to motivate them to perform high quality customer services. By all those activities the appropriate goal is being achieved. TESCO followed several effective strategies for developing the quality of the services of the organization and ensure the achievement of the customer’s satisfaction. It helps TESCO to make a long-term relationship with the consumers.
Improving customer Service Quality in TESCO
According to Gibson (2013) customer service is one of the most effective ways to provide service quality. TESCO can differentiate itself from its competitors by providing quality services. Service quality may get involved in all aspects of the total business operation. It may include the following:
· Taking online orders, handling complaints and exchange/repairs
· Billing process, managing payments and documentation process
· Service providing process
· Visiting the customers time to time
· Quick decision making and prompt service providing
· Developing the service providing culture
· Developing and generating a after sales service system
Customer Value
According to Gibson (2013) customer’s value refers to the benefit that the customers get against the money and energy they invest for having the product or services from the company. The customer’s value for a product or service can be defined by differentiating the differences between the desired values with the perceived value. It can be shown in a figure as follows;






Figure 05: Customer Value
[image: ]
Source: (Gibson, 2013)
It is important for a retailer of United Kingdom to create and provide better value to the consumers. A retailing business is tough now days and without creating more and more brand value no company can survive in the competitive markets. All the strategies like pricing to promotion strategies must consider the value proposition to be taken to consideration at first and then formulating strategies according to those is crucial. It is important for the retailers to set up a price that the consumers tend to think that the price is lesser than the product or service they get from the retailers.
TESCO has a superior brand image in the entire UK for its rich product line and for superior values that they offer. TESCO is also renowned for having the largest number of stores in the entire United Kingdom. Thus, TESCO has also a large number of loyal customers and the cost of service been thus low for TESCO. All these facilities allow TESCO to provide more and more value to the customers to be perceived. As there are various services that TESCO provides to its customers as the free return policy. The customers may return any product purchased from TESCO to any of the TESCO store in entire Europe. There is also a period of time within that the return or exchange may take in account. The free home delivery is another added value to the service. TESCO offer free delivery to the desired destination for its valuable customers and also for the institutional sales. Thus, bringing value to the existing service is needed as well as creating new value is also needed. As the recent Survey system of perceived service is very popular among the customers of TESCO that it is providing more brand equity and brand loyalty. The customers are feeling positive towards TESCO as they are satisfied with the perceived values. 
Conclusion 
The service standard of any service related organization depends on successful development and implementation of a proper service planning. The organizational value, vision and mission should also be compatible with the goals of the service provided to the customers. Better quality service can be achieved through skilled and dedicated workforce that is very crucial to develop. This need continuous motivation and training of workforces. Constant development and management of service strategies are keys to success that every organization wants to achieve.
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