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Introduction
Today’s business environment is getting highly challenging so the businesses have to remain careful for developing the service quality of the organization. It is important for the organization to ensure that all strategies are being implemented maintaining the standard. The organizational strategies are implementing focusing the likings and disliking’s of the customers and develops relationship with them. The key activities of the organizational CRM strategies is to gather enough information’s and save those information’s for the future use to communicate with the customers. All strategies of the organization implement focusing the customers demand and create value to them. This course work has considered Tesco and evaluates the customer’s experience that they receive from the employees of the organization. Tesco is one of the largest retail chain in UK and is also market leader in Malaysia, Thailand and Ireland.














Evaluate Quality System and Quality Standards
According to Atkinson (2009) quality management system is a formulize system, process and procedures that develop the role and responsibilities of the organization to ensure the achievement of policies and objectives. The quality management system is very effective for the organization to ensure that all of its activities are being performed in a way that it meets the service standards and meet the requirement of the customers continuously with efficiency. The retail sector of United Kingdom are high aware to ensure that the service are being delivered to the customers with high quality and also ensure the continuous development of the organizational service quality.
According to Yongsheng (2017), all service quality needs to implement followed by the standards to ensure the right strategies are being implemented. ISO 9001 is the most popular method of the quality and standards to ensure the development of the quality management system. It is the service standards of the ISO 9000 series. The effectiveness of ISO 9001 is very high and is the best known standard to measure the quality management system and provide highest quality product and services to the customers.  There are several benefits Tesco could able to achieve by following the ISO 9001 standards at workplace like, the Tesco able to minimize the workplace quality problem, able to minimize the additional cost of the organization and ensure the efficiency of the organization. The company is also able to develop the customer’s satisfaction level. This standard also works for increasing the demand of the organizational product and services to the customers. Applying ISO 9001 Tesco also able to enhance the morale of the employees and achieve a competitive position within the business environment. The latest version of ISO 9001 is ISO9001:2015 and develop few issues on the previous standards like, the updates version of ISO 9001 is able to perform the risk based thinking. Moreover the operations of the ISO 9001 are very flexible and required less documentation. Tesco able to develop the service quality of the organization ensuring the appropriate standards is being followed for the organization and the company able to achieve the objectives of the organization.
Tesco also follow the Six-Sigma, total quality management (TQM) and lean frame work for the development of the organizational product and service quality. The implementation of the Six-Sigma has made the company to minimize the error in workplace and enhance the work efficiency. The implementation of the TQM has make Tesco to ensure the continuous development of the organizational product and services (Ahmed, 2016). The right implementation of the lean technology also find effective for the company to speed up the work activities and enhance the overall performance of the company. In this process Tesco ensure that one employees perform same activities continuously so the efficiency of the individuals employees performance improve significantly and the company get able to achieve the development of the overall service quality of the organization. 
Value and purpose of customer’s relationship management
According to Kenyon and Sen, (2014), earning profit is the key concentration of all businesses and the company able to achieve the ultimate goal of the company. The key activities of the organizational CRM strategies is to gather enough information’s and save those information’s for the future use to communicate with the customers. It evaluated from the research as three out of four customers agreed that they are more willing to buy products from the companies which are more focused to the customers. It evaluated from another research that the organizational sales increased by approximate 37% of the companies which implement CRM strategies over the social media webpages and from the Smartphone devices (Global Customers Service Strategy, 2017). Again it also evaluated that the customers retention rate of the organization also increased by 27%.  The CRM strategy of Tesco creates value for the companies as it make the company able to ensure the highest return of the customers. It makes the company to get the purchase information’s of the customers so the company get able to implement strategies in a way that the company enhance the customers repeated purchasing tendency and the organizational sales increased and company able increase the organizational revenue. The CRM strategies of Tesco also enhanced the internal communication process of the organization as the employees of one department required to gain access to the other department information’s so it develop the internal communication process. Tesco also applied the CRM strategy to enhance the consumer’s loyalty level.
According to Yongsheng (2017), the CRM strategies of the organization performed for various issues of the organization and its main purpose is to make the customers able to achieve the competitive advantage within the organization. Tesco use the CRM strategy to make the customers to give proper feedback so that the organization able to develop the organizational service strategies appropriately. The problems that might create problem for the organization get easily been identify and the company able to develop strategies accordingly to ensure the safety and security of the company. CRM of the organization ensure effective relationship with the customers and perform appropriate interaction with the customers and able to retain the customers. Tesco has highly emphasized on the CRM strategy to achieve advantage over the rival companies as the company is facing high challenges within the business environment from its competitors. The satisfaction of the customers enhanced and they get engaged with the company.
Customer Value
According to Wagner (2018) the term customers value evaluate the weight and benefit that the customers achieved against the money and energy they invested for having the product and services of the organization. The customer’s value could be determined by finding the differences between the desired values of the customers with the perceived value. Customer value of the perception of the organizational product and services compared with different other organizations.
Figure 03: Customer Value
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Source: (Grigoroudis and Siskos, 2009)
It is important or the companies to set price of the organization product and services in a way that the customers tend to believe that the money they invest for the product and services is less than they achieve. The company develops the image of the company in a way that the customers get satisfied for having the product and services of the company and Tesco has very high brand image within the market and customer feel valued for having the product and service of the company. The product of the company develops with high quality and Tesco also ensure that its product is high in quality. Tesco has the largest numbers of product line among all the groceries in United Kingdom. Tesco is also highly concern for providing the proper feedback on customer’s queries and try to make the customers get satisfied.
The total customers cost is considered as low that the product and service the customers received from the company. The customers do not have to invest enough money for having the product and services of the company. Moreover the customers do not need to travel a distance to find a Tesco store as they could easily find a store near their home. Tesco has the largest numbers of grocery stores in all over United Kingdom. Tesco has made convenient for the customers to get the product and services from the company.
The customers feel values for having the product and services from Tesco than any other retailers in United Kingdom.
Tesco’s quality process in the workplace
According to Grigoroudis and Siskos (2009), the quality process strategies start in organization with the focus of understanding the needs and demand of the customers. It is important for the companies to ensure the assurance of the quality for the quality process at workplace. In the second stage the quality control measures needs to undertake and finally the quality improvement measure needs to take for the development of the organizational quality. To ensure that all strategies of the companies are undertaken to satisfy the customers it needs to focus for the development of customer centric strategies.
Customer Service: Customers are the key focus of the organization and no company could service without the customers. Based on the customers’ needs and demand the companies develop their business strategies. It is important for the companies to meet with the customer’s expectation and develop a good relationship between the company and the customers. The key focus of Tesco is to ensure the achievement of the customer’s satisfaction providing an appropriate customers services. According to Wagner (2018), the customers service of an organization could be develop under an effective frame work within the organization like, for the image development of the organization, communicate with the customers, promote the organizational services, ensure proper service delivery, minimize the problems of the customers, monitor customer service and work for the development of the services, resolving customers problem and customers relationship management. Tesco is highly concern to ensure that the company able to deliver high quality service to the customers and also develop a good relationship with the customers.
Tesco considered training and development session as they key of providing quality customer’s service to the customers. Tesco ensure a good culture is maintained in organizational business environment so that the customers get satisfied with the all aspect of the businesses. Tesco has able to focus on the development of organizational customers service by developing the own set of policies and procedures of the organization. Develop benchmarking of the organizational strategies compares to others.
Importance of good customer’s service in retail sector: According to Grigoroudis and Siskos (2009), the customer’s service is important for the retail business sector of the organization and benefit companies in many ways. It benefits the organization to increase its sales. The good customer service enhances the word of mouth promotional offer to the customers. The customers want to visit the store repeatedly for delivering good quality service in organization.
According to Yongsheng (2017), there are five types of customers find in organization like, discount customers, wandering customers, impulse customers, loyal customers and need-based customers. Tesco ensure that service quality of the company developed in a way that all different types of the customers get satisfied. Tesco highly emphasize of developing the loyalty level of the customers rather than investing more to acquire new customers. Wagner (2018) stated that the repeat purchase of the customers enhance the organizational sales. Tesco provide free delivery to customers and free return policy found effective for developing loyalty of customers.
According to Jajaee (2012), there are several CRM tools applied by the companies to develop a good relationship with the customers. Tesco perform the customer’s relationship marketing in various processes like, answering phone call professionally, provide proper response on customer’s queries, etc to develop good relationship with the customers and make them engaged with the company for longer time with the organization. 
Quality Control: According to Ahmed (2016), the customers are highly concern about the quality of the product and ensure that the effective strategies are being taken to enhance the overall quality of the organization. It is important for the companies to implement strategies in a way that the quality of the product is being maintained in a way that the expectation level of the customers is being maintained properly. It is important for the companies to find out the gaps of the delivered service quality to get able to minimize the gaps in delivered service quality and develop strategies in a way that those gaps are being fulfilled appropriately. It makes the customers to get able to perceive services in a way that that it matched their expectation level. Parasiraman (1988) has developed Gap model of identifying weakness of company and develop quality of the organization to meet with customer’s expectation level. The gap model is as below
Figure 02: GAP Model
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Source: (Grigoroudis and Siskos, 2009)
This model make the companies able to identify the gap between the customers perceived quality and their expected quality and make the company able to take associated decision to overcome those limitations and develop strategies accordingly.
Tesco has undertaken several strategies to minimize the gaps of service quality like it regularly train the employees to ensure that they get able to ensure the quality appropriately. Tesco considered 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 find out its gap on maintaining the shop floor clean and tidy, unable to perform quick customer’s service to the customers, unable to manager the proper allocation of the product on POD display as customers some time accused that they do not find out appropriate products. Tesco has undertaken several initiatives like recently it has introduced new technologies which count the stock automatically and send query to the suppliers directly to fill the stock which minimize the dissatisfaction of the customers on unavailability of the products. Tesco also provided training to the employees to make them able to perform high quality customer service to ensure the appropriate goal is being achieved. The service assistant ensure that the customers so not have to wait for a longer time on till as it has included several bar codes in its products so service assistant do not need to waste enough time for finding the bar code and the service quality of the employees has improved. Tesco has undertaken several effective strategies for developing the quality of the delivered services of the organization and ensure the achievement of the customer’s satisfaction and make them engaged with the company.
Quality Improvement: According to Wagner (2018), the quality improvement is the process that companies perform to ensure the achievement of the highest level of the customers satisfaction. Tesco perform the quality improvement in a systematic manner. The plan of continuous improvement of the organizational quality develops by Tesco very systematically. Tesco perform the social media marketing to find out the feedback of the customers and provide on time response on customers. The application of the social media tools find very effective to find out response of the customers and make them engaged in two way communication. The two-way communication makes the company finds out dissatisfaction of the customers and develops strategies in a way that they get satisfied. Tesco ensure that the company able to develop the continuous improvement of the organizational product and service quality
Managing customer’s expectation
In today’s business environment the expectation of the customers always considered as prioritize and customers also have high level of expectations then before. It becomes important for the companies to make a plan to find out the expectations of the customers and develop strategies accordingly to meet those expectations. According to Yongsheng (2017), the satisfaction of the customers depends upon the proper identification of the customers’ needs and expectations and implements strategies accordingly. Tesco have to identify those strategies that customers consider as it might happen and customers able to get a positive experience for having the product and the services within the organization. Tesco follow a systematic process to find out the needs and demand of the customers to ensure that it get able to meet the customers’ expectations properly. Tesco first identify the target group of customers to find out their needs, demand and expectations to implement the strategies accordingly. When the expectations is being identified of the certain group of the customers then it get prioritize to ensure that the company able to develop strategies accordingly to meet with those expectations of the customers. Tesco prioritize the scope that the company would achieve after the implementation of those strategies. Tesco also have to consider the right timing for the implementation of the strategies and determined the associated cost that it do not cross the selected expenditure of the company. Finally Tesco ensure the proper quality of the product and the services and ensure that the customers able to receive their desired products with quality. 
Tesco also follow various techniques to meet with the customers’ expectations like, Tesco perform regular communication with the customers at the time of the needs and demand identification of the company and after the implementation of the organizational marketing strategies to ensure their expectations is being fulfilled appropriately. Tesco maintain the consistency to achieve the confident level of the customers. When the customers find that Tesco is consistent with its comment then their confident level on the company enhanced. Ahmed, (2016) stated that the company needs to make realistic comments to the customers to ensure that the fulfillment of the strategies makes the customers get satisfied with the organization. Tesco also conduct post purchase communication with the customers to identify their satisfaction level and if any issues identified that needs to be corrected make the associated changes and develop strategies accordingly to ensure the fulfillment of the demand of the customers. Tesco is always concern on identifying the feedback of the customers as it consider very effective to make the customers get satisfied and engaged the customers with the company and develop a long term relationship with the company.
Evaluate the benefit and challenges of developing good customer’s relationship
One of the great challenges that companies faces at the time of developing relationship with the customers is to maintaining a good relationship is to understand the needs and demand of the customers (Wagner, 2018). 
Buyer seller relationship
There are different technological facilities and the qualified sales personnel’s ensured that proper marketing message is being delivered to the buyers and generate intention of purchasing and develop a relationship with company. According to Grigoroudis and Siskos (2009), the communication is very crucial for developing good relationship between the buyers and the sellers. Moreover it had evaluated that there are different types of communication perceived due to the effectiveness of the communication style and the available product and services of the organization. Tesco highly emphasize on the communication process with the buyers and also ensure that the quality products are being offered to the customers to ensure that the company able to develop a proper communication with customers. It found that Tesco offers 90000 product lines to the customers which are the highest numbers of product line offer to the customers to create positive impression in consumers mind. With the good quality of communication process and with the help of high quality product offered to the customers conduct an effective transaction is being made and good relationship developed between the buyers and seller. 
According to Wagner (2018), one of the important target of the businesses is to develop good relationship between the buyers and seller so that further communication process get easy and buyers make repeated purchasing. Tesco also focus on the relationship marketing strategy for developing good relationship with buyers and sellers. Tesco also ensure that the marketing strategies are being implemented followed by three different criteria’s these are: concentrated marketing, undifferentiated marketing and differentiated marketing. These marketing techniques find very effective for generating purchasing intention in customers. The right marketing strategy make the company to target the right buyers easily and provide all relevant information’s to them and make them inspired for conducting purchasing and get engaged with the company.
According to Ahmed (2016), there are also three different types of relationship perceived with the customers these are transactional relationship, value-added relationship and partnering relationship. The transactional relationship focused on short term relationship and seller try to influence the buyer to get engaged in purchasing. The value-added communication is the process where seller find out the needs and demand of the buyers and develop strategies accordingly to ensure that effective relationship is being ensured between the both buyers and sellers. Transactional relationship is least profitable for the seller but the value-added relationship is medium level profitable for the companies. The partnership technique is the process that develop social, economic relationship to develop ties between the buyers and the sellers. This relationship find very effective to develop relationship between the buyers and the seller. Tesco also offer value-added relationship to the buyers as it try to add all features that the customers like and their needs and demand get fulfilled from the company. Tesco successfully get able to make the customers get satisfied after conducting the buyers and sellers relationship and develop long term relationship with them. Tesco has large numbers of loyal customers which has developed by ensuring successful transaction has been made between the buyers and seller. The buyers also want to remain engaged with the company and conduct repeated purchasing.
Buying Decision Making Process
According to Grigoroudis and Siskos (2009), the consumers are very much concern for the minimization of the environmental impact and they want to get engaged with those companies which are very much concern for minimizing the Co2 gas emission from the society. The environmental contribution of the companies is great impact on the customers buying decision making process. The customers buying behaviors get influenced with various factors 
Figure 01: Factors influencing customers buying behavior
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	Source: (Grigoroudis and Siskos, 2009)
The above stated factors great impact on consumers on their buying behavior and it found that the factors greatly impact on the cultural, social, personal and psychological factors. Psychologically the customers are getting motivated to those companies which are environmental friendly and the life style of the customers is moving towards the environmental friendly. The total society is getting highly environmental concern for the overall benefit of all. So the companies are concern with the growing sentiments of the customers and undertaking all strategies in a way that the company able to ensure that all its strategies is environmental friendly. Tesco is highly concern for influencing the customers positively by making them positively engaged with the company.
Tesco has adopted appropriate strategies to minimize its impact over the environment and the companies have undertaken environmental strategies since the end of the 2013. Tesco has considered the climate change as the biggest environmental threat of the company. Tesco has introduced new science based approach to minimize the carbon footprint from the environment. Tesco has undertaken the strategies to minimize 7% Co2 emission within the years of 2020 and 35% within the years of 2030. Tesco has considered as the zero deforestation within the year of 2020. As a strategy Tesco has developed its own brand palm oil named Roundtable on Sustainable Palm Oil (RSPO) which is developed 93% of the total requirement which make the company able to minimize its negative impact on forest. Tesco source fresh food from all over the world like it sources grapes from South Africa, potatoes in UK. Research evaluated that the agricultural products contain 60% of the total carbon foot print and Tesco is high concern to minimize its impact from the agricultural option and minimize its impact from the agricultural options. Tesco ensured that it get able to minimize the 7% of CGS emission by 2020 (Tesco, 2018). 
Tesco also has undertaken effective initiatives to minimize the energy use and it decided to become the 100% renewable energy efficiency within the years of 2030. Tesco has taken initiatives to minimize the global temperature rise to 1.5% within the years of 2030. Tesco has undertaken the initiatives in two biggest supermarket United Kingdom and Ireland.  
The customers consider Tesco as the environmental friendly company and are highly willing to engage with the company and get interested to take buying decision from the company.
Customers Centric
Dr. Peter Fader author of customer centric focus the organizational marketing strategies to customers centric to gain advantage within the business environment. According to Burton (2007), the customers centric approach followed by the businesses and they ensure that they implement strategies in a way that they consider to prioritize the customers. The advantage the company gets from the customer centric approach is it benefits the company to enhance organizational sale and ensure that the company achieved competitive advantage. Hernon, Altman and Dugan (2015) stated that the customer’s centric approach found very effective for the companies to enhance the satisfaction level of the customers. It is not a new concept but the demand of the customers centric strategies are increasing significantly for the businesses. 
Customer Centric Practices of Tesco: it keep the customers engaged with the organization for their lifetime and do not invest more on acquiring the new customers in organization. Tesco first determine the best segment of the customers for the organization and are willing to stay with the company for a longer time duration. Tesco first identify the best customers and offer best products to them. Tesco is always committed with the customers and ensure that they get engaged with the company for their life time. Tesco also recognize them for purchasing regular purchase from the company and offer them discount for purchase with the company. Tesco ensure that all the customers get a good experience for their every single purchase of the company. Tesco perform location based mobile marketing strategies to make the customers get proper information on right time to make them engaged with the company. The location based strategy make the company to successfully target the right segment of the customers and just before them time the message delivered to them to meet their needs like before dinner time offer then available products of the company. 
Tesco offer various types of promotion for the customers to make them able to satisfy with their needs and purchase products from the company. Tesco offer both the monetary and non-monetary promotional offer to the customers to make them engaged with the company. Tesco perform regular feedback to the customers on their queries so that their needs and demand get fulfilled and get engaged with the company.
Measure the success of the customer’s centric company: According to Wagner (2018), every organization does not have the same customers centric strategies applied for performing the organizational activities. There are two methods that applied by the companies for measuring the customer’s centric strategies these is churn rate and customers life time value 
Churn Rate: According to Shai and Yuval (2017), acquiring new customers is difficult that retaining the existing customers. Like many other companies Tesco is also investing more on the existing customers of the organization. To find out the Churn rate Tesco find out the numbers of customers who has left the company in last 12 month divided by the numbers of total customers in same period of time.
Customer’s life time value: the customers are the most valuable asset of the company. The profit that generated during the retention phase of the company is known as customers life time value (CLV). Tesco perform another method to find out the customers life time value by identifying the repeated purchase of the customers 
Management Theory to evaluate the efficiency of Tesco’s quality process
Deming’s has developed 14 points to develop the quality management of the organization and also introduced a set of principles that are effective to enhance the organizational quality and productivity. The foundation of the Deming’s principal is the total quality management system and implement in a way that the company able to enhance its effectiveness. The 14 principals of Deming’s are presented below:


Figure 04: Deming’s 14 Principals
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Source: (Deming, 2012))
Tesco has applied these 14 principals to enhance the organizational quality and productivity. Tesco is always concern to introduce long term solution of the problem and always introduces new things. Tesco keeps the customers’ needs and demand in first priority and then developed strategies in a way to meet challenges. Tesco do not limit its operation to from doing wrong things only but it analyzes the statistical figure to find out the important measures and implement strategies accordingly. Tesco inspire the suppliers greatly to develop the product prancing, minimizing the product cost and ensure minimization of the wastage of resources.  Tesco follow Plan-do-Check-Act to ensure the continuous improvement of the organizational quality. Tesco makes the employees of the organization to develop a big picture and make the employees to support one another. The management of Tesco understands the employees of the organization and develops strategies accordingly to satisfy them. Moreover Tesco make the workers to feel values and respected. Tesco focuses on developing the collaborating working practice within the organization and make all the employees of the organization under one single slogan. The management of the organization provide all resources to ensure that the company able to quality of the organization. Tesco offer reward to the employees for their better performance and provide training to develop their performance ability. Tesco also makes them inspired for the self-development. Tesco analyze all small issues of the organization and make all members of the organization to move forwards for the development of the organization.
Conclusion
The service quality of an organization creates strong impact on the customers and it needs to ensure that all service strategies are being implemented in a way that the company gets able to achieve the expectation level of the customers. Moreover it is also important to ensure the strategies are being implemented followed by the ethical issues of the company. The right implementation of the organizational strategies ensures the long term relationship development with the customers and company able to achieve its ultimate goal.
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