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Introduction:

The purpose of this assignment is to examine the various functions of a retail supermarket in relation to quality and what defines quality. Sustainability, and how retailers can plan for future events and be profitable. Investigation of Human and Technological touch points. How Touchpoints attain customer information through functions such as CRM – Customer Relationship Management. As (Baxendale et al.,2015), puts it, Touchpoints have been conceived in various ways and would involve direct or indirect contact with the brand. This assignment is to establish the customers' purchase journey and the thoughts and feeling the customer will have with the Brand, products and services. Investigation and analysis are carried out on models of success with an approach to ethical business practice and customer retention with quality being in mind with consideration to the vision and focus on improving the service functions within CRM.














Tesco is one of the biggest supermarket chains worldwide with net profits of £3.4 billion and over 4,408 stores in the UK alone that also include hypermarkets, Tesco Express outlets, Banking, Insurance, Tesco Club card and online shopping to meet customer needs and expectations. Tesco employs over 468,000 employees worldwide and is recognized as one of the best supermarket brands in the world,

Tesco has invested in various strategies and motivational models and tools for their employees through incentives, reward schemes, PDP’s, training, and promotions to produce high quality customer services that help raise better profits while retaining staff and customer loyalty and retention. This is a human touch point Tesco offers to their customer purchase experience and promotes motivated customer driven staff with the Tesco vision of customer loyalty and retention in mind. (Buttle, 1997) suggests, if there is an increase in customer satisfaction, this will increase customer retention thus enhancing an organization's profitability portfolio.


There is an example of an Employee Wellbeing factsheet below which shows evidence of improvements through Tesco's core staff values and investment in staff.










Tesco Commitment for staff through health and wellbeing and Key Performance Indicators 
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Tesco have also adopted theoretical practice of motivation as part of their CRM program.
The reason for this is to create high performing customer driver staff that offer the best customer journey possible, with a good understanding of changing and emerging technologies. All employees need a good knowledge of the practical application of newer technologies to maintain high quality levels of customer service. Tesco understands by adopting reliable theoretical models of motivation and implementing this in their employees from a human touchpoint, this would provide a great incentive for staff retention, harder work and a great place of employment. Examples of Tesco staff development below.    
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Following the Mayo model, Tesco have implemented strategies to develop their employees such as:
1. Appraisals – Develops and rewards employees
2. Strategic Career planning – Internal staff review for promotion
3. 360-degree feedback – consisting of regular feedback from all employees the staff colleague works with and around. 
 

Tesco has also reviewed pay for employees with value and care being demonstrated as evidenced below in discounts and incentives with pay increases of 29% from 2015 to 2021
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These are a few examples of why human touchpoints are vital as to build customer trust and confidence in the brand. Therefore, a good business strategy is to invest time, money and training and development in employees that help gauge customer needs and expectations.  
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There are many benefits to using Tech touchpoints, as they provide an easy and quick service without delay and provide direct and concise information for the individual customer experience. This is due to technology reading and understanding the customer's purchase buying habits. According to (Li and Kannan, 2014), There is comparative information that directly links to the quantity of information regarding a product/service of that retailer, for example, Pricing, composition, delivery and return arrangements. Comparative information would involve a customer in the decision-making process and provide customers with a greater sense of self-control of that service.  

 



There has been changing behavior in customer buying habits mainly due to emerging technologies that customers have found they value for many reasons. For example, speed, control and convenience are but a few to mention with more retailers directing energy in these emerging technologies to take a leading advantage and safeguard a sustainable retail function. Research conducted below will evidence customer interest and usage of these emerging themes. (Parise et al. 2016) points out that entertainment that is related to digital stimulation of these technologies will impact the customers experience in ways such as, the cognitive and emotional fit, the flow and immersion in this tech that leads to customer attitudes and their behaviors of learning, engagement, purchases, satisfaction and retention. 

CRM is a function that captures important information of individual customers and manages all touchpoints customers will encounter. These touchpoints are either human or technological, direct or indirect and can maximize customer loyalty and satisfaction. According to Sheth and sisodia, (1999, 80) “The customer satisfaction increases customer loyalty, reduces failure rates and the cost of attracting new customers, and improves the firm’s reputation in the marketplace”. Tesco knew that data of customers' buying habits, personal feelings on products and services would help them design a tailor-made package for their customers purchase journey.
 
According to Tesco’s Mission Statement 24 September 2021 that discussed vision and values analysis, Tesco’s vision is ’To be the most highly valued business by customers we serve, the communities in which we operate, our loyal and committed colleagues and of course, our shareholders’






Due to the Pandemic, Tesco had to rethink their strategy due to a 9.1% decrease in sales in 2019 compared to 2018 according to the Strategy Story, 10 June 2021. Tesco decided to close its Asia operations function and focus attention on Brick and Click stores that offered customers Ecommerce options via technological touchpoints I.e., PCs from the comfort of their own home, however the customer would still have to collect their grocery orders from a specialized created Depot for online orders. Tesco was flexible and invested in online shopping with a 43% increase of E-grocery sales in the UK alone and net sales increasing by 31% from 2019 – 2021 from the Ecommerce touch point. 

According to (Lemon and Verhoef, 2016), Customer Touchpoint numbers and their complexity are increasing with the belief that by delivering and positive and strong experiences in the customer journey, this will increase overall performance within the firm/organisaion.  
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Tesco has a good understanding of CRM principles and has structured assets that offer customers direct and indirect touch points with benefits and rewards for using them and staying loyal to their brand. With Tesco online services and more focus moving to digital touchpoints, Tesco needed to attain more precise customer purchase data related to the retail sector. Below are examples of Tangible and intangible touchpoints which improve the customer purchase journey through CRM. 
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[bookmark: _Int_c0Km7HBb]Tesco’s aim is to provide quality products and services at great value to their customers, and for customers to value their shopping experience and stay loyal to their brand. The Brand will hold value with a customer if their needs are fulfilled in different areas of the customer purchase journey. This will normally be in areas such as: Interest, Pricing, Presentation, Packaging, quality, and will need to be of easy access. Due to newer technologies customers have more access to products and services and in some way can become more procrastinated to make sacrifices to obtain them. According to (Buttle and Maklan, 2015), The definition of value is a customer perception for benefits they receive from the chosen product or service and what sacrifices are to be made to receive the experience of those benefits. This suggests that if a customer truly values a product or service, then they will be willing to make sacrifices to obtain them.

Tesco has taken customer values, feedback, and purchase habits seriously as part of CRM, as what Tesco offers is a range of Touchpoints that have various levels of engagement to meet customer needs. 
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Tesco has adopted good ethical practice and filtered this through every aspect of their business to ensure fair and correct business conduct is carried out without unfair treatment of employees or customers. As the biggest retailer in the UK, Tesco has shown they follow correct ethical principles aligned with business goals with strong involvement within CRM, CDI and CEM that help Tesco know their customers better.


There are fundamental principles that are considered good ethical practice and part of how Tesco apply their Ethical policies to employees. Tesco holds a few ethical functions, such as Foundation. A value system they state must never be compromised, ‘’PERIOD’’ and Cultural Values that comprise of Service, Discipline and Teamwork that will exemplify Tesco values in action and the behaviors that all Tesco employees should be demonstrating every day. Below is an example of Tesco Ethical values. 


                                     [image: ]

Tesco would not have been successful without good moral and ethical standards, and according to CIM (2016), Marketing ethics are not one goal or a structured set of principles but are continued ethical standards of conduct, with the AMA (2020) - Marketing ethics stating, marketers are expected to embrace the best professional ethical conduct and ethical values that are implied by organizational responsibility to multiple stakeholders, employees, customers, investors, channel members, regulators and host community.  
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Tesco understand that good Ethical conduct is very important and should never impact customers, partners or employees. Tesco ensure there is no bad practice in areas such as high prices or deceptive measures and there is no evidence of intentional bad practice or taking advantage of poor services to disadvantaged customers in any region. According to (Kotler, et al, 2017), To have sustainable and long-term marketing goals to maintain long term business and consumer welfare, this is only achieved through sound ethical marketing conduct. 







Tesco sustainable sources 

              [image: ]
[bookmark: _Int_cMTzr+mr]Tesco have covered many areas of Sustainability that look to the future and hold ethical value with customers. The impact on customer relating to Tesco Sustainability would cover:
1. Reusable quality food packaging and reusable bags means a good impact on the environment of all people, animals and the planet.
2. Tesco feels a great need to serve the community in researching cures for deadly diseases.  
3. A great focus is on protecting sustainable resources for all people on the planet
4. Cancer Research Uk is a well-known and recognized charity that Tesco have supported for over 20 years 



Tesco has various areas in place for sustainability such as:
1. [bookmark: _Int_GyfAf6JX][bookmark: _Int_v8mshcSf]Every little helps plan
2. Governance 
3. Uk Sustainable Development goals
4. Materiality
5. Stakeholder Engagements.

Each Area of sustainability has different functions and policies working toward company goals

 
                                 [image: ]
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Based on evidence presented regarding Tesco Sustainability measures, Tesco has a clear path and vision to Government and personal sustainability goals that will impact the planet and the customer in a positive way. 
Customer Impacts would include:
1. [bookmark: _Int_8mKCAb6y]Tesco have a clear and concise plan for a sustainable future.
2. [bookmark: _Int_h4+x9lUK]Tesco have shown commitment to sustainability in vast areas such as research of newer technologies, reusable packaging, supporting charity research in deadly diseases.
3. Providing surplus foods to other charities and protecting world resources.
4. Tesco have implemented newer, cleaner technologies that are easy to use and save time on checkouts. 
 



 Tesco is strategically built on a sustainable future and prides itself on offering quality products and services. According to (Pryor, et al,1998),  quality is an extent of processes, relationships and products free of any defects, items or constraints that do not have or add any value to customers. There are many different forms of quality and for this paper quality will only be viewed from a retail understanding. Core components of quality will consist of:

Organisational structure and responsibilities.
Customer satisfaction and good product quality 
Continued improvement in quality processes
Good quality policy and objectives to reach them
Structured quality model of use.

Product quality has two definitions, The first is (Level) and the second is (consistency)
Tesco would have to plan on what quality means to them and their customers so when developing any new products, the marketers will choose what type of quality level they require to support the product's positioning in the retail market. And consistency which refers to all products that are made must have no defects and this is the expected level of consistency in its meaning. There is also performance quality which refers to the ability of a product being able to perform the function it was intended for without defect.





According to (Parasuraman, A. Leonard, L. Berry, et, al 1998), There are dimensions to quality that must be considered such as:
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Tesco have demonstrated quality through the various asset inclusions that play a big part in (The Little Helps plan), ranging from newer, cleaner technologies that are easy to use and very innovative, to a successful clothing line (F&F Clothing) and reusable packaging that has not impacted customer expectations of cheaper and shoddy materials. Tesco provide packaging that is clean, study, and fit for purpose and represents the same quality as the old packaging but made with more recyclable material, thus demonstrating excellent quality and sustainability.
Tesco reviews and considers possible changes with the expectations customers may have and this is done through CRM functions and The Little helps Plan, such as Stake holder meetings and customer feedback which helps Tesco know where their quality correctly stands when engaging with all Touchpoints but also where improvements are to be made. 




As Kotler, et al, (2017, pg. 231): suggests, 
“Quality can be defined as ‘no defects’’, which suggest that quality is on all levels not just on products.

Tesco is introducing a new fleet of vans running Soley from electricity that will provide duty of care to customers and the environment but demonstrate sustainability for future generations. These strategic moves are forms of quality. Tesco obtains customer data to design services that will be of value to the customer and the business by means of Quality of conformance. A degree that goods and services confirm to what has been intended by the designers of quality in the business. 
If there is a failure in quality services, this will impede profitability and have a potential cost in different areas of quality such as:
1. Failure costs 
2. Internal failure costs
3. External failure costs
4. Prevention costs 
5. Appraisal costs 
Tesco had experienced this in the past with their products containing horse meat in January 2013 and was considered a major threat to food safety. Report shows that Tesco suffered losses of almost 300 million pounds from the value of their business and according to Tim Smith the group technical director of Tesco, Tesco will introduce as system of DNA testing on all their meat products to prevent any such failure happening again. 
Tesco launched the Little Help Plan that shows a lot of elements from TQM – Total Quality Management. This involves all the employees of the organisation to consistently be making improvements in their quality efforts regarding all products and services. Based on previously mentioned assets of Tesco that have shown increases in profitability and sustainability, quality is a fundamental aspect of everything the organisation does. The attributes of TQM Tesco have adopted are below and achieved through Quality models shown below.
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There are various models that can be used to help with quality processes in all areas of an organisation such as The PDCA (Plan – Do – Check – Adjust), model 
Walter A. Shewhart - PDCA (plan–do–check–act or plan–do–check–adjust) is a well-known model designed for the purposes of continual improvements and broken down into segments shown below. 
Plan – Recognize the opportunity that presents itself and start to plan the change 
Do – Once changes are in place, start testing the changes that have been implemented. 
Check – Review all test data and conduct analysis to identify any themes or learning opportunities
Act – Based on what has been learned using check steps, start to implement changes if they were successful. 

                   [image: ]

Tesco engagement with Walter A. Shewhart – PDCA model has been demonstrated through functions that have been setup to meet Business and customer expectations and provide high quality products and services such as:

Plan – New technologies, Packaging for sustainability, Higher quality training for employees etc
Do - Tesco’s Little Help plan, Structured governance and strategically monitoring with improvements.
Check – Little help plan Governance team monitoring and implementing improvements where needed covering quality functions.
Act – full role out of new assets and new technologies based on data and research conducted and analyzed by risk management. 




                         

Another model to consider is Phill Crosby model of Quality which according to (Crosby 1979), Business attention should be Soley on their customer requirements with prevention of product defects.  Crosby states there are four absolutes to quality that consist of:
· Quality meaning is a conformance to requirements and not goodness
· Prevention of any product defect is quality and not appraisals 
· Quality performance must be of zero defects, not acceptable quality
· Quality is to be measured by the price of nonconformance and not indexes. 


             [image: ]

The Crosby model is one that focuses attention on customer requirements with no defects to products and services. This is the measure of quality to Crosby and if done correctly it will have a cost-free impact on a business, instead of investing funding and time in areas that do not focus on preventing defects directly. There are tools and models that can be used to help with quality improvements and a way of analyzing customer needs, Purchase habits and changes for retailers to implement newer products and services. According to (Webster, 1989), It would be required to examine the demographic characteristics of customers when analyzing service quality in a nonprofessional service such as a retail position. 
An example of quality models and theories are below:

   [image: ]
Quality is an ongoing process to reach new measurable benchmarks and improve customer satisfaction. According to (Bateson, 1995), There is difficulty in measuring service quality due to the unique characteristics of service such as, Intangibility, Inseparability, Heterogeneity and Perishability.




Conclusion:
Tesco has a well-established sustainability plan that is proving to be of great success for business and customers. Tesco have taken CRM functions that records and designs the customer experience seriously through all touchpoints and designed and built their sustainability plans around customer needs and meeting best business practice that consider the environment locally and worldwide, Human rights, ethical practice and treating people as they would like to be treated on all leaves of the customer purchase journey. Tesco considers all customers, colleagues, Stakeholders and Shareholders and engages with customers, NGOs, Trade bodies and media covering all aspects of a customer purchase journey and the best way to deliver this experience to customers ethically. Customers will feel confident in the Tesco brand with their input to worldly events of sustainability but also the quality of the service and products offered. 















Recommendation:
After a review of all evidence and research, Tesco have taken great steps to improve overall CRM business functions. Great Governance and project management structure have been evidenced in the report with demonstrated improvements to the Tesco brand and the business throughout the decade. A recommendation that’s proposed would be to keep up to date with all touchpoints available and maybe start to reward customers with an incentive for products that take longer to sell, such as a disposable card that is stamped on purchase of these products with customers rewarded with a free coffee or discount on another Tesco product. This relates to customers passing through and have not signed up to their service yet. This will provide customers with a quality product at a reduced price and give incentives for the customers to either investigate Tesco offers or join to gain the Club card rewards. 
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Core Marketing Ethics Tesco adopt

Honesty = Offer quality products of value that are honest and true to their communication in lables, advertising etc.
Responsibility = Serve customer needs and accept any consiquences of marketing strategies and decisions made.
Fairness = To Justley balance all the needs of buyers with the intrests of the sellers

Transparency = Provide all available pricing deals and adjustments. Clearly communicate with employess and customer base

Citizenship = Help the communities and donate to charities, Strive for fair trade with all communities and third world countries




image10.png
Customer value

Increase of benefits = Club card, Rewards, Incentives,
Discounts, Charities etc.

Value of use = Various multiple Touchpoints, Tangible &
Intangible

Satisfaction = Repeat purchases and loyalty evidenced through
increased profits, Ecommerce/Club card ect

Value of experience = Various touchpoints customers can
enjoy from Grocery, Clothing, Pharmacy, Banking, Mobile and
0 on demonstrating success of each platform

Brand value

Sensation = Quality options of products Le., Tesco Finest &
Tesco everyday value, Clothing, Technological etc.

Feelings = Customers receive Rewards, Discounts, Incentives,
Charity, Banking that make the customer feel they are with a
trusted establishment

Cognitions = Tesco understand customer expectations and
what helps their minds connect to products & services by
understanding their customer purchase habits, Example
(CRM).

Behaviour responces = Customers identify with Music,
Packaging and slogan, (Every little helps) - Jamie Oliver as
Health Ambassador for Tesco commercials.
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Tesco rewards & Incentives Tesco pay review and increases 2015 - 2021
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Tesco sustainability Policies

Little Helps Plan:
Covers the framework of Tesco with their longterm approach to Sustainability

Governance:

1. Oversee the delivery of the Little Helps Plan

2. Overall performance of the little help plan

3. Review and approve changes

4. Oversee group engagement with external stakeholders

Corprate Responsibility committee:
Maintain adequate focus on corporate responcibility

Corprate Responsibility Steering Group:
To ensure that Tesco continues to make advancements toward the little helps plan
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Tesco Theortical Motivation Models used

Mayo Effect Tesco using Mayo effect

Mayo effect is based on Internal and External factors comprising

Greater communication

« Showing interest in others

* Ensuring work is interesting and non-repetitive e TapOTE

+ Involving others in decision makaing
+ Good teamwork

+ Wellbeing of others
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Tesco core values for employee health and mental wellbeing

Ensuring H&S in the workplace

Effective Risk Management
Adhering to external framework
Monitoring our performance
Identifying root causes

Safety Specialists

Supporting Mental Health

Providing online access to Mental wellbeing tools
Providing Mental Health training for managers

Supporting — Time to Change & WorldWide mental Health Day

Promoting our wellbeing in the retail guide
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Tesco sustainability Policies
UN Sustainable Development Goals
UN SDGs are a blueprint for a better future and Tesco will contribute to the goals through, My Little Helps Plan

Materiality, Tesco ask their stakeholders of any concerns, intrests and expectations and ensure My Littie Helps Plan continues.

Engageing with Tesco stakeholders, helps with The Little Help Plan approach and help Tesco understand their practicies.

Areas of focus for Materiality: Area of focus for Stake holder Engagements:

1. Health, Sustainable dists Customers

2. Climate change Colleagues

3. Protecting nature Suppliers

4 Equality
Sharehold

5. Human rights areholders

6 Waste ) ) )
Wider society consist of:
NGOs
Trade bodies

Media
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Tesco Theortical Motivation Models used

Talor theroy

Talor theory is based on rewarding staff for higher production
output with no defects.

Tesco adoped Talor theory but offering more to their staff through
good behaviour and hard work such as:

Flexible working

Discounts on gym memberships
« Free or reduced rate on health benefits

+ Staff discounts

« Competitive salaries

« Company share options
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Quality Dimensions

Convenience — Is the organization located in a convenient place for customers

Reliability -  Was the problem able to be investigated and dealt with

Responsiveness — Was the customer assisted with customer service support

Time — How long did the customer have to wait to receive service

Assurance — Did the customer services agent have the relevant knowledge to advise customers
Courtesy — Did the customer service agent demonstrate respect and excellent customer service support

Tangibles — Were all tangible goods neat and in order. Presented clean and personnel
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How Tesco used CRM strategy principles to achieve increase customer growth and retention

Tesco offered different types of touchpoints, human, digital, and both giving the customer freedom and
options in their purchase journey

Tesco introduced the Club-card strategy that was used as a tool to obtain and observe customer purchase habits and
offered rewards and incentives.

Using the data obtained Tesco used a customer corridor method that targeted individual customers based on what
was of value and meaningful to the customer over the lifetime of their purchase journey and the touchpoints used

Tesco would use CDI - Customer Data Information to investigate both the Customer experience and Customer corridor.
This was a way to obtain

Responses to all touchpoints
Identify household and individual customer relationships that a customer desired

All customer purchase data is reported in a timely fashion

Al captured customer data is relevant for the purpose of attaining it, but also secure of breaches.

Hold all up-to-date regulations of relevant markets
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SWOT = Analysis = Analysis of strengths, weaknesses, Opportunities and Threats

Vision = Where an organization desires to be in the future

Mission = The reason any organization exists

Goals & Objectives = High level desires that are measurable and possible to bring the vision to life.

Core Values = Ethical principles that employees value that influence their behaviors

Strategic Functions = Planning of when and how goals and objectives will be achieved

Strategic Development = Acting on strategical planning

Measurement & Control =

Critical Success Factors = What is expected from an organization to be successful in the market
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Tesco Sustainable Sources

Loop = Reusable packaging that is cleaned, refilled and used again

Health Charity Partnership = Supporting life changing work in areas
of:

1. Cancer Research UK
2. The British Heart Foundation
3. Diabetes UK

WWF = Working together to protect the planets resources

Redistribution Charities = Supporting charities with surplus food

Race for life = Tesco has been the proud partner of Cancer Research Uk for 20
years
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(TQM) Total Quality Management attributes

TQM driver below:

* Find out what the customer wants

» Design a product or service that meets or exceeds customer requirements
» Design processes that facilitate doing the job right the first time

* Keep track of results

» Extend these concepts to suppliers

TQM elements:

+ Continual improvement

+ Competitive benchmarking
+ Employee empowerment

+ Team approach

« Decisions based on facts
* Knowledge of tools

+ Supplier quality

+ Champion

* Quality at the source

* Suppliers
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Benefits of Human Touchpoints

Human touchpoints are the traditional way of service provided to customers through sales assistants,
managers, health appointments, holiday service etc. and a trusted method that has many benefits
such as:

+ Human point to point contact

* Immediate assistance

+ Complaint handling queries

+ Relationship building

+ More trust placed in humans

« Great customer service

+ Understanding customers' disabilities to help on all levels of communication.

+ Emotion from one human to another human in the customer purchase
experience for example (Meet a greet customers with a smile and handshake)
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All figures have been restated to reflect the sale of our businesses in Thailand, Malaysia and Poland. I

Health and safety work related injuries regional breakdown

2018/19 2019/20 2020/21 Change vs 19/20

Tesco UK & ROI* 47,675 43,246 35,569 -18%
I

A Type here to search 3
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All figures have been restated to reflect the sale of our businesses in Thailand, Malaysia and Poland.

Health and safety work related injuries regional breakdown

2018/19 2019/20 2020/21 Change vs 19/20
Tesco UK & ROI* 47,675 43,246 35,569 -18%
Central Europe 2,636 1,937 1,377 -29%
Tesco Group 50,311 45,183 36,946 -18%
* Including Channels, ROI, One Stop & Booker
Methodologies.
How we measure our progress When we report, we always report on the number of injured

persons (i.e. one accident with three injured persons would be
logged as three injuries). Calculations include colleagues,
customers, contractors and visitors.

To track our progress in supporting colleagues to be at their
physical and mental best, we rely on the direct feedback we
receive from them through our “Every Voice Matters” survey to set
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Technological Touch Points

Other forms of touchpoints are technological, and according to (Shankar and Malthouse, 2006) The interactivity of
tech touchpoints is the level where customers can change/modify the mediated content in a real time environment.
They mainly consist of non-human to human contact and typically involve:

* Websites

+ Emails

+ Social media

+ Online communities and loyalty rewards

« Customer services / Automated assistance
+ Smartphones

+ Self-service shopping platforms

+ Scan and go technology

« Digital advertising

+ Ecommerce




imageb.png
Various Tesco TouchPoints through Businesses and Subsideries

Tesco Clubcard - 1995

Tesco Bank - 1997

F & F Clothing - 2001

Tesco Mobile - 2003

One Stop -2003

Dunnhumby - 2010

Tesco UK & ROI - 2016
Booker Group - 2018

Jack’s - 2018

Tangable product - offering membership, discounts, points system, savings.

Intangable service — offering personal loans, credit cards, money transfers

Tangable product — selling clothing for women and children from 2001

Tangable product — Launched in EU contries in 2003. 02 is the carrier

Tangable product — Subsidery of Tesco offering a range of food and grocery

Helped Tesco launch their Clubcard in the 1990s using analylitical data of customers
Largest business of Tesco and covers all stores in the Uk and Ireland
Merger with Booker Group in 2018 offering wholesale and retail to customers

Jacks was launched to celebrate 100 yrs of Tesco and sells good quality food




