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[bookmark: _Toc118036967]Executive Summary

The customer quality system is the deliberate framework that facilitates a business organisation to achieve sustainability for customer satisfaction and improve the quality of its products and customer services. The main objective of such a system is the gain a larger customer base and customer satisfaction (Hoyle, 2015). In an organisation, both internal and external factors of the environment equally affect the customer quality system and control. Internal factors include workforce, corporate culture, and finance while external factors comprise politics, competitors, economy, and climate conditions. These factors in turn affect customer service as well which is meant to be provided 24/7 for a whole year. Tesco is a UK-based groceries and merchandise retailer with its stores almost all over the world (Palmer, 2005). With time, Tesco has faced many problems like a decline in customer service, the horsemeat scandal and customer dissatisfaction. However, Tesco built some effective strategies to overcome these problems and today it is one of the leading grocery brands in the UK with a market share of 26.9% it was only possible due to its improving and engaging customer quality service (Duncan, 2022).



Table of Contents
1.0	Introduction	4
2.0	Objectives	5
3.0	Research Questions	5
4.0	Methodology	5
5.0	Literature review	6
Discussion	8
6.0	Tesco – an overview	8
7.0	Marketing Theories	9
7.1	Marketing Mix	9
7.2	Ansoff’s Matrix	9
7.3	Communication Mix	9
7.4	Stakeholder Map	9
7.5	Porter’s 5 Forces	9
8.0	System for Tesco’s Quality process	10
8.1	SERVQUAL analysis of Tesco	10
8.2	Internal And External Factors Affecting Tesco’s Quality System and Controls for Customers	12
9.0	Tesco’s dealing with new customer demand	14
10.0	Developing and maintaining good customer relationships in Tesco to achieve business objectives	14
11.0	Recommendations and Conclusion	15
12.0	References	16

[bookmark: _Toc118036968]

[bookmark: _Toc122027480]Introduction
The quality control of an organisation is the detection of the services like customer service and products after their manufacture to check if they meet the targeted quality standard or not. On the other hand, a customer quality system is a framework to accelerate the process of an organisation which sustains and improves the quality of its customer services. Customer service is referred to as the one-on-one interaction of the customers with the business company while going through the purchase, use or complaint of their products. If an organisation wants to understand the market trend, customers’ needs, their problems with the products, or their reviews then it must have 24/7 customer service for its consumer(Ma, Ding and Hong, 2010). Like other business companies, Tesco has made customer service, quality control, and quality system their top priority while dealing with their customers. Like most other companies their evaluation tool for customer service is checking the level of their sales and its direct relation with customer service. If sales decreases then Tesco takes it as a red alert of poor customer service by them. The quality system and quality control are highly strained by both internal (workforce, corporate culture, and finance) and external (politics, competitors, economy, consumers and climate conditions) environmental factors of Tesco. Over years Tesco has achieved continued to accomplish its success in retail trends in the grocery and retail market. The dominant reason for this was their comprehension of the new market trends and customer needs. Their marketing department is very keen on studying customer interest through both digital and traditional means like interviews, questionnaires and e-commerce. Keeping all thing side by side with good customer service Tesco does not only peruse the best quality but also affordability for their products and services in the market. The strong and competitive customer service is considered the heart core of Tesco. The company develops customer-oriented products and they make sure that their stores are stacked with products so that when a customer needs them, Tesco give them in no time. Moreover, their quality customer service also has the ask of keeping up with the special needs of the customers(Contact Pigeon, 2019).

[bookmark: _Toc118036969][bookmark: _Toc122027481]Objectives
The main aim of this research report is to investigate the effects of the customer quality system and controls of Tesco and enlighten the internal and external factors of its environment on its customer quality controls and system. Another objective is to analyse the effect that causes on customer service at the end.
[image: ]Moreover, the other objective is to examine how Tesco deals with customer needs and how they maintain a good relationship with their customers.Figure 1 (ContactPigeon, 2019)

[bookmark: _Toc118036970][bookmark: _Toc122027482]Research Questions
What are the services products and customer service that Tesco offers?
What are key marketing theories and how does Tesco apply them to do business?
What are the internal and external factors that affect the customer quality controls and system of Tesco and how do they affect its customer service?
How do the quality system and controls of Tesco aid in meeting the customers’ requirements?
What benefits and challenges does Tesco face in maintaining good customer service(Onwuegbuzie and Leech, 2006)?

[bookmark: _Toc118036971][bookmark: _Toc122027483]Methodology
In this report, the primary data collection was done through a questionnaire and interview which were conducted to understand the thoughts of employees of Tesco and its customers. Questionnaires are a speedy way to investigate the topic of interest (Spáčil and Teichmannová, 2016). While the secondary data was collected from the resources like Journals, websites, books and articles. The data and results presented in this report include both qualitative (characteristics, description and concept maps) and quantitative data(numbers and figures). The approach applied in data collection was probability sampling. Probability sampling is also referred to as random sampling in which a questionnaire of 50 employees and 50 customers was taken randomly. In this way, each individual in the population had a 100% probability of being selected forthe sample(Goddard and Melville, 2004).

[bookmark: _Toc118036972][bookmark: _Toc122027484]Literature review
The author has described in the journal the importance of the 3As in the customer service of Tesco. A company needs to learn the 3A model to confront the customers which are enraging for the poor service. In the business world 3 a formula stands for the three actions which are acknowledged, apologise and act. The first step in this service is listening to the complaint from the customers and acknowledging them rather than brushing off the concept. It is a popular term that the customer is always right. The second step needs to be apologising for the inconvenience that the company has caused intentionally or unintentionally to the customer. Apologising is the backbone of customer service which plays the role of water on fire. The final step needs to act accordingly to mitigate the customer by meeting their demands. The Tesco Company is taking action on all three steps in an effective way and the biggest example in this context was the horsemeat scandal in which Tesco apologised to its customers along with taking action on their complaints (Shula, 1975).

The book on marketing management concluded that the decision of the customers in their purchase process from Tesco is directly impacted by its customer service. In addition, many other factors like social, cultural, personal and psychological factors also take part in determining customer satisfaction. The factors that influence customer Quality service can be both internal and external environmental factors. The culture by which Tesco approaches its customers is its competitive advantage in maintaining a larger base of loyal customers. Usually, the brands play with the psychology of the customers to convince them to buy their products by maintaining friendly and outgoing relationships with their customers. If this factor is weak in Tesco then competitors will be at advantage (Philip, 1999).
Desatnick has described in the book the importance of maintaining a commitment to the customers. It is revealed that whether the business is a profit organisation or not, the companies with superior profit and larger customer bases have the internal culture of training their employees. This makes a difference in the market because the surveys told that these companies are truly serving the employees. Hey group survey of seventeen companies with superior services disclosed the same fact that by maintaining the map for building and maintaining commitment a company can ultimately gain customer satisfaction and competitive advantage (Desatnick, 1987).

In an article where authors went through the comparative study of the two well-known brands Tesco and Sainsbury’s, it was revealed that they critically conduct their customer relationship management. A business entity like Tesco applies the modern framework of customer relationship management after carefully studying the market position and reputation. The author has titled customer relationship management (CRM) as the core business strategy that is oriented to incorporate the main business activities and functions. CRM uses different elements to access the needs of the customers. These elements include call centres, a system of customer service, e-commerce, a sales system, and social media. It altogether diverts the direction of the organisation towards a common objective of customer-focused(Hassan and Parves, 2013).
The author stressed the significance of customer value and satisfaction in the market of vast business organisations. The management of a company researches customer value and satisfaction in different ways. The main purpose of such a study is the survival and development of the business in a competitive market. For instance, Tesco uses its customer value and service process in a positive way which causes the shopping experience to be imprinted in the memories of the customers. In this way, the customer base is increased as a result of good customer service. Hence it can be said that companies which deliver customer value and good customer service become superior in the market of their business field. In addition, good customer service provides core competency to a business company, helping it to stand higher than its competitors (Ma, Ding and Hong, 2010).
The author highlighted the relationship between customer satisfaction and the loyalty program of a company. The loyalty program contains membership programs, partner programs, and point and rewards programs. The finding of different studies has confirmed the positive relationship between loyalty programs and customer loyalty. However, it is not always true that the loyalty program induces customer satisfaction because many of the companies in the market are offering the same programs to customers. To gain permanent loyalty from customers the company needs to evolve its customer service and customer quality system (Zakaria et al., 2014).

[bookmark: _Toc118036973][bookmark: _Toc122027485]Discussion
[bookmark: _Toc118036974][bookmark: _Toc122027486]Tesco – an overview
Tesco is the leading brand of grocery stores and supermarkets not only in the UK but also worldwide. With its headquarters in Welwyn Garden City, England, the company is running many stores in 12 other countries over the globe. Tesco has a total of 3146 stores with their operations as Tesco banks, Tesco grocery stores, Tesco mobiles, Tesco tech support, F&F, and Tesco Booker group. The foundation of Tesco Company was put by Jack Cohen in 1919 in London. Since then its business thrived to the point that it is considered first in rank in the position of the UK grocery market with a wholesome share of about 27.9 percent(Hill, 2022). The calculated revenue of Tesco is £ 57.89 billion and its workforce includes about 330,000 employees not only in England but also in other 12 countries. Jack Cohen started his store with the motto of stacking high and selling at low prices. The products of Tesco are diverse in their type and the main reason is the customer need. It offers household things, clothing, banking, grocery, fuel stations and an online shopping platform. In today’s business world of aggressive competition, Tesco also has  major competitors like ASDA, Sainsbury's, Morrison’s and Co-operative Food (Rosnizam et al., 2020). Moreover, Tesco prefers sustainable business practices under its corporate social responsibility plan. The customer service of Tesco is its biggest strength against its competitors which not only help them to understand the need of its consumers but also make them able to bend its products for a lower price and high quality.

[bookmark: _Toc118036975][bookmark: _Toc122027487]Marketing Theories
The concept of marketing theory states to maximise the product sale, product reputation and market share of the company. The main purpose of the high sale is achieved by creating a trend in the market to make customers believe that they need the particular product of that company. Managers run a market analysis with tools like marketing mix, Ansoff’s Matrix, communication mix, stakeholder map, and porter’s 5 forces(Mason, Kjellberg and Hagberg, 2015).

[bookmark: _Toc118036976][bookmark: _Toc122027488]Marketing Mix
A marketing mix comprises all the actions and techniques that a company uses to advertise and promote its product in the market. Price, product, place and promotion make the 4Ps of the marketing mix. However, nowadays extended marketing mix of 7Ps is also popular among companies. It consists of additional Ps like physical evidence, people and process (Borden, 1964).

[bookmark: _Toc118036977][bookmark: _Toc122027489]Ansoff’sMatrix
Product/Market Expansion Grid is Ansoff’s matrix with two by two matrix structure used by the managers and analysts for strategizing and evaluating the growth or expansion in the local and global market. The components of Ansoff’s Matrix are market penetration, market development, product development, and diversification with increasing risk trends (Dawes, 2018).

[bookmark: _Toc118036978][bookmark: _Toc122027490]Communication Mix
As the name shows, communication mix refers to all the tools and techniques that are used by the manager and companies to have active communication with their customers. Conventional elements of the communication mix are advertisement, direct & digital marketing, public relations, personal selling and sales promotion (Todorova, 2015).

[bookmark: _Toc118036979][bookmark: _Toc122027491]Stakeholder Map
The visual representation of stakeholders of all products, ideas, and projects in one map is called the stakeholder’s map. It is a guide for the companies to get a visual illustration of all stakeholders affecting the company and get innovative ideas through it (Murray-Webster and Simon, 2006).

[bookmark: _Toc118036980][bookmark: _Toc122027492]Porter’s 5 Forces
Porter’s five forces is a framework that analysis and pins out the five competitive forces for a company. A company shapes its strategy according to Porter’s five forces analysis. Its components include competition in the industry, the potential of new entrants in the market, the power of suppliers, the power of customers, and threats of substitute products(Porter, 2008).
Task 1
[bookmark: _Toc122027493]System for Tesco’s Quality process
Like every other company in the world, customers of Tesco not only expect high-quality service and products but also want their price to be lower than the other brands in the market. For this purpose, Tesco has built its joint approach by analysing market trends and customer interest. Customer relationship management and marketing theories is the key tool for Tesco to grow on an international platform and earn the customers’ satisfaction for their quality control and quality system. Customer service is an all-time job for any organisation. Similarly, Tesco has set various tasks for customer purposes. These include not only 24 hours service available for the customer around the clock but also following the policies of refunds, special offers, loyalty cards, clear signs, customer service desk, play area, hygienic environment, petrol stations, and special trolleys. These types of services are responsible for Tesco to be the leading brand in the UK market (Tesco, 2022).

[bookmark: _Toc122027494]SERVQUAL analysis of Tesco
The system or model that is used by Tesco to accelerate and facilitate the process of qualitative measuring of service quality is called SERVQUAL.SERVQUAL is an abbreviation of service quality which has many key criteria based on which the quality of service and system of an organisation is measured. These criteria include tangibles, reliability, responsiveness, assurance, and empathy. In Tesco, the company set a standard value for the ideal customer quality system acting as a control on which the working customer quality system of Tesco is measured. The working system of Tesco is measured against each criterion and the gaps between the ideal value and working values are analysed. The final step after the evaluation is making strategies which can fill this gap and ideal conditions for customer quality systems and customer service can be achieved (Ladhari, 2009).
The criterion on which the analysis was based is the base on which the customer service and quality system exist. These dimensions in the SERVQUAL model for the sake of research are:
Tangibility represents all the physical facilities and equipment that Tesco provides to its customers. It includes the material from the cart to the billing system that makes customer service more effective.
Reliability is the property of a company or business to provide its services including customer service more accurately as committed by them.
Responsiveness is the property of a company when it provides a very rapid response to the customers’ needs. A company like Tesco is said to be always willing to help its customers with their immediate response. 
Assuranceis gained by the customer's quality service and is an extremely necessary service that develops loyalty in its customers. By this, the company knows that its consumers have their trust in them through thick and thin.
Empathy is the care and attention that the company gives to its customers. It is the backbone of the customer quality system and customer service. In this way, the customers know that the company is connected to them all the time.


Methodology 
In 2010, Royal Holloway University of London conducted the SERVQUAL analysis aiming to understand the difference between customer service expectations and the perception of the customers. The method used in this analysis was questionnaires containing questions related to customer service. These questionnaires were distributed to customers to gain their feedback on the customer quality service of Tesco based on the five phenomena of tangibles, reliability, responsiveness, assurance, and empathy. The scale used to evaluate the difference was the Likert scale in which scale 7 represented the highest disagreement and scale 1 represented the highest agreement. The results were the subtraction of the expectation score and perceptions score for all five criteria(Singh et al., 2021).  
Inferences 
The results of this survey were as follows
	Criterion
	Perceived value
	Expected value
	Gap score

	Tangibles
Reliability
Responsiveness
Assurance
Empathy
	4.95
5.10
5.20
5.18
4.95
	5.95
6.65
6.20
6.33
6.28
	-1.00
-1.55
-1.00
-1.15
-1.33



Although Tesco assures the customer quality service, the results of the SERVQUAL model represented that its service is not up to par. In short, Tesco needs to improve its customer service by developing more communication with its customers along with starting effective programs to reinforce its SERVQUAL criterion and fill the gap.

[bookmark: _Toc118036981][bookmark: _Toc122027495]Internal And External Factors Affecting Tesco’s Quality System and Controls for Customers
Internal factors
The main internal factors that affect customer service are on the part of the employees and managerial staff of Tesco. The major factor that a company needs to consider in providing quality service to its customers is the prioritisation of the needs and experiences of the customers. SERVQUAL covers this factor under the criterion of responsiveness and empathy. In many companies where the customers think that their demands could not be listened to because they are not given any personalised assistance reduces the number of loyal customers. The reason for this is robotic programs like AI (artificial intelligence) used in their customer service(Xu et al., 2020). Although this service is available 24/7 the disadvantage it causes is the communication gap. To cope with this problem Tesco needs the better use a communication mix under the control of a real person (employees). This will develop their reputation under the criterion of empathy and responsiveness.
As we know that the needs of customers are evolving with time so every company including Tesco needs employees which take customer service training because they are a stakeholder in the business. An internal factor that directly influences is the efficiency of the employees or workforce while dealing with the customers. If the employees are not trained with the skill of communication and psychology to deal with customers from different backgrounds then customer service will turn into chaos. Like all other companies, Tesco is said to be dealing with the customer base with well-trained employees. The most superior phenomenon that Tesco is using is the 3A model. They acknowledge the complaints and needs of the customers, they apologise for their inability to meet customer needs and lastly, they put into action the strategies that are effective for problem-solving in this context(Lin and Darling, 1997). 

External factors
The most important external factors in the customer quality system are language, accessibility and response time. When the customers are using the services of Tesco they want to communicate in their language. In this context, the language of communication that Tesco needs to use to communicate with its customers is the local language of the country or the region in which its store is working. The preferred practice for dealing with the customers in the host country is the recruitment of employees from the locality who know their language and training the global managers to learn the language of the country or area in which the company wants to penetrate. 
Another factor is called accessibility when it comes to customer service. The stores of Tesco are needed to be at service 27/7 for their customers but it depends on the external environment. Whether the service is online or physical, the internet of the area which is giving the customers online access or the transport system of the region which is used for physical deliveries of products to customers determines the accessibility of Tesco. Therefore, accessibility cannot be controlled inside a company, rather its needs efforts in the external environment.
Furthermore, response time is both an external and internal factor of a company while doing its business. The customers want their products to be delivered within minutes. This factor too depends upon the internet service of the locality along with the transport system of the region. Many companies including Tesco do not have enough employees’ to deal with the customers if the orders are too many. In this way response time is dependent on the number of orders that the customers put on the service(Følstad, Nordheim and Bjørkli, 2018). 

Task 2
[bookmark: _Toc122027496]Tesco’s dealing with new customer demand
The demands of the customers nowadays are fast service or response time, 24/7 availability of online and physical customer service, friendly response from the employees of Tesco, an Online payment system for bills and the development or redesigning of the product or services of Tesco according to the needs of the customers. Tesco is dealing with the demands of the customers through many efforts. Tesco is going through product development according to Ansoff’s mix and making the products which are more suitable for meeting the need of the customer. Along with this effort, Tesco is bending its services to robotics and programming so that there is 24/7 availability of customer service to its customers, In addition to promoting online billing and payment, Tesco is researching Bitcoin for cryptocurrency to replace paper money to make the billing and payment process more convenient, easy and digital. In addition, customers nowadays want physical stores in their immediate locality for customer service. For this concern, Tesco is using market penetration as well as market development so that Tesco’s stores are present in a few steps for the customers in almost every locality. Furthermore, customers demand friendly behaviour even in response to rude ones. For this reason, Tesco is training its employees for the 3A model where they can deal with the customers with any behaviour. As a result, the empathy factor dominates and customers feel that the company cares for its employees. In conclusion, it can be said that Tesco is making development while dealing with the new customer demand(R&L, 2014).

[bookmark: _Toc122027497]Developing and maintaining good customer relationships in Tesco to achieve business objectives
There are numerous benefits in developing and maintaining good customer relationships when it comes to Tesco. These activities come under the term of customer relationship management (CRM)(Hassan and Parves, 2013).The most dominating advantage of maintaining good customer relations as well as customer service is that it can help Tesco in achieving its main objective which is taking the major market share in the UK’s grocery market. In addition, there are several other benefits which ultimately result in objectives achievement. These benefits are as follows
1. Maintaining and developing good customer relations assists Tesco in retaining customers. In a market where many other competitors are trying to attract customers, it is said that 89% of the extra sale can be made if the company have good customer relations in addition to retaining the current customer base while attracting new customers.
2. Moreover, righteous customer relations help encourages the development of loyalty in the customers. Loyalty is invaluable for the company because it keeps the customers from leaving. 
3. Another advantage of good customer relations is that it builds a strong culture in Tesco and the reputation of the company is elevated in the market. It builds a brand name even in the market where it enters. 
4. Good customer relations not only make loyal customers but the customers also start to refer Tesco’s products and services to other people. In this way, it turns into free marketing by the customers themselves.
5. Furthermore, good customer relations boost the sale of the products and make Tesco stand in the competitive market not only in the UK but also around the world (Mollah, 2014).

[bookmark: _Toc122027498]Recommendationsand Conclusion
To conclude the report, Tesco is UK’s leading grocery and supermarket brand which is now providing its services all around the world. The importance of a customer quality system and customer service is inevitable in any business organisation including Tesco. Tesco used the SERVQUAL model of analysis to comprehend its quality system and customer service in the market where identical brands are also competing with it. The main reason for this analysis is to measure the gap between expected and perceived values of criterion based on which customer service of Tesco is working. The results of SERVQUAL analysis revealed that Tesco has not provided the quality services it promised. The reason for this is that many internal and external factors are there which are affecting its quality system and customer service. In a market where customers have many demands, Tesco is developing and maintaining its customer service to meet the needs of customers. Furthermore, good customer service helps Tesco in expanding its customer base, along with other benefits. Good customer service is considered the backbone of any business company. Therefore it is always suggested that Tesco needs to not only maintain good customer relations but also needs to elevate its customer service to beat the competition and increase its sales(Cheung et al., 2003). 
[bookmark: _Toc122027499]
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