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Customers are the foundation of success for any organization, as a result, every organization must understand its customers in order to fulfill the customer’s needs as understanding and engaging customers will help an organization to increases its sales revenue and profitability. In order to retain and attract more customers, customer satisfaction plays a vital part as it improves brand image, generates new customers; builds brand loyalty or organization gain competitive advantages over its competitors. However, customer satisfaction is influenced due to customer’s experiences, emotions and other factors as a result organization must understand its customer experiences, emotions, behavior and other factors through different customer experience strategy in order to deliver a positive and meaningful experience which will lead to customer satisfaction. Kotler, (2006, P.23), stated that customers experience refers to overall brand perception and interaction between an organization and its customers throughout buyers journey. Customer experiences become a requirement for organizations in order to survive It is a vital part of customer’s relationship management (CRM) and organization can build customer loyalty due to positive customer experiences for the brand. Moreover, an organization must build a strong relationship with current and potential customers as developing a strong relationship with customers is key to the success of any business which will help in sustaining the performance of organizations during the good and bad times. However, there are various challenges in order to develop and maintain a healthy relationship with customers and organization must address to these challenges in order to build a strong relationship with customers as customers are the money generator for organizations. This report will focus on the factors that influence your organization's ability to maximize customer value, understanding of the quality process in the workplace and the benefits and challenges of developing and maintaining good customer relationships.
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Tesco Plc is leading general merchandise and grocery supermarket in the United Kingdom founded by Jack Cohen in 1919 as a market stall. Tesco is Public Limited Company; as a result, its stocks are available to the general public and listed in London Stock Exchange (LSE). Tesco is a third-largest retailer in term of gross revenue and ninth-largest in terms of profit. Tesco offers a wide range of products and services such as clothes, books, toys, furniture, general grocery items, telecoms, financial services, software, internet services, and other general household items. According to Tesco Annual Report (2017), its revenue is GBP 55.9 billion, operating income is GBP 1,280 million; net income is GBP 54 million and there are approximately 476,000 employees are working with Tesco.  Tesco numbers of stores across the world are 6,553 stores and Tesco operates its business operation in eleven other countries including the Republic of Ireland, Czech Republic, Poland, Hungary, Slovakia, Thailand, and Malaysia.
[bookmark: _Toc532746372]Literature Review
In today’s competitive business environment, customers drive profitability and consumers has more power than seller as there are more option available to customers than ever before. Kotler, (2006, P.56), cited that this is customer economy era as a result organization must attract and meets customers expectations for quality, selections, process and prices as these are essential to a customer value strategy. Organizations must understand what factors that drive value for its customers as products alone unable satisfy the customer’s needs as a result organization must turn into customer value which will create a difference between organizations offering similar brands. Organizations stay ahead of the competition those deliver above and beyond consumer’s expectations which will drive high profit and gain market share within a particular market. In order to maximize customer value, there are various factors that impact on organization ability to maximize customer value and Tesco must implement suitable customer value strategy.  
Dibb, (2000, Page 142), stated that customer value refers to the benefits that customers get after consumption of products and services and customer value play important part for an organizations which bring various benefits to the company such as gain competitive advantages, increase sales revenue, profitability, build brand images or company image etc. Moreover, Dibb, and Simkin, (2008, Page. 100), stated that customer obtain benefits from three main sources which are products which are tangible benefits, services which are intangible benefits, psychological sensations and image around the products such as security or prestige, for these reasons, organizations must focus to improves these sources in order to maximizes customer value. The consumer value theory which suggests that consumer values are perceptual in nature; hence, the customer value entirely depends on perceptions of the customers. The factors that influence organisations ability to maximize customer value are described as below:

[bookmark: _Toc532746373]Figure 1: Customer Value Components
​
Understanding Customers:  is the first step to maximize customer value and to deliver better customer experience. In order to know the customers better, organization must have a clear picture of customers such as age, expectations, income or beliefs etc and customers may fail to meets its customers’ needs without knowing its customers.
Value Proposition: Frances, and Stephen, (2008, Page. 78), cited that organization must use value proposition in order to explain to existing or potential customers why customer should buy this particular product and what kind of benefits customer will get from the product and customer should buy from Tesco instead of others organizations. Value Proposition improves customer understating and engages customers which enhances customer value.
​Identify Customer Segment: stated that organizations must define its customer segment based on pattern of customer behaviour data which obtained from operational systems and attitudinal data collected through market research. These both methods complement with each other as a result it will enable Tesco to create an accurate customer profile which will help organizations to develop effective strategies for each customer segment based on value, attitude, demographic or behaviour etc in order to meet fulfill the customers’ expectations and  organization can maximizes customer value once customer’s needs are met. (Jobber, 2004)
Price: is one of the key element and competitive weapon which play a significant part in order to maximize the customer value and to exploit marketing opportunities. Organization must implement effective pricing strategies which will help business to attract and retain customers as over pricing strategies can have negative impacts on an organization in the long run. If customers feel that price is higher than the value of the products as a result customer may switch to an alternative brand. Therefore, organizations have to consider various factors such as value, market, demand or powers of customer etc which will help to maximize customer values and will help to retain its existing customers.
Focus Investments on Customers: Organizations must invest on valuable customers constantly through different strategies such as retention strategies, measuring the success of customer retention, focusing on the lifetime value customers, measuring customer experiences or building a healthy relationship with clients etc, as these strategies will help to maximize customer value in the long run.​
However, it is important to understand organisations quality systems and its effectiveness in meeting customer requirements as organizations quality process also play significant role in order to maximize the customer value. Quality systems can minimize the production costs; increases customer satisfaction, increase sales revenue, organization can utilize its resources more efficiently and minimal customers complaints about brand. 
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In order to improve process improvement, one of the key tools that Tesco can implement is Six Sigma which is a management technique in order to improve the process as Six Sigma will help to minimizes costs, improves quality and improve customer’s experience. Six Sigma can use by organization in order to eliminate defects in a process as there are two sub methodologies in Sig Sigma which are DMAIC and DMADV. Organizations used DMAIC in order to improve existing process and DMAIC use for the new process in order to define, measure, analyze, improve and control the process. Six Sigma can help an organization to enhance organizations quality process as it brings the following benefits to the business:
· Six Sigma enables employees to manage time effectively at workplace which means that organization and employees can utilize time more efficiently.
· Six Sigma enables an organization to build brand loyalty and to retain its existing customers which shows customer satisfaction as a result maximizes customer value.
· Six Sigma helps to improve the quality process as organization can identify the defects or error in quality process and focus to minimizes the mistakes which enhance quality.
[bookmark: _Toc532746376]Kaizen Approach
Kaizen approach is another useful strategy in order to improve the process which can help business to achieve better operational excellence and improve the quality of the productivity. Kaizen helps an organization to gain competitive advantages by improving a quality process and minimize waste which management strives for. Kaizen is one of the useful strategies for continues improvement which can maximize customer value as Kaizen helps an organization to improve the processes as a result organization deliver positive results for an organization. Moreover, due to a concept of continuous improvement, Kaizen eliminates the problems and issues from the root which creating problems, as a result, Kaizen enhances operational efficiency. Kaizen strategy inspires and encourages employees in order to bring new and innovative ideas for further process improvement. 
              
[bookmark: _Toc532746377]Figure 2: Kaizen Cycle

The sole focus of Kaizen strategy is to make a continuous improvement which increases operational efficiency and enhance the quality process. The cycle of Kaizen allows an organization to identify the issues and problems which affecting organization and then organization can implement a suitable strategy in order to improve the process or operational efficiency. There are seven stages in Kaizen continuous which are described as below:
Involve Employees: employee’s contribution is essential in order to improve the decision-making process as an employee’s feedback; information plays a vital part to increase the quality process and operational efficiency. Therefore, this strategy allows employees to bring new and innovative ideas. In this stage, management analyzes the problems and issues by involving
Identifying Problems/Process Analysis: in this stage, organizations try to figure out the main root of the problems and issues which affecting organizations in the process as a result identifying the problems is essential in order to address these problems. Organization may fail to address the problems without figuring out the main root of the problems.​
Brainstorming for Solution: it is important to analyze all the solutions to figure out the strength and weakness of each solution. In this stage, organizations brainstorm all the possible solutions; however, no idea is rejected in this stage. Organizations select the best possible solutions and tested in order to identify the effectiveness of the solutions.
Implementing the Solution: in this stage, organizations implemented the best solutions out of all the solutions which tested earlier and then the appropriate strategy is considered in order to support this solutions and every employee and management are involved in the implementation stage and organization encourages to provide individual opinion for further improvement.
Analysis of Results: in this stage, organizations analyze the outcome of the solutions to determine the effectiveness of the implemented whether solutions and also the complete process is also analyzed in this stage to figure out the fit of the new approach with the entire process.
Standardize: If the outcome is solved the problems which mean that there is a complete fit between the entire process and new approach, however, if the problems are eliminated as a result the new approach is standardized. 
Repeat: The philosophy of Kaizen stated that a single step rarely will bring improvement. Therefore, a continuous and small change is essential in order to bring major change within the company; as a result, the cycle of Kaizen is repeated constantly.
[bookmark: _Toc532746378]Integrated Value-Added Supply Chain System
In order to maximize customer value, Tesco must self-reinforcing process in organizations systems which will impact positively as it will help to reduce inventories and minimizes costs and add more value to products and services. Organization must enhance its processes across the entire supply chain from raw materials to end consumer in order to enhance organizations process efficiency. An Integrated, Value-Added Supply Chain will help organization to achieve new levels of efficiency and also organization can achieve a competitive advantage which focuses in order to add value to the customers. (Kotler, and Armstrong, 2013)
[bookmark: _Toc532746379]Quality
Quality is another element which plays a significant part in order to attract, retain customers and to maximize customer value. Quality of the products and services are essential in order to meet the customer’s needs as quality build deeper positive connections with customers that helps an organization to build brand trust and brand image. Moreover, quality of products and services fuels word of mouth and social media recommendations as 91% of the peoples trust recommendations from family, friends or colleague that ultimately maximizes customer value and increase profitably for the organizations.
[bookmark: _Toc532746380]E-marketing
In the age of information and technology, approximately 4 billion peoples use internet which means that organization must utilize the information technology in order to maximize customer value as e-marketing through social media such as Facebook, YouTube, or Twitter are more effective than the traditional marketing. E-marketing can help Tesco to build a strong relationship with customers and influence customer’s behaviour positively towards the products and services. Moreover, customers share their feelings, experiences and write customers reviews about the brand as a result organization can identify its brand's strength and weakness and Tesco can implement an appropriate strategy in order improves products and services which will help to maximizes customer value. (Keegan, 2002)
[bookmark: _Toc532746381]Establish Culture of an Organization-Customer Value 
In order to create and deliver customer value effectively, employees play a vital part for any organizations, as a result, the extent of employees satisfaction has a positive correlation relation with the quality of services that perceived by consumers. Lancaster, G, and Reynolds, P. (2011, Page. 65), stated that organizations must satisfy its employees at workplaces in order to contribute more as satisfies employees are more effective than the ineffective employees as a result motivated employees to contribute more at workplace. Motivated employees always try to build a strong relationship with customers; however, demotivated employees may pass the negative sentiment to consumers directly or indirectly. Moreover, satisfied employees will bring new ideas and provide valuable feedback in order to improve the quality process. Therefore, Tesco must motivate its employees through different motivational techniques in order to satisfy employees as a result it will lead to employees satisfaction as a result employees will contribute more in order to maximize customer value. Moreover, Tesco must establish organization culture based on the customer value which will help to build awareness of customer value into the hearts of Tesco employees and management must encourage employees to bring new and innovative ideas for process improvement and it is important to recognize their effort through rewards and compensations which will enhance employee’s moral at workplace.​
[bookmark: _Toc532746382]Brand Image
Brand image plays a significant part in order to maximize customer value as strong brand image helps organizations to distinguish it from others products and services. Moreover, strong brand image directly impacts on the consumer behaviour and positive brand image enhances customer’s confidences as individual feel that this particular brand is sincere and clear in its vision in order to satisfy the customer needs as a result strong brand image conveys and influences customers effectively in order to buy the products and also helps organizations to maximizes customer value. (Kotler, and Armstrong, 2013)
[bookmark: _Toc532746383]Brand Loyalty
In order to maximize customer value, organizations have to build brand loyalty which will help to minimizes consumer risk as a result it will enhance the customer confidence to buy the particular products and services. However, in order to build brand loyalty, organization must engage and understand customers to identify the needs of the customers and organizations must meet customers’ needs which will help to build brand loyalty and ultimately it will maximize customer value. Moreover, these loyal customers will promote organizations products and services via word-of-mouth marketing which maximizes customer value.
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Benefits of Customer Relationships
Customers are the key in order to achieve the overall objectives of an organization; as a result, it is important to build a strong relationship with the customer. However, in order to build a customer relationship, organizations must satisfy its customers and which lead to customer satisfaction and organization must create a positive customer experience.  The main benefits of customer relations for the organizations are described as below:
Build Customer Loyalty: organization can build customer loyalty when the organization builds and maintain a strong relationship with customers; as a result, it boosts repeat purchases from organization instead of opting other substitute’s products. Tesco must implement different strategies in order to build relations such as exceeding customer’s expectations, listening to customers or acknowledging customer as an individual etc.
Provide Feedbacks: when an organization builds and maintain a strong relationship with customers, as a result, customers feel they are part of the business which encourages and inspires them to bring valuable feedback about the product and services as these customers feedback are vital for process or product improvement. Organizations can implement suitable strategies by considering these customer feedbacks which will help to gain competitive advantages.
Word-of-Mouth Marketing: strong relations with customers means that customers will have more confidence in products and services that business offers, as a result, these customers will recommend to family, friends, or colleague and 92% of the people trust and buy the products and services through recommendations as a result which will increase sales revenue and profitability for the organizations.
Maximize Customer Experience: organization can maximize customer experiences through building and maintaining a strong relationship with customers as overall customer experience enhances when an organization builds long-term relationships with its customers. Moreover, it will also maximize the customer value; as a result, a happy customer will bring more customers to an organization through recommendations. (Keegan, 2002)
​Increases Profit: One of the key objectives of the organization is to increase profit and customers are the money generators for an organization as when customers purchase the products and services that increase sales revenue and profitability. However, in order to increased profit, an organization must build and maintain a relationship with customers through different strategies, as a result, it builds customer loyalty.  
[bookmark: _Toc532746385]Challenges of Developing Customer Relationship
In order to develop and maintain customer relationship; there are various challenges and organization must address to these challenges in order to develop and maintain a strong relationship with customers. If the business fails to build relations with customers which can have negative impacts on business such as poor company images, poor customer retention and decline in sales, or etc. Customer relationship challenges are described ad below:
[bookmark: _Toc330572382]Lack of Understanding: in order to build and maintain a relationship, an organization must understand its customer value such as needs, attitude, behavior, belief as understanding these characteristics will help the organization to satisfy the needs of customers. However, organizations do not spend much time in order to understand its customer as a result customer’s expectation remain unmet which lead poor relations between customers and organization.
Poor Communication: communication is the backbone of any organization as a result effective communication is essential between Business-to-Business (B2B) and Business-to-Customers (B2C) as poor communication will increase mistakes, may cause conflict and lead to frustrating communications with customers as a result employee’s fail to provide excellent customer services which affects on customer relationship. (Keegan, 2002)
Ineffective Leadership: one of the key challenges to build and maintain customer relationship is ineffective leadership which may have negative impacts on organizations as lack of ability to provide directions to the employee’s which impacts on the customer services as a result organization may fail to build strong relationship with customers.
Fear of New Technology Adoption: technology plays vital part in order to build and maintain a strong relationship with customers as a result organization must utilize the different types of business application software (CRM) such as customer relationship management software which will help to build strong relationship with customers. However, organization fear of change within organization and organizations unable recognizes the benefits of this software as a result it affects on customer relationship.
Low Employee Morale: employees are the key assets for an organization as when employees are motivated as a result individual contribute more and provide excellent customer services. However, if the organizations fail to satisfy the needs of its employees such as psychological needs, esteem needs or social needs will demoralize employees as a result it will affect employees and organizational performances. 
[bookmark: _Toc532746386]Conclusion
From this report , it can be conclude that Customer experiences become a requirement for organizations in order to survive It is a vital part of customer’s relationship management (CRM) and organization can build customer loyalty due to positive customer experiences for the brand. Moreover, an organization must build a strong relationship with current and potential customers as developing a strong relationship with customers is key to the success of any business which will help in sustaining the performance of organizations during the good and bad times. In today’s competitive business environment, customers drive profitability and consumers has more power than seller as there are more option available to customers than ever before. Kotler, (2006, P.56), cited that this is customer economy era as a result organization must attract and meets customers expectations for quality, selections, process and prices as these are essential to a customer value strategy. Organizations must understand what factors that drive value for its customers as products alone unable satisfy the customer’s needs as a result organization must turn into customer value which will create a difference between organizations offering similar brands. In order to improve process improvement, one of the key tools that Tesco can implement is Six Sigma which is a management technique in order to improve the process as Six Sigma will help to minimizes costs, improves quality and improve customer’s experience. Six Sigma can use by organization in order to eliminate defects in a process. Customer value refers to the benefits that customers get after consumption of products and services and customer value play important part for an organization which brings various benefits to the company such as gain competitive advantages, increase sales revenue, profitability, build brand images or company image etc. Moreover, that customer obtain benefits from three main sources which are products which are tangible benefits, services which are intangible benefits, psychological sensations and image around the products such as security or prestige, for these reasons, organizations must focus to improves these sources in order to maximizes customer value. (Dibb, and Simkin, 2008)
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