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Introduction.
 The business world is experiencing a generational transformation dictated by global competition, Internet, well informed, selectively demanding customers with rapidly changing needs that have forced businesses to shift from inward to outward customer oriented alternative means of achieving and sustaining competitive advantage (Woodruff, 1997). Without the customer, businesses cannot survive hence the necessity for efficient customer relationship management, and effectively understanding the relationship between goods or services provided and customers’ needs and expectations (Keiningham et al, 2017). Guaranteeing customer satisfaction, developing and maintaining royalty are key components of modern-day successful organisations which have been able to achieve their aims and objectives through studying and understanding, carefully planning and meticulously executing their customer value work plan. 
 This paper endeavours to critically analyse factors that influence Tesco’s customer experience, particularly dimensions of customer value like price, brand, added value, product selection, and conformance to requirements which influence their ability to maximise customer value. It also suggests and investigates theories and systems that support quality processes and their effectiveness in satisfying customer needs. The five service quality dimensions, namely; reliability, assurance, tangibles, empathy and responsiveness which also play a major role in achieving of their aims, goals and objectives are briefly covered.
It briefly looks at Tesco’s corporate culture, values, beliefs and employees’ behaviour and relationship with management in relation to achieving of company’s aims and objectives particularly customer satisfaction and sustainability.
Finally, paper concludes with recommendations, conclusion and references. 

Organisation / Tesco Plc. 
Tesco plc is a United Kingdom registered Public limited company (Gov.uk, 2020) founded by Jack Cohen in 1919.  According to the 2019 annual report (Tesco.com, 2020) , Tesco is serving 80 million customers a week, established in 8 countries; UK, Ireland, Poland, Malaysia, Hungary, Slovakia, Thailand, and Czech Republic, is the biggest retailer in United Kingdom with group sales of approximately 56 billion in 2019 as compared to 49 billion in 2015, and has over 450,000 employees.  Tesco is predominantly a retailing grocery supermarket, however in the last decade, it has diversified into banking, clothing, electronics (Tesco.com), online sales, and recently completed the merger of Carrefour and Bookers (igd.com, 2019), (TheGuardianUK, 2017). Tesco’s mission “to be the champion for customers, helping them to enjoy a better quality of life and an easier way of living.” is the driving force behind their customers being served great products, great value and a wonderful experience (service) every time they visit (tescoplc.com, 2020). John Allan, Non-executive Chairman of Tesco plc summarising the good performance of 2019 (annual report) says, “Our strong performance is a reflection of the hard work of our 450,000 colleagues” (Tesco.com, 2019). 
Tesco’s Values particularly of  treating people how they want to be treated, is reflected in their commitment to be the best place to work, making it easier for employees to do what they do best, paying them competitively, guaranteeing their development, and equal opportunities. Tesco is committed to the culture of innovation and technological advancement in order to remain at the cutting edge of new trends and demands. 
Their corporate social responsibility program (Sustainability) (Tescoplc.com, 2020) encompasses climate change, Cyber security, governance and ethics, health and safety, product safety, reducing food wastage (Katharine, 2014), and partnering with various charities to help support local causes for example “bags of help scheme” to date has raised £70 million from sale of carrier bags which has been redistributed to 23,000 community projects chosen by customers.
 
Tesco’s dimensions of customer value.
 “Customer value’ is defined by (Woodruff, 1997) as the “perceived preference for and evaluation of those product attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations”. It may as well be described as the variance between benefits or sum of tangible and intangibles benefits, and the cost. Many customers will measure customer value by difference of expected benefits from service or product and perceived benefits after use. Tesco can use the following dimensions to enhance and sustain customer value, as well as widening their customer base.
Brand and Price
According to Tesco’s annual report 2019 (tescoplc.com, 2019), Tesco attributes its success on providing customers with quality products at great prices (Wood, 2017). They relentlessly continue to pursue customers’ raising and changing needs and  perceptions of quality and value, offering almost 10,000 own brands of exceptional value, a key factor in Tesco being recommended by its customers as a place to shop, widening its customer base and maintaining loyalty of existing customers. Tesco has and continues to invest heavily in research and product development with sole purpose of satisfying rapidly changing customer needs which has resulted in thousands of new and rebranded products on their shelves.  (Dudovskiy, 2016), describes Tesco’s business strategy as cost leaders, being guided by their motto ‘Every Little Helps’ and exploiting their main competitive advantage, ‘economies of scale’ to drive their costing lower and branding to a level above their competitors.  With competition now on a global scale and many shoppers preferring to shop   online, Tesco has been forced to change and is changing its strategy investing heavily into online shopping, out sourcing production, improving supply chain/distribution channels, and managing inventory better, in order to be able to compete more economically, maintaining their lower pricing and high quality of goods and services.  
Relationship and experience
(Armstrong et al, 2017) points out significant changes happening with customer experience and relationship as a result of digital technologies, internet, online sales, mobile and social media. They have completely changed how brands and companies connect and interact with customers. With most of the interaction now going online, Tesco has in the last decade improved its online interactions and relationship through websites, applications, online advertisements, videos, blogs, and social media: twitter, Facebook, YouTube, and Instagram. It continues to improve their interaction and giving customers better experience through regular and easier online feedback and surveys which they use to improve the products and services. The launch of the new ‘clubcard plus’ in 2019 described by (Sawraz, 2019) as the first of its kind in the industry, has brought Tesco far closer to its customers and also confirmed its innovative and proactive instinct leadership  in the industry. Despite the changes in technology and customer relationships in the industry, Tesco has maintained some of its traditional methods of engaging with its customers and ensuring they continue to enjoy the wonderful relationship they have had for many decades. 
Service Added Value 
In order to improve customer relationship, loyalty and adding brand, products and customer value, many firms have started programs and services that follow up their customers and products long after they have left their premises or touch points. Depending on the nature of business and value attached to respective customers (low or high margins), firms will form varying types of relationships and also offer respective types of services (Armstrong et al, 2017). Like many other firms like Dell, Mercedes and IBM which offer free service to their high margin customers, Tesco through programs like club cards, and guarantees for their house hold and electronic goods keeps in touch with their customers to ensure the products they purchased appreciated hence loyalty and satisfaction.  (Kathleen Steffey, 2011) suggests that companies like Tesco can improve their customer value, brands and customer satisfaction by creating service levels like gold and premium, providing free service and expert advice, discounts for frequent or bulky buyers, speedy service and delivery, inside information in case of services like banking and above all and an excellent customer service desk from which customer can easily get information.
Product Selection
Croydon will soon be opening its doors to yet another Westfield giant shopping centre (Peracha, 2019) despite a lot of small one closing down. It appears customers’ shopping habits are slowly moving towards one stop shopping which Tesco realised a long time ago forcing it to change their strategy by constructing  larger supermarkets (Tescoplc.com) and closing down many smaller ones.  With larger supermarkets, Tesco stepped up their search, research and innovation programs to add suppliers, manufacturers, new, and rebranded products onto their shelves and according to their 2019 annual report, Tesco has over 10,000 products under their name. With such variety and reliability Tesco has been able to expand, satisfy and retain its customer base despite stiff competition from its competitors. Despite its success and threat of (competitors) online shopping from all over the globe, Tesco has to continue investing,  researching and seeking for better ways of adding, rebranding and creating new products to satisfy ever changing needs of their customers. 

Conformance to requirements.
Conformance to requirements is by far the most important dimension to customer value. Customers will take a decision to buy an item because of a need they want to satisfy and in many cases they already have some expectation (Bergeson, 2002) of functionality and quality of product or service. It is vital that customers receive their products or service as advertised or described (specifications) in order to match their expectations which is in many cases built by the manufacturers, suppliers or traders. It is one of the most important causes of customer satisfaction or dissatisfaction. Tesco has for a long time built its name and brands on quality and it a key component of their values and policy. They ensure to associate with reputable manufacturers/suppliers who will provide high quality goods and services. Tesco to date continues to prioritise quality above all other requirements.

	Dimensions of customer value
	TESCO
	MAITROSE
	LIDL
	

	Price and Brand
	18/20
	16/20
	19/20
	

	Relationship and Experience
	8/10
	8/10
	5/10
	

	Product Selection
	9/10
	7/10
	5/10
	

	Conformance to requirement
	13/15
	13/15
	7/15
	

	Service Added Value
	9/10
	8/10
	0/10
	

	
	
	
	
	

	Total
	57 /65
	48  /65
	36/65
	



The results of rankings show Tesco ahead of Waitrose and Lidl in terms of dimensions of customer value. The two companies Tesco and Waitrose have equal rankings on conformance to requirements and relationship and experience. The slightly bigger difference is with price and brand and product selection where Tesco is ahead. This confirms Waitrose as a closer competitor to Tesco than Lidl hence having the ability to hurt Tesco in terms of competition in case they where to make a move in terms of restructuring their operations and policy. The bigger surprise is Lidl coming up first on price the only dimension the beat Tesco and Waitrose. It a reflection and confirmation of Lidl’s competitive advantage and policy of competing on only one dimension; Price! The zero for Lidl in terms of Service Added Value shows a complete lack of interaction with customers once goods have left their premises. 

Dimensions of service quality.
 Reliability: 
(Zeithaml et al, 2016) defines reliability as ability to provide the promised service accurately and dependably hence organisation delivering on its promises. Many scholars point out reliability as the most fundamental of all 5 dimensions of service quality. Tesco has over the years established a reputation for being a reliable organisation, delivering on its promises particularly regarding delivery times because of its effective supply chain (igd.com, 2013) (Tesco scoops 2 Institute of Grocery Distribution Industry awards in 2013), provision of their services like banking, quality of goods and pricing.  With more investment into Training, technology and innovation it is important that Tesco upgrades the supply chain and delivery system for better customer service, (Zhao, 2014).
Responsiveness: 
Responsiveness is willingness of the employees or company to attend to customers’ needs in the shortest time possible. (Kunst and Lemmink, 1997). It is company’s preparedness to address customers’ complaints, questions, requests and problems promptly. It is communicated to customer by how long they have to wait to get a response. Since it is part of Tesco’s core values (Tesco.com, 2020) to ‘serve customers a little better every day’ responsiveness has for long been part of their values every employ strives to full fill hence the high levels of satisfaction and loyalty. With fast changing needs of customers, ways how and when they shop, and competition from competitors, it is paramount that tesco prepares for a more competitive future by training its staff, investing in research and innovation and upgrading its technology to meet challenge ahead.

Tangibles
(Gremier et al, 2009) defines tangibles as “appearance of physical facilities, equipment, employees, physical location and communication materials“ which provide physical representation or images of the service that customers use to evaluate quality. Tangibles are mostly in strategies of organisations like restaurants, hotels, retail stores and entertainment companies where customer has to visit location in order to experience the service. Tesco has always paid attention to location (accessible and spacious), smartness of employees (uniform), and  premises, effectiveness of checkout machines, shop floor as a whole and of recent online shopping website and  banking application for its banking services ( tesco.com). In order for Tesco to sustain its quality service its customers enjoy, in order to avoid dangers like cybercrimes, it is important as  (Shuang Zhao, 2014) suggests, Tesco maintains innovation and invests more in technology to always be ahead of its competitors.
Assurance
Assurance may be defined as employees’ knowledge, skills, courtesy and company and its workers’ capability to inspire confidence and trust in the customers. This applies to services like medical, insurance, banking and legal which are either risky or difficult to evaluate the end product. The onus therefore falls on the behaviour, skills, knowledge and experience of employees to ensure the customers appreciate the service. It is part of Tesco’s values to help employees to achieve personal life goals particularly through their various development programs. Employees are equipped with numerous skills and knowledge aimed at being able to handle their day today routines with ease which has been very successful in meeting customers’ requirements. However, with rapidly changing needs of their customers, technological advancements and high level of customer product awareness, it is always going to be a challenge for both management and employees to keep up to speed unless more highly skilled and knowledgeable employees are recruited, more regular and extensive training, workshops, seminars and appraisals are done to make sure employees are update.
Empathy
Empathy refers to the personalised and caring attention company provides to its customers with the aim of making them feel important and special, and showing them that company cares and appreciates their needs. It is mainly a characteristic of smaller firms who tend to establish a personal relationship with their customers giving them a competitive advantage over large firms. However, with the introduction of loyalty cards in 2000 (Mollah, 2014), it enabled company know more about customers’ tastes, shopping habits and anticipating their future needs which gave Tesco a far higher competitive advantage to its competitors. Many of Tesco’s competitors have copied royalty card membership and technology has revolved. It is now vital that Tesco invests into new research and technology to cope with rapidly changing customer needs, competition, and technology in order to remain competitive.

	Dimensions of Service Quality
	Tesco
	Waitrose
	Lidl
	

	Reliability
	18/20
	16/20
	10/20
	

	Assurance
	8/10
	9/10
	5/10
	

	Tangibles
	8/10
	8/10
	4/10
	

	Responsiveness
	4/5
	5/5
	1/5
	

	Empathy
	8/10
	7/10
	2/10
	

	
	
	
	
	

	Total
	46/55
	45/55
	22/55
	



The results of the rankings of Tesco, Waitrose and Lidl on service quality put Tesco ahead of Waitrose just by one mark , and 24  for Lidl. This is confirmation of the closeness of Waitrose and Tesco in terms of service quality and confirms the wide gap that exists with Lidl. This is a wake-up call for Tesco in terms of competition as Waitrose stands a chance of overtaking them with a few adjustments in their service particularly reliability and empathy. It is also necessary to note that Waitrose beat Tesco in terms of assurance an area Tesco needs to work on which may require revising their policy on training, and recruitment of their employees.



Service gaps
For companies to survive in the present-day competitive business world, they must study and analyse the perceptions of their customers and endeavour to meet or exceed them (Baines et al 2017). Companies must devise means or programs of providing superior services in order to cater for potential and existing customers’ needs. Service quality measurement, therefore, is responsible for ensuring that perceived service exceeds or meets expected service, resulting into customer being deemed satisfied and is most likely to return.  
Various models mainly based on performance measure, disconfirmation, and importance performance (Palmer, 2008) have been developed to help organisations effectively manage and render consistent service levels. SERVQUAL a quality service model developed by (Parasuraman et al, 1988) highlights main necessities for providing quality services and has generally received more attention by scholars.  The model identifies five gaps which cause inadequate service delivery.  
First and foremost, is what is referred to as knowledge gap created by difference between customers’ expectations and management perception. In order to bridge this gap management has a duty of studying and clearly understanding customers’ expectations, needs, interest and shortage of which will always lead to customer dissatisfaction and loss of business. The main causes of this gap may include inadequate market research, experience and resources. Tesco has minimal customer expectations worries due to efficient means of extracting information from customers like club cards, it still has a lot of to be done in order to survive. Training employees, surveys and feedback from customers play a major role in avoiding it.
Secondly, is the gap created by management perception or understanding of what the customer wants and the service quality specification or design they finally deliver or provide. In this case management correctly appreciate customer’s needs (Wright et al, 2014) but fail to satisfy him or her possibly due to poor planning, setting lower standards, not upgrading systems and properly tracking customers’ needs. Though Tesco is not so much affected by it, the rapidly changing needs of customers and technology there need for management to pay more attention to specifications of what they deliver. 
Third gap is the Service quality specification or standard to be delivered or provided to the clients and the service that is finally delivered to the customer (Woodruff, 1997). It may be caused by incompetent employees, or poor working conditions. Training or hiring more skilled employees, and better facilitation and teamwork may help minimise gap. Tesco regularly hires skilled manpower, trains it employees and is also investing in research and innovation all of which are instrumental in avoiding the gap.
Fourth gap is the gap between service delivery and external communication or the communication gap. In this case company has everything in order but customer satisfaction is hindered by external communication (Adrian, 2008). Service promise for example in advertisements on website, papers, sales literature helps set customer expectations. If what is promised is not realised in delivery customers are dissatisfied. Communications to the customers through different media platforms need to be carefully planned and monitored to ensure they are update and in line with services offered. Tesco has greatly invested in communication and department has far greater potential to ensure this gap does not affect company. With volatile business environment Tesco operates in its important that regular training is done and communications regularly checked and updated.   
Lastly, is the gap between the service the customer feels he has been provided (perceived service) and the service he was expecting. This can be caused by customers misunderstanding of service (Armstrong G., 2017) quality relative to what they expect. It is a commonly ignored or missed gap by management by very damaging. It is vital that Tesco fills up the four earlier gaps and automatically last gap is managed.
[bookmark: _GoBack]Many scholars have however criticised the SERVQUAL model as being base on disconformity paradigm other than attitudinal paradigm.
All in all, with targeted training and empowering of employees, investment into research and innovation, regular interaction with customers, setting and updating quality standards, updating company policies, reward employees, provide right tools, cautiously use external advertisements and sanctioned by right people, and finally accurately managing clients expectations, Tesco can continue to be the market leader in the industry with both satisfied customers and employees.  
Recommendations
Although Tesco has generally been a successful company for almost a century, the results of this paper show that there is a lot that needs to be done for it to be truly a global power.  With the volatile business Industry, they operate in, the challenges from global market created by the internet and rapidly changing technology and customer needs, the necessity to invest in research and development, innovation, technology and training is very crucial.  The acquisition and merger of Bookers and Carrefour also brings the synergy however it comes along with challenges like adapting to new corporate culture, and legal  implications. The investments in other countries like Poland also need to be properly planned with challenging political implications like Brexit and social challenges like food taboos and religion. The corporate social responsibility programs must be continuously updated as environmental, racial, sexual and diversity  issues continue to pick up steam. It is necessary that the company continues to be more proactive in order to make necessary changes beforehand. The closure of some overseas programs like China should be fully investigated to ascertain the future of remaining ones and the resourcing of production particularly in china should also be fully analysed as it may damage the brands and company because of allegations of suffering of employees being used in  production of company goods.    

Conclusion
Organisations endeavour to satisfy their customers in all possible means within their reach, with a sole purpose of achieving their aims and objectives. In the processes of doing so they encounter political, social, economic, environmental, legal and technological challenges which they regularly have to plan for and manoeuvre. The main difference between the successful and unsuccessful companies mainly comes down to employees, customers and management who manage the available resources. 
Tesco has been serving the people of United Kingdom and some other parts of the world for almost a century. Being the largest British retailer for this long as been mainly due to its values, policies, corporate culture, and commitment of its employees, management and appreciation of its customers demonstrated through their loyalty to the company. The willingness, commitment and ability of Tesco to innovate, research, and change, investing vast resources into it is another success story that separates it from others. 
All in all, the success story of Tesco specifically in widening their customer base, and their retention (loyalty), brand development, quality service, product and customer value, management, policies, customer satisfaction, research, innovation, staff satisfaction, community engagement, environmental awareness, successful acquisitions,  and expansion into the Asian countries is a template for other upcoming and struggling companies.
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