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[bookmark: _Toc29238302]INTRODUCTION

Every organization, no matter the size first and foremost wants to be able to make good profit, to be in a position to continue to exist and trade. Also, organizations want to have an impact locally, nationally and even globally. To achieve this, the organization must be either solving a problem or meeting a need so as to attract the customers’ patronage, otherwise the organization will surely become extinct. The key factors of successful organizations is their focus on their customers’ satisfaction with their service and/or product and the passion to continue to improve their service and product while being able to meet organizational goals and still be relevant in their chosen industries. In this report, the factors that influence Tesco’s ability to maximize their customer value will be looked into and analyzed critically. Also, the understanding of the extent to which Tesco is able to use the systems that supports their processes for meeting customer needs and expectations.
[bookmark: _Toc29140056][bookmark: _Toc29238303]Organization
Tesco is a multinational grocery and a general merchandise retailer and has a chain of supermarkets with branches all over the United Kingdom. Tesco was founded in 1919 by Jack Cohen. He started the business with the use of  his demobilization money of 30GBP that he received after serving at the Royal Flying Corps in World War I to purchase surplus Army food supplies, he decided to invest in getting a stall in the East end of London and he started trading from this point. Tesco has been in existence for over a hundred years. It is known to have come up as the first of the top four chains of supermarkets in the United Kingdom, others include J Sainsbury PLC, Asda Group Ltd. and Wm Morrison Supermarkets PLC. Tesco is more or less a ‘one stop shop’ to a large extent. Tesco has about 450,000 men and women in their employment. They sell food, clothing, jewellery, books and stationery, phones and accessories and Tesco online bank. (Anon., 2019).
Tesco believe that their mission is simple, it is to be the best for their customers, seeing to it that their customers enjoy a better quality life, this has been their mission for the last one hundred years and still remains so. (Anon., 2019). Hence, their slogan, ‘serving shoppers a little better every day’. The managerial style in Tesco is mainly Bureaucratic. This is mainly because each role is assigned its specific tasks and any action that that individual would need to take outside his or her role will have to be approved by the supervisor. This way, everyone can be held accountable. Also, as there are so many departments; cashiers, bakery, restaurant and so on, it will be very necessary for the existence of many levels of supervision and for reporting. As all these departments will need monitoring and every department will be accountable of events, activities and outcomes.

 

[bookmark: _Toc29140057][bookmark: _Toc29238304]CUSTOMER VALUE 

This is the benefit that a customer believes he or she has gained after acquiring or paying for that particular product. One relies totally on the perception of the customer, it could be the quality, service or price that the said customer values (Anon., n.d.). Generally customers desire an organization to provide a solution to their problem or needs, they also want to be informed of what other people have been able to gain by using that particular product from that organization. Customers want to be know the value and benefits promised by that organization if they use the said product.  However, as ‘value’ has as many different meaning as there are customers, there may be a few grey areas (Shaw, 2017) “The single most important factor to determining the success of any business pr organization is the ability of that organization to tune into and deliver what customers value” (Simon Kelly, 2017).

[bookmark: _Toc29140058][bookmark: _Toc29238305]Conformance to Requirements
Organizations stay in business when they are able to continually satisfy the requirements of their customers, even beyond the customer’s expectations. The requirements define the user’s specific needs, which will be communicated to the supplier and supplier usually creates a statement of needs or requirement, which the user can agree to if satisfied. This way the specifics should be crystal clear and be easy to be understood by both supplier and the customer. Tesco also gets feedback from their customer tasting panels that are involved as they develop new products and their own brands of existing products. Tesco also is able to get an insight into want customers require from data acquired from the Clubcards, they use their expertise to understand and meet the needs of their customers.
(Anon., n.d.)
[bookmark: _Toc29140059][bookmark: _Toc29238306]Product Selection
It is crucial for businesses to keep up with change, otherwise they will loose their customers to others that are in a similar business to theirs. Customers want great products at great value, and Tesco deliver this in the right way for them. A high percentage of people now want to eat healthily, some have become vegetarians, some want less sugar or salt in the products that they consumed. Tesco has provided healthy alternatives for practically all food types and at good prices as well. (Anon., 1979). In order to provide products that will satisfy all these different tastes, for an example Tesco provides vegetarian pizzas, which is made a hundred percent with only vegetables or products of vegetables and the quality is maintained. Certain Tesco branches, also select products that may be specifically suited for a high population of a particular race that reside in the local community in which that particular Tesco branch is situated.

[bookmark: _Toc29140060][bookmark: _Toc29238307]Value-added Services
Value added services is about the activities the organization can carry out, which will influence positively in the area of attracting customers, gaining the loyalty of the customers they already have and invariably have a positive mark on their profit and reputation. From conception, Tesco has always believed that good quality food should be available and affordable for all. Just as the founder Jack Cohen believed when he started the business by using his demobilization money of 30GBP after serving at the Royal Flying Corps in World War I to buy surplus Army food supplies, invest in getting a stall in the East End of London and started trading. Tesco believes that great value is about more than great prices. Tesco believes in providing not only what is good for shoppers but also good for their colleagues, good for their supplier partners, and the communities around their branches. One of Tesco’s core values is the belief that, ‘Every little help makes a big difference’, this brought about the idea known as ‘Little Helps Plan’, which was launched in 2017. Tesco was able to identify three areas [their people, their products and their locations] in which they could make huge differences. Tesco was able to identify these three areas after listening to their customers, colleagues, suppliers and shareholders about the difficulties they faced. Tesco believes in ‘Serving shoppers a little better every day’ (Lewis, n.d.) (Lewis, 2019). Tesco puts its customers at the heart of everything they do. Customer loyalty is one of the most key important tool for the long term success of any organization. 
By the year 2000, a period when technology had taken off, Tesco improved on other ways to shop. As Tesco realized that some busy people may not have the time to come shopping and if they did may not be willing to spend so much time in the shop. Hence, the launch of ‘Tesco.com,’ which is being used today by millions of customers, such as new mothers with one or two todlers at home, people that work long hours or customers that are unable to physically move around outside their homes easily. Tesco informs that two years after the launch of ‘Little Helps Plan’ that the organization doing much better business wise. Tesco informs that this has helped them to 
· differentiate their brand by taking time out to find out what matters to their customers and responding accordingly and quickly.
·  to be able to achieve a reduction in their operating costs by bringing the resource for consumption and waste to the minimum.
·  be as creative as possible to make a better impact on their customers and local community.
·  Improve tremendously in the area of risk management and opportunities that could affect or influence the organization, for example from some of the key global issues facing the retail industry, from climate change to food waste. 
Tesco has now fully integrated the new idea of ‘The Little Helps Plan’ in all their business plans all across the Tesco Group. An understanding of a clear direction of  how each market contributes to achieving the set goal is made known to all and these plans are being reviewed regularly to keep Tesco in line and making room for a possible evolution of the plan when found necessary. Tesco informs that they are constantly listening to learn from expert stakeholders on how to continually become better still. Below is a table showing the progress Tesco has made since the launch of ‘The Little Helps Plan’.


Highlights of Tesco’s progress in 2018-2019 
	People.                              
	Products.
	Products.
	Products.
	Products.

	17,156                               
	77.5
	12%
	81%
	2,914

	managers have received further leadership training
	supplier satisfaction (Supplier Viewpoint)
	cost savings of our ‘helpful little swaps’ basket (UK September Health event)
	towards reaching our target that no food safe for human consumption will go to waste (UK)
	tonnes of hard to recycle materials removed from Own Brand packaging (UK)



	Places

	29,819

	local projects or causes supported 


(Lewis, 2019)

[bookmark: _Toc29140061][bookmark: _Toc29238308]Tesco formed new partnerships with charity foundations such as Prince’s Trust, and built on existing relationships with their Health Charity Partners; such as Cancer Research UK, Diabetes UK and the British Heart Foundation. Regarding reducing wastage, Tesco partnered w with food banks around the world. Tesco is able to collaborate with many others to assist the United Nations in the area of sustainability of their development goals being a member of the United Nations Global Compact. Due to Tesco’s membership with the United Nations Global Compact, The following have been achieved to the advantage of Tesco;
· [bookmark: _Toc29238309]The acceleration in reduction of food wastage around the world.
· [bookmark: _Toc29238310]Delivery of their ‘Little Helps Plan’ targets due to functional relationships with their suppliers
· [bookmark: _Toc29238311]Removal of packaging that is difficult to recycle and reformulating Tesco’s named brands, thereby offering customers better and healthier options.
· [bookmark: _Toc29238312]Generation of creative solutions by graduates in the United Kingdom to reduce the use of plastic and unnecessary packaging.  (Lewis, 2019)
[bookmark: _Toc29238313]Another value added service is the online shopping option. Below is the comparison of availability of items for online shopping and delivery methods.
[bookmark: _Toc29238314]Related Online Supermarket Outlets
	Provider
	Groceries
	CD's, DVD's &
Games
	Electricals
	Clothes
	Furniture
	Delivery Details

	[image: ASDA Direct]ASDA Direct Review
	[image: No]
	[image: No]
	[image: Yes]
	[image: Yes]
	[image: Yes]
	from
£4.95

	[image: BT Shop Review]BT Shop Review
	[image: No]
	[image: No]
	[image: Yes]
	[image: No]
	[image: No]
	FREE Delivery on BT branded products over £15

	[image: ASDA Groceries]ASDA Groceries Review
	[image: Yes]
	[image: Yes]CD's
	[image: No]
	[image: No]
	[image: No]
	from £3.50

	[image: Sainsbury's Review]Sainsbury's Review
	[image: Yes]
	[image: Yes]
	[image: Yes]
	[image: No]
	[image: Yes]
	from
£3.95

	[image: Tesco Direct Review]Tesco Review
	[image: Yes]
	[image: Yes]
	[image: Yes]
	[image: Yes]
	[image: Yes]
	from
FREE

	[image: Wilkinson Plus Review]Wilkinson Plus Review
	[image: Yes]
	[image: Yes]Games only
	[image: Yes]
	[image: No]
	[image: Yes]
	£5.50

	[image: HMV Review]HMV Review
	[image: No]
	[image: Yes]
	[image: Yes]
	[image: Yes]
	[image: No]
	FREE

	[image: Play Review]Play Review
	[image: No]
	[image: Yes]
	[image: Yes]
	[image: Yes]
	[image: No]
	FREE

	[image: BBC Shop Review]BBC Shop Review
	[image: No]
	[image: Yes]
	[image: No]
	[image: Yes]
	[image: No]
	£2.45

	(Anon., n.d.)
	
	
	
	
	
	



From the table above, comparison of online shopping. It can be seen that for Tesco, all items are available for sale online and delivery conditions are favourable. Other stores such as Lidl do not even have a presence online for shopping.

[bookmark: _Toc29238315]Relationships and Experiences
It is now very crucial for any organization to be able engage their customers by providing a platform for customers to interact with other customers and firms, to facilitate quality and timely communication from both the customer to the organization and vice versa. This is due to the ever developing technology globally and our increasingly networked society (Peter C Verhoef, 2010). Many customers feel more confident when they are able to find out information about an organization’s service before ever using it. Hence, serving as a good relationship marketing tool, for the organization that gets good reviews or feedbacks from their customers. In engaging a customer in this manner, the organization will be able to learn about what the customers would want improved and the services they are happy with. For the customer, he or she feels listened ‘to and this can positively affect the customer’s loyalty. A satisfied and loyal customer will voluntarily market the organization as word of mouth is a very strong marketing tool. Thus, exploring customer relationships beyond purchase. (Shiri D Vivek, 2012). Tesco has a very rich customer relationship system, their aim is to find the customers, win them over and keep them constantly coming back to Tesco to shop.
Tesco aims to create a good and unique shopping experience for its customers by; 
· Improving the quality of stores - Tesco has started many initiatives in its stores, such as adding baby changing rooms. This will encourage new mothers to visit the shops and stay as long as necessary because they know they have a specified area where they can take care of their babies if necessary during the course of their shopping. Tesco also stocks specialty items, such as African foods in areas where many Africans live. These makes Tesco come across as being ‘customer-focused’. 
· Introducing the clubcard – Tesco clubcard is used to offers discounts to customers that regularly shop from them. This keeps the customers coming back as they would want to benefit from past shopping that they have done with Tesco. This club card is also a very good platform for Tesco to study the pattern and preference of products of each customer that has signed up for a club card. They will be able to use this data to market future special offers, especially for products linked by the club card to that particular customer. This has helped Tesco build a close and functional relationship with many of its customers. It is also a way for Tesco to thank its loyal customers. A follow up on the clubcard was the development of the ‘Loyalty Program’, where members can redeem points for meals in local restaurants or national chains and also have access to films and television contents.
· Tesco launched their iconic ‘Every Little Helps’,  apart from the introduction of Clubcard as mentioned above, Tesco has made shopping even more convenient for their customers by opening ‘Express’ and ,Extra’ stores. 
· Tesco has hundreds of branches all over the United Kingdom and each store is committed to helping their local community to blossom by positively contributing both socially and economically (Lewis, 2019)
For part of the celebration of Tesco turning one hundred years, 19 million Clubcard holders paid between 15 – 50% less on selected products, this was from May 7th, 2019. This gesture was also to say thank you to Tesco’s million loyal customers with Clubcards, this had never happened in the history of any Supermarket in the United Kingdom. The Clubcard was launched in 1995. Shoppers acquire a point for every pound spent and a point for every two pounds when buying fuel and these points can be redeemed as and when the customers wish. This has encouraged many customers to lookout more for other Tesco supermarkets or petrol stations no matter what part of the United Kingdom they are in. Hence, creating more loyal and devoted customers, this goes a very long way for any organization. 


Below is a table showing how much discounts customers get by using a Clubcard

	Product
	Clubcard Price
	Usual price
	Discount

	Nescafe Espresso Instant Coffee 100g
	£2.24
	£4.49
	50%

	Nescafe Gold Origins Uganda Kenya 100g
	£2.24
	£4.49
	50%

	Tesco Gold Instant Coffee 200g
	£1.99
	£2.99
	33%

	Sharp 40 inch smart full HD TV with Freeview Play
	£199.00
	£269.00
	26% (Save £70.00)

	Heinz Tomato Ketchup 250g
	£0.60
	£1.20
	50%

	F&F Light shower resistant jacket
	£21.75
	£29.00
	25%

	Grill Chef by Landamann 3 Burner BBQ
	£100
	£200
	50%

	Felix cat food mixed selection in jelly 40x100g
	£8.50
	£10.00
	15%


(Alessandra Bellini, 2019)
[bookmark: _Toc29140062][bookmark: _Toc29238316]Pricing and Branding
The strength of the brand that Tesco has built over the years can be said to have contributed to their success with their ongoing commitment to making high value products at low and competitive prices available to their customer. The standard and quality of Tesco branded products compared to the popular and more expensive brands known is mostly at par. However, Tesco brands are always much cheaper than the household named product. 
Below is a table showing the ratings of the most popular supermarkets in the United Kingdom, for the purpose of this report, only the first seventeen with be shown, with one being the most popular ;
	1
	Aldi

	2
	Marks and Spencer food

	3
	Lidl

	
	Sainsbury’s

	5
	Tesco

	6
	Morrisons

	7
	ASDA

	8
	The Co-operative Food

	9
10
	Iceland
Tesco Express

	11
	Waitrose

	12
	The Co-operative

	13
	SPAR

	14
	Costco

	15
	Farmfoods

	16
	Costcutter

	17
	Ocado



(Anon., 2018)
[bookmark: _Toc29238317]Conclusion on Customer value

The world is filled with different types of people, with different tastes, interests, culture, temperaments and degree of affordability. Some customers may prefer to shop from a supermarket that is low cost due to either a possibly low income or that individual would rather buy items cheaper. Such customers will most likely shop at Aldi, Lidl or Iceland. The rational behind this is you get more for your money, even though the quality may not be of a high standard as may be found in Waitrose, M&S or Tesco, still the quality will be within acceptable level. These low budget or low cost supermarkets do not usually offer clubcards or loyalty cards, as their prices are already almost rock bottom prices. However, they have come up as the most popular of all. This may be due to the general financial status of a higher percentage of residents in the United Kingdom currently. The likes of Tesco, J Sainsbury and ASDA provide good and competitive standards where quality is concerned. They strive to provide this to their customers at the most reasonable price as possible. They also have a high number of loyal customers. High end supermarkets such as Marks and Spencer, Waitrose and Coop, though stock high quality items at a higher price, still have their own loyal customers, these supermarkets are for customers that can not compromise on quality. They can only settle for the best, no matter the cost. So at the end of the day, all the supermarkets will thrive as long as they continue to provide the requirements of their respective customers always.

[bookmark: _Toc29238318]Service Quality

This is the result when the quality expected by a customer for a service from a particular organization is compared with the actual service that the customer receives from that organization. An organization that is known for its high or above average service quality, is believed will meet or even exceed the expectations of the customer whilst remaining competitive, especially in the economic sense in the industry in which that organization belongs.
Service Quality is based on these five dimensions;
· Reliability
· Assurance
· Tangibles
· Empathy
· Responsiveness
(Anon., n.d.)
[bookmark: _Toc29238319]Reliability
Every customer has a level of expectation with every organization, especially if it is one that they have patronized in the past or one that they patronize on a regular basis. The customer will always expect the organization to deliver on want has been promised by them, when delivery of the promise is expected and most importantly at the standard the organization has earlier stated. Hence, organizations must strive to deliver their promise without fail, precisely and consistently over a period of time. In the case of Tesco, customers would expect the same level of service quality that they experience from their usual store in location A and when they travel away from home and patronize another branch of Tesco in location G. 
[bookmark: _Toc29238320]Responsiveness
This is the willingness to always assist customers if they have enquiries or any queries in a prompt and friendly manner. Tesco stores usually have a customer service desk, where customers can be confident that they will get answers and prompt assistance at the desk, likewise the staff on ground in the store are approachable and they usually stop whatever task they are doing such shelf filling, to assist a customer, they aim to be customer focused in that manner as well. 
[bookmark: _Toc29238321]Assurance 
This gives way to a more likely successful service delivery interaction. Once every staff has an in depth understanding of the business, have the knowledge of the different process, services and products available and are always courteous, welcoming and convincing, these inspire trust and confidence in the customers. This is crucial, once the customer feels confident and safe they will more likely than not become loyal customers. In Tesco, being highly compartmentalized, with different departments, every staff in each department is expected to have knowledge about all the products in that particular department. Thus, the competence of staff, the respect for customers by staff, effective communication between staff and customer and the attitude conveyed to the customers by the staff all influence the trust and instilling confidence in the customer.  

[bookmark: _Toc29238322]Empathy
Every customer wants the feeling that they are special, cared for and appreciated by the business that they are patronizing, The employees are expected to be helpful and compassionate about the needs or queries of the customer. A customer will always return to a place where they are made to feel special and given individual attention. Also, the staff should be able to provide alternative products or services for the customer if the particular item is unavailable. In a customer focused retail business like Tesco, this is a very vital trait for the employees to possess. Hence, most customers desire a customer service representative that is approachable, sensitive and understanding.
[bookmark: _Toc29238323]Tangibles 
This may be one of the dimensions that may seem to carry the least weight however, should not be underestimated either. From the quality of the background music playing in the store, the brightness due to lighting in the store, the neat and attractive uniform of the employees, the modernization of their equipment and other visual amenities, beautiful arrangement and presentation of their products to the general ambiance of the supermarket all contribute to the positive feeling a customer feels when coming into the supermarket.  The aesthetics of the supermarket and the visual appeal as it appears to the customer is important. This positive feeling that the customer feels is important because it will lure the customer back sooner than later again. Once a customer keeps coming back happily, the customer will eventually become a loyal customer of Tesco. 
[bookmark: _Toc29238324]Measurement and Action

The understanding of these five dimensions of service quality is only just the beginning. More importantly, the collating and understanding of feedbacks from the customers is extremely key. This is key as the perception of the customers service quality should be acted upon. Tesco aims to continue to improve on their service quality always.
A SERVQUAL research that was carried out by the University of Sheffield to show the relative importance of the five dimensions of service quality when compared to each other. This research was carried out by asking the customers to score each dimension up to 100 points. Below is a diagram showing how the dimensions were rated.


  Relative importance of the five dimensions of Service Quality

anuary 2008updated 4 April 2017
(Scott Castle, 2008)
SERVQUAL (service quality gap model) this is known as a gap method in the measurement of how an organization delivers service, are they reliable, responsive, if so to what extent? The gap model is a tool used across all industries by the top managers to assist them in correctly identifying the gaps between what their customers expect the organization to deliver and the service that the organization is actually able to give their customers. Clearly, once an organization is able to identify and assess this gap, the next stage is for the organization to narrow the gap as much as possible. By narrowing the gap, this will relate to the fact that they are satisfying their customers much more than before. Which is definitely a positive progression.
[bookmark: _Toc29238325]Purpose
As discussed above, once gap is identified, a solution is required to find a way to close the gap. This helps in enhancing retailing service quality (RSQ). The organization will be in a better position to compete aggressively in their industry. In this case Tesco will gain competitive advantage in the retailing industry and it also helps retailers to create a loyal customer base. 
[bookmark: _Toc29238326]Design/methodology/approach
To realize or identify theses gaps, the organization will need their customers to communicate their views and feelings about the quality of service that they are getting at the moment and possibly supply information on what they would like to experience. The organization will need to collect data, could be by using questionnaire surveys from a reasonable number of customers of about three main supermarkets in the United Kingdom.
[bookmark: _Toc29238327]Findings
The findings showed that the RSQ positively influenced customer loyalty. From all the RSQ dimensions, the store’s physical aspects, personal interaction and policy had a significant influence on customer loyalty. The findings also demonstrated that information on retailers contributes to enhancing a customer’s favorable evaluation of the supermarket’s physical aspects, personal interaction and retailing policy.
[bookmark: _Toc29238328]Research limitations/implications
This research can only be carried out with supermarket customers in one country using the cross-sectional data.
[bookmark: _Toc29238329]Practical implications
Practically, what this research or study does is to assist the organization in identifying the areas or the particular dimension of service quality, where the retailer needs to focus so as to enhance customer loyalty to their business (Anon., n.d.)
 
Origin and Concept
Developed for to assist organizations in the diagnosis of issues that can arise during when a service is being provided. It is also used to create a plan which will serve as a solution to issues or challenges. Since problems that arise during providing a service has been found to be due to a mismatch between the customer’s perception, expectation and understanding versus the supplier’s understanding and perception of what the customer requires. These issues were seen to have originated from five main areas, which are known as ‘gaps’ (A. Parsu Parasuraman, 1985).
Gaps in Service Quality

As stated earlier, this is the difference between what the customer perceptions are  and their initial expectations. These gives rise to the five gaps as follows;
· Knowledge 
· Standard
· Delivery
· Communication
· Satisfaction

[bookmark: _Toc29238330]Knowledge
[bookmark: _Toc29238331]A gap in the  knowledge of what  the desires and needs of an organization’s customers are. This could be due to the result of poor market research and where the customer relationship management practice is poor. Hence, the supermarkets will keep providing items or quality or prices that the customers do not want.  Another key point is when there is a deficiency in service recovery mechanism. 
[bookmark: _Toc29238332]In this area, Tesco appears to have done some research into what their customers desire, as they make available healthy foods and some tropical foods for their  African customers that they notice patronize them. In this area Tesco could be ranked 9/10 as they have a huge variety to satisfy their different customers. 
[bookmark: _Toc29238333]Standard
[bookmark: _Toc29238334]When the design of items provided is devoid of customer input. Again research into what the customer wants in terms standards. Also, When the ambience of the supermarket environment is below expected standard, this can put off customers. Supermarket must maintain their environment and appliances.
[bookmark: _Toc29238335]In this area, Tesco appears to have a standard that they have been able to maintain across board. Tesco can be ranked 8/10. On the other hand Lidl though also has a standard that appears lower than that of Tesco, Lidl can be ranked 5/10. 
[bookmark: _Toc29238336]Delivery 
[bookmark: _Toc29238337]This could be due to not being able to deliver the service when there is a huge demand for a certain period, such as Christmas. The supermarket would need to plan ahead to ensure  that they are able to still deliver quality service irrespective of the demand.
[bookmark: _Toc29238338]In this area, Tesco though much like other stores paln ahead and appear to cope with huge demands just as though I were normal or problems with intermediaries, found in their supply chain.
[bookmark: _Toc29238339]Communication
[bookmark: _Toc29238340]This happens when the organization is not able to deliver on their promises. A customer goes into the supermarket day in day out and the particular item of interest is not available. Hence organizations are advised to make realistic promises rather than over promising.
[bookmark: _Toc29238341]Satisfaction











[bookmark: _Toc29238342]The Gap Model
[image: figure 2]

(Arash Shahin, 2010)
This gap model helps the organization to continuously compare and compete with their competitors in the same industry and uncover factors that may have negative influence on the organization’s customer service.




Conclusion

Tesco as an organization may not always have done all the right things always, however, over the years it appears that they have consistently improved in all areas such as reliability, responsiveness to customer queries, training their staff to be confident and knowledgeable of their tasks and working under favorable conditions. Tesco has also invested in the area of customer relationship management, where by they are in constant communication with their customers without the customer even realizing by the use of the clubcard. They also encourage a feedback always from their customers. Tesco may not provide the best quality always but a good quality and they aim to provide this at a reasonable price that the majority of the citizens of the United Kingdom will be able to afford.
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