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[bookmark: _Toc87644994]Introduction 	
Customer relationship management (CRM) is a set of techniques, methods, and technology used by businesses to analyze, manage, and foster customer interactions and data across the customer lifecycle (Østergaard et al, 2011). Here this study will discuss the difference between human touch and tech touch at Tesco, its brand experience and customer experience and how different factors impact their customer relationship management. There will also be some recommendations on how the company can enhance their customer service and adopt a suitable CRM approach and finally a discussion on two efficient models on improving customer relationship management at Tesco and how they can gain competitive advantage over their rivalries. 
[bookmark: _Toc87644995]Overview of the chosen organization
Tesco plc is one of the leading groceries and merchandise retailers of UK and the headquarters of this company is situated in Welwyn Garden City, UK. Jack Cohen, founder of the company, founded the company in 1919. The company is regarded as third-largest retailer of the world based on gross revenue earning. At present, the company is operating its business in 5 countries and these countries are situated European Countries (Keiningham et al, 2020). In the UK, Tesco is the market leader in the grocery business. At present the company has about 7005 shops in these five countries. In 2020, the company earned about £64.760 as revenue.
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Figure: Logo of Tesco. 
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Part a
[bookmark: _Toc87644997]Tech touch vs human touch
Tech touch is when a particular task is conducted by a machine and human touch is when that same task is conducted by a human being. In the process of operating such tasks, there are two things to bear in mind one of which is efficiency in which tech can be far more efficient than human touch (McKean, 2013). For example, while building car or other electronics, using technology can be quite efficient but another aspect to be considered is uniqueness and artistry which can only be achieved via human touch. For example, while making a pie or pizza tech touch can never replace human touch and tech touch cannot resolve an unknown issue how a human being can solve. As the discussion is about tech touch vs human touch at the retail industry and in the company Tesco, there are a lot of factors to be critically analyzed. Tech can be used in organizations like this in taking payment from consumers, guiding them towards their desired products, assuring safe and secure shopping experience, bagging the grocery and other items of consumers and help the customers with their bags if they become too heavy. Some of these activities can be done more efficiently and accurately than human beings such as guiding customers to their desired goods or taking cash or credit card in the cash register. But packing the items or helping the customers cannot be done through tech touch. 
Issues always rise at retail stores, and it is also applicable for Tesco. One of the major issues in retail industry is communication between employees at store and consumers and it might occur while a consumer is shopping or while paying or for other reasons. Some stores of Tesco are trying to resolve some issues like a long line in the cash counter or trying to make the process of finding a product easily via technological advancements (Mende, 2019). But issues are also rising in adopting these technologies because technologies are unable to solve the issues they are not programmed in and even some older people are not familiar with these technologies and find it difficult to use. Tech touch might be efficient and cost less overall, but a human touch is always mandatory to have because tech touch cannot always resolve all the humanly issues that can occur in the retail industry. Here is a table to demonstrate the advantage and disadvantage of both tech touch and human touch, 
	
	Advantages
	Disadvantages 

	Tech touch 
	· Boost productivity
· Improve accessibility 
· Speed up customer experience
· Provide 24/7 service
· Reduce staff cost
	· Increasing dependency on technology
· Large cost for latest technologies
· Security risk due to fraud and hacking

	Human Touch 
	· Engagement with consumers
· For digital shopping experience
· In store shopping help
	· Cost of extra staffs
· Lack of efficiency
· Conflict among employees



[bookmark: _Toc87644998]Customer experience and Brand experience at Tesco
Customer experience and brand experience are one of the two major aspects of a retail market and in order to attain a sustainable position in the current marketplace, Tesco must focus on building both of these. There are many factors associated with customer experience at retail industry such as the time it takes in the checkout, cleanliness of the toilets, manner of staffs, whether the consumers can easily find what they want and if consumers are getting value for money. For better brand experience, Tesco identifies if there is any issue with delivery of George customers, notify them and instantly refer them to a team in customer service. They always operate towards resolving the issues as soon as possible. There have been complaints about customer experience at Tesco regarding their washrooms, poor products, long line in the cash counter at busy stores and it is hard for consumers to find out their desired products. Tesco has taken some steps towards resolving these issues such as cleaning the toilets of stores two times a day, enhancing product quality (which might increase the price sometimes), using advanced technology in the cash counter to make the process faster and also using digital screens to let the consumers figure out where their desired products are (Hill et al, 2017). The company is trying hard to enhance both their customer and brand experience because in the retail industry, it is a mandatory requirement. 
[bookmark: _Toc87644999]Impact of these factors on CRM of Tesco
The factors that have been discussed here associated with customer service at Tesco and their customer relationship management are hygiene maintenance, taking longer period at cash counter, finding products easily and resolving the daily issues faced by consumers. in the retail business, building trust among consumers and creating loyal customer is essential and has a huge impact on profitability and sustainability of an organization and Tesco comprehends this without any means necessary. Which is why the organization has collaborated its time and resources towards building a better integrated customer relationship management system and implemented in different stores (Singh and Söderlund, 2020). Tesco has not always been able to meet the expectations of its consumers because there have been many complaints and negative reviews about the hygiene at Tesco stores, complaints on the products that Tesco sell. In 2019, a person filed a case against Tesco because the consumer found a date expired product on sale which can be dangerous because customers does not always check the dates. Tesco lost a lot of sales due to this issue and employees at Tesco are not always aware of their duties regarding helping consumers on their shopping bags and in the process of finding products (Keiningham et al, 2020). These factors do have impact on business of Tesco and that is why Tesco conducts research companywide each year to gather data on their CRM approaches and analyses feedback from consumers and enthusiasts to enhance their methods and ascertain a better customer service. 
Significance of sustainability on customer relationship management 
"Sustainable" denotes the ability for something to continue and "be maintained at a specific pace or level." For consumers, this might imply their own health, the health and environment of others, as well as their money. Attaining a sustainable position in any marketplace is definitely tough and companies like Tesco must have a clear view of future and current methods applied at their branches to build such a sustainability and hence build a strong relation and trust among its consumers (Long et al, 2013). Customer satisfaction has always been critical in building long-term, profitable enterprises. CRM systems allow sales and marketing teams to have a better understanding of their clients' needs and pain spots, resulting in increased sales and loyalty. Which is why Tesco should focus on building sustainability to provide a better customer service and manage their CRM activities more effectively. 
The primary concept behind sustainability-oriented CRM is to include economic, environmental, and social sustainability concerns into the key areas of CRM, such as marketing, sales, and service. To ensure long-term development, the CRM system must be maintained by frequently updating it with current customer data and eliminating old entries that might compromise the system's integrity. Some of the effective method to build a sustainable customer management are to engage them, allow them to experience the brand, understand the relationship between consumers and brand, explore the social media influence, provide value, make consumers feel special and finally, respond to every concern. 
Sustainability policies of Tesco and how it impacts consumers 
There are some of basic and effective sustainability policies of Tesco and they are given below, 
· Educational initiatives and healthy living. 
· Support for charities
· Provide great working condition and promote inclusivity
· Advancing human rights in supply chain
· Has reduced carbon emission by 4% in 2020
Consumers always look for organizations that have positive outcome on both people and environment. Because if an organization is willing have positive effect on both people and environment, they must work on both their sustainability policies and customer experience (Almotairi, 2019). So, it can definitely be said that sustainability policies of Tesco have a huge impact on their consumers. 
[bookmark: _Toc87645000]Recommendations based on the findings
The findings indicate that there are some basic issues regarding customer service and brand experience at Tesco and with proper planning adding with a systemic strategy, the company can attain a sustainable position in the marketplace. 
Hygiene maintenance
The first step that the company can adopt is improve their hygiene through constantly monitoring their washrooms, repairing anything if required and assure a clean environment for the consumers to shop (Zeng et al, 2020). 
Enhance customer experience
The next step to be taken is training the employees so that they are aware of what actions can lead to better customer experience and build a set of loyal consumers. the company should also manage their cash counter more efficiently and create one or two more cash counters in the busy stores. Employees should be strictly advised to remain calm while resolving an issue of consumer or speaking with one of them. 
CRM approach 
The company can take advice on their CRM approaches and adopt a suitable CRM approach such as Operational CRM, Analytical CRM, Collaborative CRM, campaign management or Strategic CRM. The company should also put signboards to demonstrate what type of product can be found in one corner of the shop. 
Adopting one of these can result into both better customer and brand experience which is why Tesco must consider implementing an effective CRM strategy in order to gain competitive advantage over others in the retail industry (Hill et al, 2017). And the company should also take the complaints of consumers more seriously and change the areas where most consumers are having issues. The company should also focus on sustainability through adopting better post shopping experience such as changing products of consumers or if they face any issue with a product, then change it. 
[bookmark: _Toc87645001]Part b
[bookmark: _Toc87645002]Critical analysis of two quality model and theories on the basis of TESCO supermarket brand for improving the customer relationship management
Customer relationship management is very useful tools that helps a business organization to develop a proper strategic model to attain the loyalty and values from their customers and can improve the experience of the customers. The customer relationship management is basically short as in CRM. This is actually works as a foundation model and strategy for any business organization that help for developing the customer cultures with the management of the organization and optimize the situation in a positive way for future buyer-seller relationships. Specially, customer relationship management help the organization to get enough information about their potential customers for better interaction and try to improve more to provide good qualities services and products to their customer for better retention and profits (Payne, 2012). Customer relationship management can understand the customer’s needs, choices, and expectations both collectively and individually which can help the productive organization to changes their operating systems and keep delivering customer’s valued products and services. This customer relationship management also keep the organization in the core line among competitors by extending its analytical aspect of technical solutions and make space for enable better strategies for sustainable business. 
There are different reasons for companies to look into customer relationship management models and if the organization is productive based then the customer relationship management is one of the considerable facts to study. Here, TESCO has chosen to elaborate the models and theories of customer relationship management as without the customers this type of supermarket brand will be face the losses and the company may face more hardship. However, TESCO uses the models of CRM to generate their business profit and optimizing their relationship with some significant customers which gives this brand a better review and helps to move forward with long-term success.     
There are various models associated with customer relationship management such as IDIC model, QCI model, Payne’s five process model, CRM value chain model and many more. Out of these models the two most suitable model in the context of Tesco will be discussed. Two important models are illustrating on the basis of TESCO’s customer relationship management and this quality models of CRM can provide the knowledge of the importance of product’s quality and the necessity of improving customer relationship management within the consumers and companies. The Models are discussed below, 
[bookmark: _Toc87645003]IDIC customer relationship management model 
This model has been introduced by Peppers and Rogers Group which is actually a generic blueprint of CRM, and it shows how to implement solutions in various situations of a business organization. This model has adopted by TESCO too to build a strong connection with their potential customers. And make an impactful influence they chose this model to improve it (Long et al, 2013). However, this model is describing the facts in four stages of customer relationship management implementations, and they are-
1. Identify.
2. Differentiate
3. Interact
4. Customize
Short brief of these stages of CRM- 
Identify
This is the first part of this model, and this required customer’s verification like organization can collect information about which type of customers they are dealing with and what kind of ages peoples are using their products. They also can collect the data in gender wise. This may help them to design and keep changing their strategies for more sales and separate the shop list in their personality wise (Maroofi et al, 2013). Also, business companies can collect the customer’s name, professions, addresses or history of purchase of their products. This helps the organization to understand the needs, expectations and which type of qualities product they should provide to their potential customers.  
Differentiate
At this step, business organization will know for which customers should be treated differently and on which customers they should provide more attention to buy the products from their supermarket brand. Like TESCO is one of the largest and mostly known retailer shop even through the necessity of the potential customers is inevitable and TESCO provide better attention to this type of customers who are regular to their shops (Thakur, 2018). So, differentiation is needed to value their customers and better interaction can optimal their profitability.  
Interact
This is the third stage, and this elaborate how the customer relationship management can make plans to interact with their customers. Interacting is the best way to get positive or negative feedbacks as the customers are the main object of any productive business and their opinions make an impact on the whole organization (Maroofi et al, 2013). TESCO provide many services for their customers and if any customers want, they can make contacts with the management. 
Customize 
In this final stage of IDIC model, it helps the company to analyze the before stages and make changes according to the report or customize whenever it is necessary for the sake of the customer’s expectations (Eko, 2014). If management failed to change their services, they may loss a handful of potential customers. TESCO always keeps their focus on if they had to customize their products or their services for building better customer relationship.   
[bookmark: _Toc87645004]Payne & Frow’s Five Step process model of customer relationship management	
This model has five stages of customer relationship management model, and it was introduced by Adrian Payne and Pennie Frow. This model shows the process which can give the effective customer relationship management for the organization like TESCO. The Payne and Frow’s model of CRM is given below- 
1. Strategy development: This stage mainly focusses on business strategies which can determine the vision of their products and services. Also, it helps to keep in the competition in marketplace. This has indicated the business strategy. Keeping a strong connection with the customers and provide them a better-quality service can make loyal customers (Almotairi, 2019). According to the Payne and Frows model, it can be known that business organization should examine the current and future customers and find the proper segmentation.  
2. Value creation: This stage creates a value process that involves the value of customers to the organization and also the organization value to their potential customers. Organization should realize the customers are their valuable part and they should make an impactful transformation from the analysis of the first stage and try to identify those customers who can add values to the business profits. 
3. Multichannel integration: This is an important stage of the process for putting value creation processes and it also involve the business strategy. It can convert the insight knowledge to the outputs for increasing the profitable activities (Peppers and Rogers, 2016). This process can involve the customers, tries to acknowledge he customer’s perspective about their brands and products and try to customize it according to the outcomes of their analysis. By this process of CRM, customers also receive cohesive experiences.   
4. Information management: It also known as analytical process of the business management. This stage can make better model by providing important information. At this stage it suggests the organization to be more collective, organized and make proper analytical insights to know about the customer’s personality and behavior (Payne and Frow, 2014). It also helps the organization to create proper value position and creating better plans of marketing to build a quality customer relationship.
5. Performance assessment: This stage helps to understand how the organization is adding their value proposition into the business and if the customers are helping to get better performance for leading towards the benefits or not (Payne, 2012). Performance assessment includes shareholders values, profit margins, customer’s engagements and the revenues from the overall business performance. It also monitors the customers’ demands which leads them to make changes.
[bookmark: _Toc87645005]Conclusion
The study was analyzing the basic differences between human touch and tech at first in the context of a retail company named Tesco and they followed by customer and brand experience of consumers at Tesco. The study demonstrated that while tech touch is more efficient and fast compared to human touch there are new issues that might rise in stores that cannot be handled by a robot and need a human brain to resolve. Now when it comes to brand and customer experience Tesco is not really the best retail company in the market because they do not have a tightly integrated system and face issues like hygiene issues, cash counter issues, product issues and many more (Almotairi, 2019). Consumers are not always happy with the products or pre and post customer service from Tesco. Which is why they must change some areas of the company and adopt some CRM strategies to strengthen their communication with consumers. finally, two models were discussed that can be adopted to enhance customer relationship management at Tesco which are IDIC customer relationship model that elaborates identifying, differentiating, interacting with consumers and customizing shopping experience at Tesco. Another model that was discussed is Payne and Frow’s five step process model that discussed strategy development, value creation, multichannel integration, information management and performance assessment. Tesco can adopt these to enhance both their brand and customer experience as well as improve their CRM approaches. 
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