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Executive Summary
A positive customer experience is a critical way to achieve success for the business because a happy customer is always a good asset to the company. The current report is focussing on the crucial understanding of customer experience by evaluating different models and thirties used by the organisation for the betterment of their business. Customer service report includes an understanding of customer value, customer services, quality control, the decision-making process of the customers, customer centrality, CRM process and other indicative contents which make the report exclusive and knowledgeable. 
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[bookmark: _e9x7m2wwz6hy][bookmark: _Toc108023422]Introduction 
[bookmark: _m9upkabwwa5r][bookmark: _Toc108023423]According to Zhang et al. (2021), good customer experience helps to make loyal and repeat customers which leads to high sales revenue and long-term business success for the company. Furthermore, extensive customer service is a potential way of marketing because a loyal customer would promote business through word of the mouth marketing process. In this particular CX report, the chosen organisation is TESCO which is U. K’s biggest conglomerate grocery, and general merchandise that can be defined as major among other retailers and has been serving a huge customer base for years. 
Brief background of the company  
Tesco plc. is a British multinational groceries and general merchandise retail business which is headquartered in Welwyn Garden city in England. It is the third-largest retailer globally and the biggest retail supermarket chain in the U.K according to gross revenue structure. It has shops across U.K and beyond. It has a presence in almost 5 countries in Europe including Ireland, Hungary, the Czech Republic, and Slovakia (Tesco Plc, 2022). The organisation was founded in 1919 by Jack Cohen as a small market stall in Hackney, London. The organisation has been gradually blooming since 1990 and nowadays it operates in 11 countries globally including developed and developing countries. In the 2021-22 financial years, Traci's overall annual sales accounted for more than 56 billion British pounds in U.K and Ireland. The ROI and company profile in U.K has been increased to almost 2181 million in 2022. The organisation holds almost 27 per cent of the grocery market share in UK which makes it a significant market bull (Statista, 2022). 
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Figure 1: Sales revenue data of TESCO from 2008 to 2022 
(Source: Statista, 2022) 
[bookmark: _n1xg86p8980a][bookmark: _Toc108023424]1.2 Aims of the report
The current report aims to instil a critical and in-depth understanding of quality systems and quality control measures along with extensive customer experience measures for customers of TESCO in England.
Main Analysis
Critically analyse the advantages and challenges of building and controlling good customer relationships by the evaluation of the customer experience and a critical understanding of its quality process
[bookmark: _bc89wzql8rdu][bookmark: _Toc108023425]2. Evidence of a critical understanding of quality processes in the workplace
[bookmark: _2kinmf5rv4p9][bookmark: _Toc108023426]2.1 Quality modules and standards 
Quality standards strategies of Tesco: 
TESCO is a major British multinational grocery along with general merchandise and it is denoted as a public service or private retailer that serves supermarket services to the customers. As commented by Hassan, Parvez & Ekiz, (2019), maintaining certain quality standards is highly required for the organisation because the grocery and food market is highly competitive and dynamic at the same time. The organisation follows TQM or total quality management which is directly connected to maintaining quality modules and standards of the organisation. The organisation has several market competitors including, Sainsbury's, Morrison's, Asdaand others. The market context of U.K food and supermarket industry is highly dynamic in the post-pandemic situation because the Covid-19 situation has destroyed the business structure of the grocery and retail industry in the nation. 
BCG matrix of TESCO: 
As mentioned by Jones and Comfort, (2020), the Boston Consulting Group Matrix or BCG matrix is a growth-share matrix or a planning tool used by the organisation to understand its quality standards and graphical representation of its product and services. 
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Figure 2: BCG matrix of TESCO 
(Source: developed by the author) 
According to the above picture, it can be observed that the four square matrix plots TESCO 's offerings and quality measures with an X-axis representing market share and the y-axis representing market growth measures and the four boxes representing the quality standards of the organisation. 
Star matrix: 
As argued by Pangarkar, Shukla & Charles, (2021), it can be evident through the customer service analysis of the organisation that its financial services are strong and extensive quality service which is referred to as the Star service of the organisation. Star products refer to the services or products which consume high-growth markets and make up the market position of the organisation and the organisation must invest more in this service to enhance its quality standards in the competitive markets. Brand image is one of the essential elements for improving customer engagement and enhancing service quality. The organisation aims to grow at least 5% of its star services for improvement in 5 years at least. 
Cash cows matrix of Tesco: 
On the other hand, its fresh meats and packaged food are the cash cow of the organisation because this operation has been performed by the organisation for decades and it is quite beneficial for the organisation along with helping to maintain certain growth. Cash cow refers to the low growth areas but it has a large market share that helps the organisation to maintain its market position accurately (Tesco Plc, 2022). 
    Questioning opportunities of Tesco: 
Its local food products are referred to as the Questioning measure matrix of the organisation because in the current time customers are looking for local food and cultures rather than extensive foods which increase its demand highly. Questionable opportunities refer to those qualities of the organisation which are a high-growth market but the organisation has not had enough expertise in this significant field. Local foods are a new market trend in the retail food industry of U.K because people are keen to get knowledge regarding local food. For example, the countryside of U.K food culture is quite different from central London because London is highly corporate but the countryside of U.K serves authentic British cuisine that requires essential raw materials and helps the organisation to attract foreign consumers as well. 
Dogs or Pets matrix of Tesco: 
Lastly, the dog of the organisation is its high usage of plastic bags which is gradually disturbing its quality standard and control. In addition, nowadays customers are highly concerned regarding sustainability measures because it is high time to discuss sustainability and incorporate sustainability within the organisation. However, dogs refer to the low growth and low market share of the organisation. 
[bookmark: _9o1c64922zq4][bookmark: _Toc108023427]Buying decision-making process: ethical considerations such as fair-trade, sustainable resources  
Ethical concerns of Tesco: 
According to the TESCO customer reviews it can be observed that maximum customers were happy and satisfied with the services of the organisation. As mentioned by Alzoubi, (2020), it has been evident from Hays reports that the organisation performs fair trade strategies to mitigate business ethics issues and serves the customer an ethical and sustained experience. The organisation also participated in the CLIA conference in 2019 which is a conference regarding U.K fair trade policies, daily conferences for improving business quality and understanding change business ethics of the U.K. The Brexit and Covid-19 situation have changed the trading policies of the nation which impact fair trade policies in the organisation as well. In addition, it can be explained that unsustainable treatment of natural resources including waste management and production measures influences social demand for sustained practices that support customer experience and improve economic growth. 
   Strategies to perform fair trade and sustainable measures in Tesco: 
As commented by Elbeshbishi and Al A'ali, (2020), the organisation focused on ethical consumption which is an alternative way used by private organisations to take responsibility and become more responsible regarding sustained measures and empower employees to serve accurate and sustainable services to the customers. The term fair trade represents a conscientious alternative way of customer consumption and purchasing strategy for products and services that can obtain certain ethical challenges including supporting fair wages, employees' health and safety measures, employees' rights and contemporary protection of natural resources (Tesco Plc, 2022). 
[bookmark: _pgd2i2epbdb7][bookmark: _Toc108023428] Appreciation of the importance of quality control 
In addition, managing quality helps the organisation to maintain product safety and comply with all the trade laws and regulations regarding food safety. As commented by Petersone et al. (2021), to appropriate product quality measures the organisation developed certain highly skilled teams and employees globally who are highly dedicated to customer trust and satisfaction measures to ensure customer expectations that must be met for achieving accurate growth in the highly competitive market. 
Product development: 
Through an in-depth understanding of customer needs and preferences along with wider market trends the expert team developers of Tesco build strong quality products by incorporating innovative and good value materials in the market. In addition, the organisation has food testers and food researchers who ensure the shelf lives and food quality of the products before sticking them in the stores. 
Labelling and packing process: 
After product development labelling and packaging are the second steps of Tesco's quality control process. The organisation has its dedicated labelling and packaging teams who put all the information regarding products including ingredients, shelf life, and others to inform the customers about quality and utility. Labels and packing are used as crucial marketing tools for achieving customer trust. 
Supplier audit program: 
Not only developing good products and achieving customer satisfaction but also Tesco is highly focused on supplier retention for an uninterrupted supply chain network.  Tesco has significantly developed industry product standards that deliver its extensive brand image and ensure supplier retention for quality materials. 
Testing process: 
Tesco has well-established and comprehensive food safety systems that help to monitor and ensure quality standards of the products. The organisation performs routine checks up of all the testing programmes including Microbial testing, chemical or nutrition testing, and authenticity testing to ensure high-quality products before reaching markets. 
Food safety measures in the stores: 
The organisation not only promotes product quality but also ensures customers a good shopping experience through developing robust product safety measures, training and store quality standards. In addition, through accurate good safety measures, the organisation ensures good safety, legality and quality of the products to maintain its extensive market position and manage its huge potential customer base. 
[bookmark: _a4b0hm2ujsld][bookmark: _Toc108023429]Analyse the customers’ experience of an organisation
[bookmark: _dn8mjka8jaf9][bookmark: _Toc108023430]Value and purpose of customer relationship management (CRM) 
As stated by Widmar et al. (2021), CRM or customer relationship management is a bunch of strategic practices and techniques that are used by the organisation to control and analyse customer satisfaction measures for betterment and development in the business aspects. Tesco used CRM strategies to ensure the improvement of customer service relationships and assist in customer retention without focusing on the customer life cycle and drive sales revenue accurately. Tesco has incorporated extensive CRM strategies by introducing loyalty Card systems. 
As commented by Chkanikova and Sroufe, (2021), this strategic approach helps the organisation to collect certain data including age, preferences and interests of the customers through building good and positive communication channels with its potential customers. An extensive CRM strategy provides the retailer to understand customers' choices, preferences and purchasing attitudes to facilitate sales in near future accurately (Garlick, 2022). 
[bookmark: _Toc108023431][bookmark: _4t3r2z80t9n3]Customer service
For serving good and exclusive customer service Tesco performs some significant strategies for the betterment of its customer service. The organisation offers its potential customers 24-hour service which means the customers can get their products whenever they want. This strategy helps the customer to get the products whenever they need them, whether it is an emergency or night-time. This is surely enrolled as good customer service which can help the organisation to boost its customer retention massively (Ruwanpura et al. 2019). However, for performing this strategy Tesco is required to pay more money to workers for working at night time but it is worthy for developing good customer relationships and extensive brand image in U.K and globally as well. Secondly, Tesco's workers have a significant uniform which makes them a visible and clear outlook regarding the solutions. For example, the customer needs a specific thing but she cannot find anyone from the big crowd. 
[bookmark: _yykq8ccn9nq6][bookmark: _Toc108023432]A uniform can help her to identify the correct people who can help her to find the product or service. This process is quite happening and interesting because it helps the employees also to understand who the customers are and who the workers are. 
As discussed by Roberson et al. (2019), the organisation has faced severe consequences in the competitive grocery market of UK because of Sainsbury's extensive marketing strategies grabbing the market. However, the customer-focused business culture has pervaded the organisation that can be understood through its extensive success and it is quite essential for its future success as well. 
At first, the organisation developed a customer-focused product development strategy that serves accurate customer value. In addition, Tesco has understood that focusing on customer choices and preferences is the only key to enabling its integrated business approaches globally. For example, the organisation focused on smaller products such as kitchen appliances rather than big and chunky products which are convenient and segregated into different categories well. 
Secondly, the organisation adopted customer-focused ranging for its developed products and services. Tesco has adopted a low pricing strategy for faster and integrated pricing for its local audience. In addition, the organisation focuses on ethnicity and nationality for catching everyone's attention and serves a broader approach to its customers because preferences vary from one segment to another. 
[bookmark: _1ppcv0dnzbpj][bookmark: _Toc108023433] Customer value
The organisation provides extensive value to its customer choices because it helps the organisation to understand the corrosive marketing approach and helps to understand their expectations as well. The organisation adopted the Ansoff matrix to determine the market value strategy for mitigating the market consequences which affect its customer base as well. Ansoff matrix is one of the useful marketing metrics for generating accurate customer value for the organisation. This matrix has four segments, 
Market penetration:
In the case of starting a new business operation, it becomes essential for the organisation to penetrate new markets for achieving new opportunities and growth measures. Tesco adopted this marketing strategy when it was a grocery retailer but wants to expand its business in other markets. Tesco club points and loyalty cards are two examples of its extensive customer valuation to meet the opportunities in the market (Ansoff Matrix, 2022). 
Product development:
This is one of the significant strategies adopted by Tesco to grow its market opportunities. The organisation gradually identifies the market opportunities through introducing new products and services such as organic food, credit cards, loans, insurance and other different segments. 
Product diversification: 
The diversification factor deals with new products that help the organisation to focus on new markets. It also helps to diversify the risk factors to multiple products and markets. This strategy of Tesco helps the organisation to attract new customers through diversifying its product range from grocery to electric goods and others. 
Market development: 
It is an elemental force adopted by Tesco to expand its business operations in new segments to support new goods in new markets. In addition, new market development helps the organisation to enjoy a competitive edge through product dimensions, strategies and supply networks. 
[bookmark: _45as9n2tmh7k][bookmark: _Toc108023434][bookmark: _13wesp8m6uuk][bookmark: _Toc108023435]Critically analyse the advantages and obstacles of building and maintaining good customer relationships
 Buyer-seller relationships
Tesco is a customer-centric organisation which has adopted significant strategies for improving its buyer-seller relationships for betterment. Its customer-focused loyalty scheme is constantly praised by its customers because it helps to scale up their purchasing ability with a money-back scheme. In addition, it serves the customers accurate points for further shopping and this makes them repeat customers which increase customer relationship between customer and Tesco. This approach includes the “Meet the public'' campaign of the organisation which helps to boost its customer surveys as well (Chen et al. 2021). 
[bookmark: _g3tamd7ai0r6][bookmark: _Toc108023436]According to customer reviews, it can be seen that the organisation's initiatives for developing buyer relationships are effective for its long-term business aspects. The Tesco stores are built according to the customer choices and the designs of its toilets handle taps and dryers are eye-catching and serve a comfortable atmosphere to the customers. As mentioned by Dulmin et al. (2018), it can be evident that comfortable and extensive communication and place clarify customer preferences and make them happy. In addition, this strategic store development is an insight of common sense and empathy rather than focus on unnecessarily complicated fittings which are expensive and not approaching as well. As stated by Lozano-Quilis et al. (2020), customers love to roam in comfortable and resourceful stores which are the primary attention of Tesco. In addition, this strategy helps the organisation to boost its market position and customer base in new markets such as the European market which are highly competitive and building accurate customer relationships is essential for better communication and business culture.  
Managing customer expectations
As in the current market scenario, the expectations of consumers are comprehensive and clear, and they can evolve continuously with the current market trends. Hence to enhance the consumer experience in the retail sector, Tesco must focus on developing consumer intimacy by mitigating the gap between digital acceleration in the market (Pantano and Vannucci, 2019). Moreover, the retail sector needs to bring innovation in the process of product development and this strategy can also help Tesco to build a strong connection between customer and brand. 

TESCO has changed the art of delivering products like they can bring creativity in the delivery mechanism like drone deliveries and this strategy would play a decisive role to build a superior level of consumer trust and the retail sector can manage the consumer experience by integrating this strategy in their business operation, especially after the global pandemic. 
[bookmark: _Toc108023437]Tesco can also integrate the automation consumer support in their business operation because the automation consumer support assists the business corporation to build the knowledge based on the organisational current facing issues and the resolution to mitigate those issues by changing the process of the delivery mechanism through the expert system (Roy et al. 2018). Moreover, through this automated customer service, this retail organisation can provide their services to their clients 24 hours a day and seven days a week. Hence, by monitoring alarms and identifying the issues based on consumer management this business corporation can manage its consumer experience effectively. 
 Conclusion:
After analysing the above report, it can be summarised that in the project on engaging and understanding the consumer experience, the researcher has critically analysed the advantages and changes to building and controlling the consumer relationship through the evaluation of the consumer experience. Along these lines, the quality process of TESCO has also been demonstrated in broader terms. Moreover, in this project, the experience of consumers with the organisation of TESCO has also been analysed. Thus, to analyse the consumer experience for the organisation the researcher has demonstrated the consumer service, centrality and consumer value strategy for the organisation TESCO. 
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