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[bookmark: _Toc511519695]Introduction
The present study is going to focus on the understanding and engaging the customer experience over an organisation so as to gain a critical understanding of the quality systems for the customers. For gaining an in-depth knowledge of the quality management, Tesco has been chosen as the organisation for the present study. From the time of Industrial Revolution, quality management was carried out to maintain the standard of the product. The importance of producing quality goods grew more than ever. As a result, quality process gained its importance more than ever in the present retail industry. 
The report will be evaluating the factors that influence the ability of the organisations to maximise their customer value. Further, a critical understanding of the Tesco quality processes and its effectiveness are going to be evaluated in terms of meeting customer requirements. Primarily, an informed literature would be referred for gaining a deep understanding of the subject of engaging with the customer experience within the retail industry. Moreover, the reported study is going to relate the analysis to the practical application and deployment of quality process within the workplace of Tesco and its competitors.  


[bookmark: _Toc511519696]Research informed literature for understanding and engaging in the customer experience
Source 1> Journal/Article
The journal was presented with an aim of determining the reason and the conditions that consumers enter into a strong, loyal and meaningful relationship with the companies that excel within the market of a particular industry. Through such approach, the method and accurate way can be found out for gaining a competitive advantage. The research paper tried to draw the theories on the organisational identification and social identity in a purpose of finding the strong consumer company relationship. These are often found from the results of the identified customers who engage themselves with those companies for a long-term period. The article then helps in satisfying more than one self-definitional need of importance. The authors of the journal further tried to elaborate the nature of the company and consumer identification process that includes the company identity and then articulate the conceptual framework for consumer level (Bhattacharya and Sen, 2010). All the research work is completed regarding the key consequences and determinants for making a unique identification in the marketplace.    
Source 2> Journal/Article
This paper has also focused on the literature for the experience of the customer within the retail environment. This paper has taken a spontaneous reaction of the customer that is sensuous and touched the emotional aspect of the experience, which has been the locus of the whole study. The researchers have tried to gain an in-depth understanding of the psychology or the buying behaviour and relied on the theory of the human mind. Moreover, the article seems to suggest a spatial and embodied approach towards the experience of the customer (Yakhlef, 2015). This also presented an argument for the sense of the environment that the retail industry tends to expect. Likewise, the reciprocity between the world and the body would be implying an inter corporeality that is meant to retract or extend the spatiality of the retail industry. Furthermore, the article tried on emphasising the character from the customer experience. This would be able to conclude with effective recommendations and suggestion for the future business perspective and future studies.   
Source 3> Journal/Article
The purpose of the article was to examine if retailers can successfully recognise the deeper understanding of the customer and eventually enhance the satisfaction level of the consumer through delivering a better retail performance (Puccinelliet al. 2009). All the changes that a firm goes through are integrated into multiple business functions and also creating an external partner. In order to create and deliver the experience of the customer journey within this era of complex customer behaviour. The article tried on emphasising the character from the customer experience. These are often found from the results of the identified customers who engage themselves with those companies for a long-term period. The article then helps in satisfying more than one self-definitional need of importance. The authors of the journal further tried to elaborate the nature of the company and consumer identification process that includes the company identity and then articulate the conceptual framework for consumer level 
Source 4> Journal/Article
This source of a research paper has given a deep understanding of the customer experience along with the journey over the time for critical and famous firms. The customer would be able to interact with the firms that seem to be a myriad touch point within the multiple media and channel. The customer experiences are found to be more social in nature instead of being g more practical in terms of product quality. All the changes that a firm goes through are integrated into multiple business functions and also creating an external partner. In order to create and deliver the experience of the customer journey within this era of complex customer behaviour, the author tried to gain an understanding by examining the existing conceptualisation and definitions of the customer experience (Lemon and Verhoef, 2016). As it will be constructed to provide a historical perspective from the rots of the customer experience within the marketing level. In the next aspect, the study tried to bring together and collaborate the experience of the journey of the customer for a particular firm along with their experience from the management. The study further provided a scope for future research on this understanding of the customer experience over time for critical firms.   

[bookmark: _Toc511519697]Knowledge and understanding of the quality process of organisations and effectiveness in meeting customer demands
The quality process of an organisation involves various methods, which vary accordingly to the demands of the customers. All the companies started to raise the product quality to grab the market. Standards are set and product demand is higher than ever. But compromising in quality is never an option for the companies. Total quality management is now improvised into Quality Management System, which has been providing services to its customers. Quality Management System takes care of the transparency in the market. The following are the adopted strategies within the quality management of Tesco so as to maximise its effectiveness in meeting customer demands
· The companies and producers try to understand the consumer needs and want to produce accordingly. It is true that gaining new customers are difficult than retaining existing loyal customers. Therefore quality is an important factor for any existing company. 
· Maintaining the quality of a product will ensure that customers will remain loyal. The costs of gaining new customers are high than retaining the existing ones. Quality management system benefits the consumers to a great extent. 
· It understands consumers’ requirements and takes measures to maintain the desired quality required. This increases sales and the company’s benefit from them. This also creates a room for growth and profit for the company thus fulfilling the organisations’ requirements. 
Tesco is a British multinational retailer company, which deals in the retail of grocery and merchandise. The company has successfully set a strong relationship with their customers. It also has a professional team to look after the products, which are not at adequate to serve the customers. This is very important, as any customer will lose their faith in a grocery store if they sell low standard products. However, its competitor Sainsbury is giving a tough rivalry by engaging an advanced quality management system through the development of advanced technology (Richardson, 2010). As a result, the excessive cost and time to sort out the standard products are saved unlike in Tesco. Moreover, Sainsbury always set quality standards before the arrival of their products so that each and every product are equally produced before it reaches the customer's hand. Therefore, Tesco needs to adopt the same strategy to increase its customer satisfaction over the years successfully and cut down the unnecessary cost. Tesco recently going through a transformation in terms of producing retail goods as the choice of quality for the products are constantly improved with the engagement of its competitors. The companies try to set the standards high every time they launch a service. Gaining customers’ trust is a long-term process and doesn’t happen overnight. One has to grow slowly and effectively to capture the market. Tesco now provides several important services and goods to their consumers. Tesco has given empowerment to its employees through various quality management training process over the years. Various policies were created by Tesco to meet customer satisfaction. A close competitor has been Walmart who has a dedicated team of professional who looks after the quality management process. Cost-effectiveness is calculated at every step, this helps the company to cut its budget whenever it’s deemed not necessary. However, the company tried to achieve its position in the market through following strategies:
· The production grew rapidly but this never had any impact on quality. If a customer buys any product from any store and finds it dissatisfying, any individual will never visit that store again or even if they do, they will tend to overlook the product. Thus the grocery store lost one customer in the process. Retailing units may not be responsible for the production but they get affected as the customer decides to ignore their shop. 
· Tesco has been using total quality management to maintain the quality of their services. Customer satisfaction can be achieved through various techniques of quality management. Tesco applied different quality management strategies like customer-based strategies, management based strategies. The company has made a reward structure for management and employees so as to maintain the quality of the produced items reaching their customers (Rose et al. 2012). There are other techniques to ensure a quality of audits, quality training, and customer survey. Tesco has set a benchmark for every product and everyone follows this set of rules to maintain the quality.
· Customer satisfaction is given the first priority. Unlike its competitors, surveys are conducted on a daily routine and this gives a clear view of how the customers feel about the product. Therefore consumer feedbacks play a valuable role in improving a product's quality.
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Figure 1: Total Quality Management components
(Source: Rose et al. 2012)

[bookmark: _Toc511519698]Analysis of the customer's experience and the factors that influence the ability of organisations to increase the customer value
Customer experience has improved over the years in Tesco. This is solely because Tesco gives importance to their customers’ demands and tries to figure out what the consumers’ are looking for.  Surviving in the global market is a tough task and Tesco has been doing it for decades. A company cannot survive only if they sell cheap products. Understanding customers’ shopping experience should be taken into consideration. Tesco focuses on customer experiences and tries to fix the loopholes (Novaket al. 2010). They try to attract more new customer and retain the existing ones. A lot of schemes are created to attract customer interest. Tesco has customer management team to create various strategies. The team focuses on product promotion so that customers reach can be high. Further, from the analysis of the various retail shops in terms of customer experience the following have been found out. 
· Tesco focuses to deliver a great customer experience thus gaining the trust of new customers. One can get in touch with customer executive service any time to solve their issue. 
· Walmart is the largest retailer in the world through many of their consumers believes they should do more to reconnect with their customers. They hire less than what they should, which affects customer shopping experience. Therefore, one can conclude that there are loopholes in their customer service sector and can be improved certainly. If any customer sees an empty shelf and the stock of items that are kept beside are waiting to be put up, he or she will walk away as no one has got time to wait for long. This is where Walmart lacks and Tesco has been a better performer.
· Tesco gives customer-handling training to its employees to deliver a better customer experience. All the professionals who are working for Tesco need to understand what customer experience means. Customer experience can be referred to every single communication with the company, product or service (Schmitt, 2010). Tesco started Club card for their loyal customers. The best thing about the management team is that they always come up with something innovative to attract consumers’ mind. Most of the existing consumers seek out the best deals from the retailer and has been doing this for years. 
· A gigantic multinational retailer company like Tesco has got its drawbacks. It is believed that Tesco’s staff per 1000 sq. ft. of an area has fallen drastically over the years. This gave Tesco’s direct rivals like ASDA; Morrison’s an upper hand in the retail business. Last year in September, Tesco’s big price drop failed and was criticised. Lastly, Tesco’s growing interest in Asian market has brought a downfall of their market capture in the UK (Robsonet al. 2016). 
Tesco has now started to focus on their core business in the UK to fund their overseas expansion. Tesco is now focusing on their basic business to generate revenue and get hold of the UK market. Tesco’s head of market said in an interview that the company is focusing on rising their revenue generation in the UK and then going for the international business (Lemkeet al. 2011). But the company’s growing trend to keep in touch with their loyal customers has brought success. Tesco has always been upgrading their technology to better the customer experience. Moreover, the factors influencing the organisations to increase the customer values are:
Loyalty: To achieve more customers and to build a long-term relationship, loyalty is necessary. Companies tend to attract the customers by offering them some good discounts and offers. After the customer gets attracted, the customer should feel safe and satisfied. In order to make the customer satisfied, companies should be loyal towards them by offering after sales service.
Cost: To improve the customer value the customer should be offered cost-effective products. Nowadays due to huge competition, one has to take care of the cost. No company should charge more than they should actually charge. 
Accessibility: The products that the customers using should be always accessible. The customers and find those products whenever and wherever they want to. The customer should also freely raise questions on the product. 
Sales: If a company tries intelligently to re-use a customer by offering them some discounts or offers then customer value can be increased. But there is always a chance to overuse them, which will eventually lead to a negative impact on a customer (Blázquez, 2014). Sales should always be with a good approach. Hence, cross-sell and upsell should be used to sell a product to a customer.

[bookmark: _Toc511519699]Practical application and deployment of quality process in the workplace
Within the workplace of Tesco and other retail companies, the quality management process is an important aspect that is practically applied for deployment of delivering quality standard to the customers. The major expectations associated with the customer demands are also figured out through the implementing of the quality management processes. The companies try to set the standards high every time they launch a service. Gaining customers’ trust is a long-term process and does not happen overnight. One has to grow slowly and effectively to capture the market. Tesco now provides several important services and goods to their consumers. Tesco has given empowerment to its employees through various quality management training process over the years. Various policies were created by Tesco to meet customer satisfaction. A close competitor has been Walmart who has a dedicated team of professional who looks after the quality management process. 
Cost-effectiveness is calculated at every step, this helps the company to cut its budget whenever it’s deemed not necessary. These are calculated by adopting certain tools and techniques, which are uniquely established for gaining the major influencing factor for increasing the customer value (Ibehet al. 2015). Moreover, the most common adopted tools and techniques by the retail industry along with Tesco are outlined below. These are the prime methods for determining the effectiveness of the quality management ion increasing the customer value. 
1. Cause and effect diagram
This is also termed as fishbone chart that aims at identifying possible causes for an observed effect or issue. This sort of idea is utilised for useful categories that are effective in deriving the main are of improvisation within the business process.
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Figure 2: Data recorded for the growth of Tesco over time
(Source: Patterson, 2016)
2. Check sheet
This is generally is in the form of a structured presentation that is prepared for collecting and analysing the collected data for a certain period of time (Sachdeva and Goel, 2015). This tool is also a generic medium, which can be adopted for a variety of purposes.
3. Control charts
This is the technique to gain knowledge about the change in quality process that takes place after over time. It is generally represented in the form of a graph.  
4. Histograms
Mostly adopted and used [the technique within the retail industry which critically shows the frequency distributions. This means the histogram is able to show different value for a different set of recorded data over time.
5. Pareto chart
The factors, which are most prominent and most significant, are shown in the Pareto chart in a form of bar graph. Similar to control charts it helps to monitor the change in the quality process in accordance with the demands of the customers.
6. Scatter diagram
The diagram is represented by numerical data where one variable is considered for each axis and a relationship is established.
7. Stratification
Stratification is a technique that is made to separate data in accordance with the collected source. This procedure is adopted in order to form a pattern that can be traced and used for improvising the quality management process within the organisation.
It can be concluded that the retail companies and producers try to understand the consumer needs and want to produce accordingly. It is true that gaining new customers are difficult than retaining existing loyal customers. Therefore quality is an important factor for any existing company. Maintaining the quality of a product will ensure that customers will remain loyal. The costs of gaining new customers are high than retaining the existing ones (Fatma, 2014). Quality management system benefits the consumers to a great extent. As a result, the outlined tools and techniques are majorly adopted by the leading retail organisations. 
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As Tesco Plc. is a British Multinational grocery giant and third largest store according to profits, it needs to possess the best skills for customer relationship management. To hold that position in this competitive market one has to come up with new and unique strategies. Customer relations is very much important in this modern time as because as customers nowadays have better knowledge of product than earlier and seeks to have a better offer. Building relationship with customers is always advantageous as it always affects in the long run or term. It always comes from a long-term marketing plan (Patterson, 2016). One company cannot simply make good relation with a customer. The company has to satisfy and attract the customer so that the customer gets attracted and make a positive approach to make a relation, which would help the company to grow for a long term. Tesco follows some values to maintain customer relations. They are:
· No one tries more other than Tesco for customers.
· Aware of customer needs.
· Teamwork.
· Respect everyone.
· Always be polite
· Takes care of every community.
The Skills for developing and maintaining valuable customer relationships that Tesco focuses on:
· Trust: Trust plays an important role to achieve success and to win a customer’s heart. Providing value things or quality products can only do this. Tesco has their own branding products and to attract customers and to win the loyalty they always try to produce the best out of anything. If the product high satisfies every customer chances are there most of the customers will be attracted and again visit the store. 
· Commitment: This also plays a vital role in making relations with the customers to be successful. If customers come to know about the company who always keep their words, obviously the customers will get attracted. And commitment helps a customer to get emotionally attached to the company. Starting with the manager to staffs everyone should be committed towards their work (Cetin and Dincer, 2014). So customers get benefitted as well as the company also gets benefitted by winning the loyalty of the customer.
· Communication: It is also very important in terms of Customer Relationship Marketing. Communication from a CRM point of view is defined as giving any valuable information to the customer may it be before any sale, after a sale or during the sale. Communication is done to attract the customers to achieve their loyalty. The communication must be trustworthy also. Now a day's communication is being to the customers to spread awareness, to understand what the customer prefers and to convince them to buy again that is re-buy the product (Strakeret al. 2015). So, basically, the communication between the company and the customer is being done to gain the loyalty of the customer and to get benefitted in a long term.
· Promise fulfilment: It is also very important as because if any company promised to give any offer to the customer and fails, the customers get effects and this leads to customer loss. So to win their loyalty a big company like Tesco always fulfills its promises to the customers.
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Figure 3: Elements for increasing the customer value
(Source: Strakeret al. 2015)
However, there is still scope for expanding its business opportunities through enhancing the skills so that it can gain competitive advantages over the market. The recommended strategies to increase the customer relationship for Tesco are:
· More technologies can be opted to increase their products and services: Still, they are one the multinational giants in the industry, the competition is very high. So to sustain in this industry one has to focus on more and more on technologies as for examples applications where the customers can interact with the Tesco Plc.
· Quality of satisfaction provided by the company: The more Tesco focuses on the customers, the more customer will get satisfied. So the company should try on the quality of the services they provide after the sale.
· Cost and quality of the product: In the present generation, customers always seek for the best quality and the least priced products. So to satisfy the customers and meet their needs the company needs to keep the cost lower and the quality also standard.
· Complaint management: This is one of the sectors Tesco can improve a lot in customer relationships. Many customers have complaints about many products. Each and every customer is important according to all companies. So, Tesco should always focus on every customer and give a solution or compensation for that.


[bookmark: _Toc511519701]Conclusion
The report has tried to attempt to gain an in-depth knowledge and understanding for engaging the customer experience over an organisation so as to present a critical understanding of the quality systems influencing the customer value. Tesco has been chosen as the organisation to derive the practical understanding of the impact of quality processes on the customer. From the study, it can be concluded that the quality processes of the organisation are proved to provide effectiveness towards gaining a competitive advantage in the market. Quality Management System takes care of the transparency in the market. Trust plays an important role to achieve success and to win a customer’s heart. Providing value things or quality products can only do this. Commitment also plays a vital role in making relations with the customers to be successful. Communication is very important in terms of Customer Relationship Marketing. Communication from a CRM point of view is defined as giving any valuable information to the customer may it be before any sale, after a sale or during the sale. More technologies can be opted to increase their products and service. Tesco is still one of the multinational giants in the industry in spite of the high competition. The organisation has been able to achieve its success through maximising its customer value by meeting the customer requirements and expectations.  
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