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In the present competitive world, the success acquired by all the business organization depends on customer’s satisfaction. With the advent of a particular business, customers seems to be the first priority and through adequate focus on customer’s satisfaction the companies would be able to acquire profits (Richardson, 2010).  Thus, the companies needs to determine the price of their goods and services in accordance to the quality of their products so that they could be able to attract most of their customers and maintain a long term affiliation with them.This study aims to develop a critical understanding of the quality systems and control for customers through Customer relationship management approach. It is done by determination of the factors that poses a significant impact on the organization’s ability for maximizing customer’s value and satisfaction. It also applies an in-depth understanding of the organization’s quality systems and effectiveness for meeting the customer’s requirements. The organization taken here is Tesco, UK. Tesco is the leading company in UK in accordance to international sales and market shares. It endured fierce competition from its competitors as Sainsbury, Asda and so on (Tesco - Supermarkets | Online Groceries, Clubcard & Recipes, 2020). Tesco accounts to £63.911 billion revenue generation while its competitors as Sainsbury account for £29.007 billion, Asda and Morrison’s accounts for £ 22.92 and £ 15.41 billion revenue growth (Tesco, 2014).Tesco have proved successful in trading in food and drinks in the past years and has actively took part in CRM and customer retention than that of its competitors (Great Britain: Grocery market share 2015-2020 | Statista, 2020)
.
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Figure: Market share of retail stores in UK from 2015-20
Source: (Great Britain: Grocery market share 2015-2020 | Statista, 2020)
In order to understand the preferences and needs of its customers, a company should identify its target customers and find out their varied shopping methods as well as trends in accordance to listening to the customers complaints by conducting a customer satisfaction survey. Furthermore, in order to identify the profitable section of customers a company needs to view the total spending of individual customers in a specific time period and the cost of their goods and services provided to the individual customers.  It has been visualized that superior customers support makes a firm to differentiate itself than its competitors. 
Factors that poses a significant impact on the organization’s ability for maximizing customer’s value and satisfaction
Customers Relationship Management (CRM) is referred to as the process that helps in understanding, delivering and developing the existing customer relationships by a company for creating a competitive advantage and also to put an addition to the creation and retention of new customers (Kumar, 2010). It helps the businesses to analyze the required data about their customer’s interactions so that the organization could be able to improve their value to customers and increase customer’s retention and thereby generate more profits. It also helps in detecting the most valuable customer segment for long term profitability as well as competitiveness of organizations.
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Figure: CRM model
Source: (Kumar, 2010)
Among the factors that poses a significant impact on customer value, Supply chain management and its development is primal for organizations. According to Chopra et al., (2013) this supply chain is recognized as a dynamic system which is evolving over time with gradual increase in customer’s power, demand for high-quality products and so on. Moreover, accessibility is stressed for ensuring that all the customers have efficient access to an organization’s products and services. Other factors that are taken into regard are convenience which influences how customers would make their buying decisions and deliverability that allows the customers to get access to a product within limited time. 
Tesco successfully follows CRM by pertaining to the objectives as building a long lasting relationship with customers and efforts for making a considerable increase in the customer’s base. For this, Tesco assesses the wants and needs of its customers and thereby increases its revenue generation by satisfying differential customer’s needs in a greater extent than its competitors as Sainsbury, Asda and Morrison’s in UK (Hassan and Parves, 2013). This allows the organization to increase its revenue growth than its competitors as mentioned above. In accordance, it does efforts in recognizing its individual customers for improving customer satisfaction. 
Tesco adheres to multi-channel client management for designing, coordinating, deploying and assessing its channels in order to improve the customer’s value through adequate maintenance and development initiatives. According to Mollah and Sharif, (2014) it highlights the customers as a core strategy for generating their value. It thus, follows a customer centric approach and diversifies its channels for its existing as well as potential customers. 
The five important dimensions for shaping customer’s value are illustrated below-
Conformance to requirements
For effectively managing CRM, it is essential for gaining the required ability for offering products and services as per the needs of customers. In this context, Supply chain management plays a major role as it helps in creating availability and selection of products as per customers’ requirements. It also helps the customers with access to developed tools for locating, searching and selection of products which would suit their needs (Christopher, 2016).
Tesco is a leading brand in UK because of its process efficiencies, continuous focus on improvement and procure greater volumes in supply chain over its competitors.  It allows the company to focus on flexibility in order to meet the differential customers’ needs. The Company has relied on the concept called process improvement for creating definite value to its customers and thereby to earn lifetime loyalty (Xie and Allen, 2013). On the other hand, Tesco’s leading competitor, Sainsbury sticks to maintain its diverse operations through Kraljic Procurement matrix that helps in satisfying customer’s needs with focus on differentiation. 
Selection of products
Products usually comes in varied forms, styles, options, shapes and colors. Thus, the retailers needs to have a stock of products of varied combination and colors for appealing their customers. In order to predict customers demand for generating profit in an organization, diverse inventories are needed as specific model would not prove beneficial in this context (Simchi-Levi et al., 2008). Three business trends exist on the basis of which the organization could retain customer’s value as mentioned below-
· Specialization in offering one kind of product. 
· Mega stores that involves a variety of products. 
· Mega stores that specializes in one particular product. 
However, the product proliferation leads to difficulty in predicting demand which led the distributors to hold on large inventories. The inventory problem could be sorted out through varied ways as built to order model whereby the demand is determined at first and then the order is generated (Monczka et al., 2015).  Moreover, keeping larger inventories at distribution centers would allow the organization to incur customer satisfaction by delivering varieties of products. 
Among the above mentioned three business trends, Tesco opts for the second one that is it sells varieties of products to its customers. According to Sparks, (2014) Tesco sticks to product innovativeness and pays definite attention to the concept of creativity in order to differentiate its products from that of its competitors and drives a competitive advantage. It comes up with a different approach for arranging thousands of its products through intake management system. Moreover, the Club card system followed by Tesco helps to understand the buying patterns of customers that has allowed the company to focus on retention of more than 15 million of its UK customers. While Sainsbury mainly focuses on sustainable and environment-friendly products and also adheres to new ideas focused on innovation. 
Price and Brand
The prices set by organizations for its products largely influences its customers. It is because nowadays the customers seems to be price sensitive and they purchase a product by comparing same products of another brand. Thus, in order to drive competitive advantage, the organizations should offer high quality and innovative products to its customers at comparatively lower prices so as to adhere customer retention and drive a competitive edge (Simchi-Levi et al., 2008). 
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Figure: Top 10 retailers in UK 
Source: (Leading 10 retailers in the UK 2019 | Statista, 2020)
As the competitive retail market have led the customers to be more selective in the required services they select.  Tesco being a leader in retail market with other competing retail shops as Sainsbury, Asda have maintained a competitive position in the retail market through their enhanced products and service quality (Martínez-Ruiz et al., 2016). Tesco unlike the other competitive brands aims to produce varied products in order to focus on the needs of local people across its retail stores. Moreover, Tesco focuses on value creation through its knowledge of its club account scheme. It is considered as its vital dimension to success. Through analyzing the data by keeping into account the fashions of the customers, Tesco proves to be successful in its profit generation and return on investments (Zhao, 2014).  This successful technique implemented by Tesco have resulted in building of sound customer relationship by recognizing the needs of its customers. Another sound technique focused on by Tesco is collection of valuable feedbacks for improving the services offered by them.  It is known to control its grocery stores through Tesco.com.  It has helped the organization to make a considerable increase in its revenues and growth in profit margins. 
The Krajilic procurement matrix at Sainsbury have helped the organization to act strategically and ensure classification of purchases and also minimizing any issue related to scarcity. This allows the organization to maintain supply continuity, leveraging of supplies and effective cooperation in order to increase buying power and to focus on efficient resources utilization.  
Value added services	
Sometimes, companies are unable to compete with product prices that pertains to overabundance of supplies. This makes the organizations to put forward several value-added services in order to differentiate itself from that of its competitors by providing them with goods at effective prices. Several value added services as maintenance and support is delineated as a major factor in products purchase (Simchi-Levi et al., 2008). This allows the companies to understand their customers in an effective manner that is possible through increase in IT capabilities. It allows the companies to provide superior services to its customers rather than merely sticking to product commoditization whereby the prices only matters which reduces possibilities for driving competitive advantage. 
In the context of Tesco’s stores, innovation is predominant. Tesco sticks to product innovation and updates it in accordance to the latest trends and customers’ requirements. When the payment system of Tesco was sought to be outdated, Tesco has introduced a system of self-payments with a hi-tech machine by keeping in mind the latest technological trends and the customers’ requirements (Lambert, 2010).It helped Tesco in incurring customer satisfaction and effective retention. Tesco in this prospect stick to customer commitment by maintaining its promises and by developing a perceive value to its customers (Powell and Childerhouse, 2010). 
Tesco opts the strategy of highlighting its savings scheme with direct marketing measures through promotion of various projects as club cards, discount coupons and vouchers. It helps the company in creating superior brand value for its customers. The tagline opted for by Tesco named as Every little helps is to be able to serve its customers by realizing the importance of each and every small saving for bigger benefits in future. Through Tesco’s club cards, the customers become able to accumulate the free points through the medium of discount coupons. This right way of understanding the customer’s behavior have helped Tesco for realizing about the importance of savings and for formulating their market plans for pertaining more benefits (Zhao, 2014). Similarly, Sainsbury also maintains high-value proposition through high-quality products and has led various measures for efficient product management through introduction to basket tills and self-checkout that have reduced queues in stores and increased customers’ convenience. 
Relationships and experiences
Building of stronger relationships and delightful experiences allows the organizations to differentiate their market offerings than competitors. This also allows the companies to learn more about their customers. Measuring of customer’s value is considered to be at the heart of organization’s goals and objectives. The ability for organizations to provide sophisticated-customers interaction is very different from manufacturing and distribution of products as in this context a distinctive expertise is required. 
In the present competitive world, developed customer interactions has been possible through IT. This allows the customers to state about their experiences and preferences through valuable feedbacks and the companies to be well acquainted with their requirements. This is a two-way interaction process whereby the firm could develop means for achieving greater customer value and loyalty. Tesco enhances its customers shopping experiences through its exclusive ways as Club cards that helps in monitoring customer’s data and provide appropriate rewards for satisfying the customers (Hassan and Parves, 2013). The developed IT system of Tesco allows its customers for having a delightful shopping experience.  Tesco opts for social media marketing, direct marketing, home-shopping networks, brick and mortar stores for creating a competitive edge that ensures customers retention (Sparks, 2014).Tesco have also implemented advanced data mining for increasing the rate of customer engagement (Mithas et al., 2011). 
In accordance to the above mentioned dimensions, it could be stated that Tesco have proved successful by understanding and recognizing of the differences in customers behaviors (Hsu et al., 2010).
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Figure: Ways for enhancing business value and customer satisfaction
Source :(Hsu et al., 2010).
Customer relationship triangle law describes that customer satisfaction would stem from customer expectations and lead the way towards customer satisfaction.  The figure given below illustrates the idea of the differences between customer experience and customer satisfaction. This could be divided into five levels as very satisfied, relatively satisfied, general satisfaction, relatively dissatisfied and very dissatisfied (Iannario and Piccolo, 2010). When the customer experience equals customer satisfaction, the level of satisfaction becomes higher. While on the other hand, worse customer experience could lead to lower amount of customer satisfaction. Thus, firstly the organizations needs to improve the quality of their products and services and then should manage the customer expectations.  It will help the organizations in incurring success and to retain its customers through adopting the approach towards continuous improvements.
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Figure: Customer satisfaction analysis model
Source :(Iannario and Piccolo, 2010).

On the basis of Customer satisfaction analysis model, it could be deigned that Tesco is focused on enhancing its customer experience continuously for generating greater level of satisfaction. It also focus on proper training and development initiatives for making its staffs aware of the developed techniques for delivering improved customer services (Xie and Allen, 2013). It would help in improving the performance of its staffs in accordance to enhancing the customer’s relationships. Thus, based on the above mentioned data highlighting top ten UK retailers it could be stated that Tesco through its developed supply chain management system, innovative products and distinguished services is successful in incurring superior customer’s value and is thus, the leading brand in UK over by surpassing its major competitors, Sainsbury and Asda (Leading 10 retailers in the UK 2019 | Statista, 2020)
 .
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The aspect of quality can be considered to be one of the priorities in management of a business organization. The aspect of quality tends to provide a company with competitive advantage in the market. The quality of the product or service tends to provide differentiation to the company which is one of the key methods of customer satisfaction. In this section an analysis has been conducted on Tesco and its quality management practices. Tesco has initially started its business operation as a grocery retailer but diversified its market into clothing, electronics, furniture etc. The company has increased in terms of geographic location as well. Currently, Tesco is operating in 12 Countries. The success of the company can be evaluated by studying the scope of services of the company. One of the key business strategies of the company lies in the delivery of low cost products. The consistent performance of the company is guided by the practices of upholding the quality of the services. It is a retail company hence the management of quality that is maintained by the company is often done on the aspect of service of the company (Oakland, 2014). The quality management services of the company involve the practice of TQM or Total Quality Management. 
The five dimensions of service quality management is demonstrated below-
Intangibility
Intangibility is recognized as one of the major characteristics for SQM. Services are delineated as the activities, satisfactions and benefits that are being offered to customers (Naik et al., 2010). Unlike that of the physical product, it could not be felt or tasted and thus, it could not be evaluated before purchase. In this context, the potential customers’ could perceive the services only after the delivery. 
Inseparability
Inseparability reflects the deliveries and service consumptions that enables the customers for shaping performance and quality of services.  Services are been produced and thereby consumed in a simultaneous way.  While in case of physical goods, manufacturing process is done whereby the goods are converted into products and are been consumed. While services are interrelated to the service providers. Inseparability concerning products as well as consumption increases service quality where the service is been produced when the client is receiving it (Lin et al., 2010). It allows the marketers to develop technical competence of service personnel’s for improving marketing standards.   
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Figure: Five dimensions of service quality
Source: (Naik et al., 2010)
Heterogeneity
This reflects potential concerning high-variability in the context of service deliveries. It is opted because the service performance is been delivered by different individuals and differs every time. As the services are mainly delivered by people they could have different performances at varied times unlike that of intangible goods (Lin et al., 2010). This idea of heterogeneity comes into prospect when there are two alike customers having their unique demands and their ways of experiencing a service. This requires the organizations to make significant efforts for delivering services of high-quality by selecting qualified personnel’s for rendering the services.  
Perishability
It is known that services could not be stored and carried forward. These are generally time dependent which makes them perishable in nature and its consumptions takes place in a simultaneous way. However, when there is absence in consumptions, services seems to perish (Lin et al., 2010). This perishable character of services is add on to the problems of the marketer as regulation of supply with changing demands is not possible in this context. This might result in QM problems. In order to successfully manage these problems, the marketers should utilize their capacities without deteriorating their quality for meeting the demands.  
Application
Tesco.com takes into regard service marketing focused on intangibility and another problems concerning QM.   
In this context, it could be stated that the competitive retail market of UK have led its customers to be more selective. Tesco sustains a greater position in the UK retail market with many stores. As battering of service quality allows in increasing clients satisfaction and also leads to high revenue generation. Tesco’s client commitments are based on various promises as mentioned below-
· Customers gets choice of purchasing products as per requirements 
· Value goods
· Experienced staffs who serves the customers well
· Improved staff-training measures 
Here, it should be noted that unless all the services promised by Tesco are effectively aligned with its actual services, there would be a distinction between service provided and the service received. The biggest areas concerning Tesco’s improvement are its complaint handling initiatives and efficient services. This has allowed the company to score 7.7 out of 10 when it comes to customer loyalty (Ma et al., 2010).    
The PDCA model is one of the models of Total Quality Management. The PDCA model can be defined as the Plan Do Check and Act model. The objective of this model is to implement quality in the services by reducing the option of variability. This process help in two ways one is by ensuring that the process in which the company acts is under control and by the means of encouraging innovation within the company. This helps in the betterment of the services and products of the company (Morissette and Wisozk, 2012). This also helps in developing plans for the betterment of the performance. 
Tesco is one of the leading companies which uphold its position by the means of developing its efficiency continuously. The service quality of Tesco is one of the best in the market. The company introduces new services and products at all times for the purpose of maintaining its market leadership. The company has gained its market position on the basis of its ability of maintaining product and service quality. Some of the key practices of the company that can be categorized under the Total Quality Management practice involves providing products that are mostly free of any form of defects. The products of Tesco tend to generate less amount of waste. There are several approaches that are used by the company for the purpose of maintaining product quality. 
First of all there is a dedicated human resource that is present for the purpose of betterment of the services of the company. There is special management team that is engaged for the purpose of the betterment of the performance of the company. This team conducts meeting each day for the purpose of ensuring that the performance of employees and the processes are at its best. The quality of the products and processes is one of the chief agendas of the daily meetings in Tesco. The quality that is determined by the management is attained by them after discussions and planning in every day meetings. The aspect of development of human resource can also be considered as one of the aspects of quality management in Tesco. There is a quality improvement team in Tesco as well. This team is responsible for the purpose of supervision of the product qualities that are stored in Tesco (Zairi, 2010). The service quality is also of utmost importance for the company. 
There are two key methods that are used by Tesco for the purpose of improvement of the quality. First method involves the aspect of the entire production. This process tends to consider the inspection of the products and testing them. Each of the raw materials is also tested under this process. The second area is the human resource management of the company. The company under its policy ensures that the assistants and the employees who are directly related to the output of the products have quality relationship with the company (Rolstadås, 2013). This can also be considered as one of the key aspects of quality management. 
The quality practices of the company have provided significant competitive advantage to Tesco. The low price strategy of the company has been effectively implemented by it without compromising on the quality of the product. The three key areas that have been considered by the company for the purpose of implementation of TQM involve time of delivery, speed and flexibility. One of the TQM practices of the company involves the online services that have been implemented by Tesco. The evaluation of quality in terms of speed of delivery has been assessed by the means of this system. The reduction of purchase time by standing in queues has been done by the implementation of the online system (Nwagbara, 2010). 
There are some aspects of critique in the implementation of TQM in Tesco as well. The company involves the workers in the manufacturing unit to the senior management in the process of application of TQM within the organization. This is one of the key reasons why the people employed in the middle management often feel less important while the TQM is applied within the organization. This to some extent impacts their performance within the company. Their service quality is to some extend negatively affected because of it. The aspect of output is not the only aspect that is used by the company for the purpose of evaluating the quality management rather the performance of each of the management staff is also considered in this aspect. The work culture and the efficiency of the employees is one of the big parameter for measuring the quality management in Tesco. The constant communication with the customers and employees has increased the speed of performance within the company. The quality of supplier has also been considered as an integral part of quality management by Tesco (Hassan and Parves, 2013). The quality of product and internal performance quality together forms the quality management practices of Tesco. 
The implementation of quality management in the company has not been an easy task for Tesco. The development of the internal quality was only possible by the means of involvement of employees and contribution of the senior management of the company. Each hierarchy in the business needed to contribute for the purpose of quality development, as mentioned before there has been situations in Tesco where the middle management has become a barrier for the implementation of quality method within the organization. The different departments that are involved had to contribute in the process of quality development (Hassan and Parves, 2013). 
The non-value generating activities of the organization has also been reduced significantly with the implementation of TQM. The leadership in Tesco has also contributed significantly in the implementation of quality management in Tesco. The management has been highly cooperative with the leadership of the company. The company has also evaluated the implementation of TQM by the means of evaluation of the performance of the company before and after the implementation of TQM. The result suggests that the customer satisfaction levels have increased for Tesco post the implementation of TQM. Thus it can be stated that the objective has been effectively served. The key reason for the increased customer satisfaction has been attributed to the increased flexibility of performance which reflected in the product and service development. The betterment of service that has taken place because of the better management of employee has reflected in their customer handling skill. So it can be stated that the overall implementation of TQM and its utilization has been effectively done in Tesco (Ma et al., 2010). There have been challenges and issues in the process of its implementation but Tesco has been successful in dealing with it. 
[bookmark: _Toc35900656]Conclusion 
In conclusion it can be stated that the effective CRM practices can contribute in the performance of the organization. Tesco has improved its performance by the use of effective Customer Relation Management tools. The implementation of CRM has contributed in the performance of the organization significantly and has also allowed to drive a competitive advantage. Apart from that, the quality management aspect for running an organization is also of significant importance. The Total Quality Management principles have also been opted by Tesco. There are different tools of TQM that has been used by the company. Most of them have yielded good results for the organization. 
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