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Executive Summary
The study shows that technology-based CRM systems and manual CRM activities have different impacts. The technology-based CRM systems enable in providing satisfaction by creating a continuous communication channel, while the CRM system that is based on the efforts of employees enable customers in generating trust and loyalty. Furthermore, it has even been identified that customer experience is all the activities that are made from the end of a business in order to connect the customers with the process, while brand experience is the initiative taken by a firm, where the core values are delivered to the customers, also making them a part of the process.
Tesco has developed the most influential and informative promotional content for their targeted customers, which enabled them in earning their trust and also in connecting with them in the most effective manner. The second part of the research has focused on the exhibition of a couple of models namely the IDIC Model and the QCI Model for establishing better aspects of customer relationship management and also for individualizing the requirements of the customers and catering to them for establishing customer satisfaction. In addition, some recommendations have been provided for enhanced application of the desired model in the case of Tesco.
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[bookmark: _Toc87639765]PART 1
[bookmark: _Toc87639766]Introduction
With the change in time, businesses are shaping their process in a unique manner, it can be because of the presence and usage of increased technology, or it can also be due to a change in the mindset of the customers because of globalization. This part of the study will be emphasizing on understanding the ways in which the process of Customer Relationship Management (CRM) is affected because of different factors that are there in the market, and how companies are adjusting to it based on two developed themes. However, the chosen company for this is Tesco. Another subpart of the study will be a literature review, which will focus on understanding two different theories that are related to quality management, and the way they can enable the selected firm or firms from a similar sector in enhancing their process of CRM. Lastly, a conclusion will be provided based on the findings.
[bookmark: _Toc87639767]a. Themes
[bookmark: _Toc87639768]i. Tech Touch versus Human Touch
Different customers have different needs and it is not possible for any business to identify them in a particular way. Some customers may prefer direct or face-to-face contact while acquiring any products or services from a brand, while some may prefer to do the same but with the involvement of technologies. The study of Brown (2016), has helped in understanding that CRM is now considered to be one of the topmost priorities by organizations irrespective of the sector that they are belonging to. The right way of managing customers can not only enable a firm in increasing their profit or in creating a loyal customer base, but at the same time, it also creates the scope for attracting future interested customers within the process. The process of CRM that runs based on different technological platforms, where the need for human involvement is minimal is considered as tech touch CRM. However, the impact of the use of technology in the process of CRM is completely different from the one that is done with the use of manual labour.
From the article by Ferguson (2009), it has been found out that Tesco in order to improve their customer management, has adopted “on-demand CRM technology”. The main motive of this implementation is to ensure that the firm can understand the actual reason for which the customers are trying to contact the business. Furthermore, the use of this CRM technology even enabled the firm in providing their customers with a consistent response system, which allow the customers to be engaged for the Tesco Digital section. This allowed the customers to solve their queries related to their interested electronic online products, which further ease their way of having a quality experience while purchasing any product from them. Thus, this installation has enabled the firm in having a satisfied and engaged customer base for Tesco. 
Another example of a tech touch strategy that has been used by Tesco in order to understand their customer purchasing behaviour and to provide them with a hassle-free buying experience is "checkout-free stores". Furthermore, BBC, in one of their articles has mentioned that this technology has been provided to Tesco by one Israel-based tech start-up organization named Trigo (BBC, 2020). This technology allows the customers to pay through their mobile-based Tesco application while they are moving out of the stores with their acquired products. This enabled the firm in reducing the level of customer mismanagement, and also in reducing the level of human error while serving them. Contradicting to this, a human touch CRM is a sphere where customers and the representative of the company come in direct contact. It can be before, during and after the process of sales is made. 
As mentioned in the study of Rigby (2016), Tesco in order to improve their in-store customer experience have recruited more than 3000 people in 2016. Thus, it can be said that even though the organization is investing in their technological infrastructure to handle their customers effectively, but they have not missed out on the aspect of human touch. Similar to this, Subramanian (2018), also have mentioned that skilled employees can allow customers in receiving a unique experience, which directly enhances the brand image, as the customers can feel more confident. Additionally, it can also be said that customers who are managed manually can share the issues that they face while making any purchase from the stores, and it required lesser time from getting solved. Furthermore, gestures that are shown by the employees of a firm like Tesco, can allow the customers to feel more valued and thus, it can enable the firm to retain the customers for a longer span by developing a strong bond between the customers and the organization.
[bookmark: _Toc87639769]ii. Customer experience and Brand experience
Customer experience and brand experience and different to some extent but they share one common focus and that is 'customer'. Brand experience can be considered as the feeling that one customer can have while being engaged with a firm. The article that has been developed by Davies (2014), supported in assessing that Tesco in order to provide a better experience to its targeted customers, involved them in the process of business development at an initial stage. This makes the customers feel more connected and a part of Tesco's journey. The main motive for developing strategies, that can help customers in experiencing the core values brand is to make them understand the efforts that the company is making for ensuring that their customers are the top-most priority. Furthermore, it has even been assessed that in many stores, the company has set up their checkout-free stores, which are to ensure that the in-store purchase experience for the customers can be enhanced.
Contradictorily, Abdul Khader and Madhavi (2017), stated that customer experience can be considered as all the performed activities that a business makes in order to create a strong relationship with their targeted customers. It can be the advertisements that are made on different platforms, or it can also be the discounts that are given to the customers, which enable them to attract and retain their customers. Furthermore, ensuring that the satisfaction level of the customers has been met. Nott (2020), in one of the articles, has mentioned that Tesco and its advertisement is having the highest impact score, which is 48.7, followed by M&S 46.0. In 2020, Tesco made the most effective instructional video for their customers, where the real customer journey has been explained in detail, starting from the outside, covering all the checkouts with a tone of warmth and helpfulness. Projecting to the customers, the way the company offers their products and services and the experience that one customer can have from visiting their stores.
Therefore, it can be said that the selected firm has taken initiatives to ensure that both the aspect of customer experience and brand experience can be enhanced, By providing customers with premium brand experience, it becomes easier for a company to serve their customers more efficiently, which further enable in generating the select of connection and trust, leading to the development of strong bond with the customers. However, the activities that are performed in order to do so, can be considered as part of customer experience. Abdul Khader and Madhavi (2017), furthermore, added that “experience is strictly personal and implies the customer’s involvement at different levels, including rational, emotional, sensorial physical and spiritual”. Therefore, it can be said that to a deep emotional level the initiatives of Tesco has connected their customers with them, leading to an increased level of satisfaction. However, involving the customers in the process of development also can allow a firm like Tesco in determining their actual needs and demands. The activities that have been used by the selected organization in providing a better brand experience also allowed them in gathering various data that are related to their customer buying behaviour, which they can further use to redesign their marketing and operation strategies for future purposes.
[bookmark: _Toc87639770]b. Literature Review
[bookmark: _Toc87639771]The IDIC Model of improving CRM
According to Thakur (2019), the IDIC model of customer relationship is a functional unit of Management within organisations and this is particularly relevant for enhancing the relationship of the organisation with the customers. The model is particularly useful for developing a long term relation with the customers and it will also help to improve brand loyalty of the consumers to the firm. Thakur (2019) states that the model can be conceptually applied for the development of the 360-degree feedback system between the customers and the company and they also help to provide opportunities for the organisation to improve their product line and services to the customers. In order to establish a strong growth of the organisation in terms of customer relationship management, it is important for the companies to have an idea about the identification of the requirements of the customers and the expectations that are provided by the customers towards the organisation. 
Thakur (2019) states that the IDIC model is particularly useful to identify all the requirements and the expectations of the customers and develop products in accordance with the requirements in the target market. In accordance with Ahmadi (2012), the model is necessary for developing new strategies and techniques that will help to enhance customer satisfaction and also identify the areas of improvement in the new market. As per the studies of Taimu (2020), there are three main parameters for the construction of the IDIC model. The main parameters are identification, differentiation and interaction. The stage of differentiation in the IDIC model deals with differentiating the target market in accordance with the requirements of the customers and also in eating the customers who value the least.
[image: IDIC Model of customer relationship management]
Figure 1: The IDIC Model
(Source: Thakur, 2019)
Furthermore, Taimu (2020) states that the managers of the organisation use the differentiation model in order to enhance the approach of the company towards the implementation of customer-specific models on the side of the organisation. In terms of the implementation of the IDIC Model, the differentiation stage of the organisation focuses on the understanding of the value of the clients and it also helps to develop a specific model in accordance with the demands of the customers which is the individualistic level. Taimu (2020) states that the implementation of the IDIC Model extends the customer relationship management process by catering to the requirements and the demands of the customers and satisfying them. 
According to Fabio (2014), in the interaction stage, a collaborative relationship between the customers and the organisation is established. Fabio (2014) states that by applying the IDIC Model it is possible for the firm to develop a one-to-one relationship and in this way, the customer relationship model and management can be applied effectively and the profit function of the organisation can be improved. Haaften (2021) states that the customer satisfaction process has an extended impact on the profitability of the organisation and the company can also establish a stable position for growth and development. In addition to the above steps, Bean (2019) has described an additional step for the enhancement of customer outreach. Bean (2019) has considered the customisation of the customer relationship management plan for individual and specific customers in the market and this will help to target the individual customers much more effectively. By the use of the IDIC Model, the customers of the target market can benefit from the application of the model, and develop a constructive approach to customer relationship management much more efficiently.
[bookmark: _Toc87639772]The QCI Model of CRM
According to Thakur (2019), the quality competitive index, abbreviated as QCI Model, is a business administration model that is applied for the improved relationship between the customers and the organisation and it is also a way of retaining the old customers and acquiring new customers through the customer acquisition process. In addition, the QCI model is particularly beneficial for the enhancement of the profit margin, and also for establishing a positive relationship with the customers. Thakur (2019) states that the only element of the quality competitive index that makes it different as compared to other models of customer relationship management is that the organisation which implements the model focuses on particular management of the customers, rather than focusing on the construction of the relationship.
[image: The QCI Model ]
Figure 2: The QCI Model
(Source: Thakur, 2019)
There are certain elements that result in the construction of the quality competitive index in terms of the expansion of customer relationship management within the organisation. The main elements that lie within the QCI Model are evaluation and planning, information technology, proposition, management of the people and the organisation, the process management in the company, customer Management activities, the enhancement of the experience of the customers, and the analysis of the effect. The elements that have been mentioned in the quality competitive index involves the use of technology management in the modern sense in order to improve the ideas related to Customer Management activities and also to enhance the growth and development of the organisation. 
The development of positive relationships not only extends the ideas of customer relationship management and retention of customers, but it also enhances the customer acquisition process, thereby, improving profit margin and extending the customer outreach in the market. Grazdane (2013) states that the process management along with the people and organisation which has been described as an important element of the quality competitive index, provide support to the immediate activities that are relevant to the organisation. According to Grazdane (2013), the strength of a relationship that has been established between the customers and the organisation depends upon the service product and the individual customers which have been a part of the company-customer relationship management process. 
Grazdane (2013) states that information technology is also an important component of the quality competitive index and its forms an integral part of the extension of the analysis and planning process, thereby retaining the old customers in the market. Apart from this, the variables of the people and organisation include the competencies in the market and the gap analysis which has formed due to the relationship management process, followed by the identification of the roles within the company and this is also supported by the development of the objective and the monitoring of the process that is carried out under the model.
[bookmark: _Toc87639773]Recommendation
Tesco can make use of the IDIC model in order to improve the customer relationship management process and also to maintain customer satisfaction so that the overall customer acquisition process is successful within the organisation. In addition, Tesco considers the use of the model for establishing an interaction process between the organisation and the customer and it will not only enhance the establishment of customer satisfaction but will also help to identify the requirements and the demands of the customers from the organisation. The company can make use of the concept of market segmentation in order to identify the different customers who are interested in the company and who have a behaviour of information on the organisation. This will help the company to manipulate the psychology of the consumers and understand the requirements of establishing a strong position in the market. It is important for the organisation to use behavioural segmentation in order to understand the condition of the present market and this can also be employed in the application of the IDIC model. In this way, Tesco can consider a significant target market and identify potential customers. 
Tesco can also make use of the IDIC Model to interact with customers by using different strategy development within the organisation and the customisation of the marketing plan can also be performed for targeting the customers individually and improving the positive relationship that they have formed with the corporate organisation. For the purpose of maintaining cost efficiency through customer relationship management, it is important for the company to gather resources that can help in the differentiation of the target market, and it can also result in the enhancement of the customer relationship management process. These are some of the recommendations that can be provided to Tesco in order to improve their customer relationship management and develop profitability.
[bookmark: _Toc87639774]Conclusion
The study has focused on the concept of improving customer relationship management and the customer experience in order to enhance the profit margin and the annual turnover of the organisation. Fundamentally, the study has focused on the customer relationship management of Tesco and it has been identified on the basis of some thematic analysis which focuses on the contrasting relationship between the management of Technology in jobs of customer relationship management and the administration of human resources for the CRM purposes. In addition, the study has focused on the use of a couple of models namely, the IDIC Model and the QCI Model which can be used for the extension of customer relationship management. Some recommendations have been provided on the application of the customer relationship management process.


[bookmark: _Toc87639775]Reference List
Abdul Khader, D., and Madhavi, C., 2017. Customer Experience and Journey: Emerging Aspects. International Journal of Managerial Studies and Research (IJMSR), 5(10). 
Ahmadi, H., Osmani, M., Ibrahim, O. and Nilashi, M., 2012. Customer relationship management model for UTM Alumni Liaison Unit. International Journal of Engineering and Innovative Technology (IJEIT), 2(5).
BBC., 2020. Tesco opens its first checkout-free store. [online] Available at: https://www.bbc.com/news/business-58951984 [Accessed 12 November 2021].
Bean, J., 2019. What is a CRM Model?. [online] Available at: <business2community.com/sales-management/what-is-a-crm-model-02235682> [Accessed 12 November 2021].
Brown, C., 2016. Too many executives are missing the most important part of CRM. Harvard Business Review, 24.
Davies, J., 2014. Tesco puts ‘experience’ at heart of its multichannel mission as it looks to push further beyond food retail. [online] Available at: <https://www.thedrum.com/news/2014/05/15/tesco-puts-experience-heart-its-multichannel-mission-it-looks-push-further-beyond> [Accessed 12 November 2021].
Fabio, N.D., 2014. Customer Relationship Management and the IDIC Model in retail banking (Doctoral dissertation).
Ferguson, T., 2009. Tesco buys into SaaSy CRM. [online] Available at: <https://www.zdnet.com/article/tesco-buys-into-saasy-crm/> [Accessed 12 November 2021].
Grazdane, I., 2013. A customer relationship management approach for optical retail business.
Haaften, R., 2021. Effect of customer satisfaction on profitability. [online] Available at: <https://www.van-haaften.nl/customer-satisfaction/customer-satisfaction-models/83-effect-of-customer-satisfaction-on-profitability> [Accessed 12 November 2021].
KumariAdikaram, C.N. and Khatibi, A., 2016. AUSTRALIAN JOU. Australian Journal of Basic and Applied Sciences, 10(8), pp.6-15.
Nott, G., 2020. Top Campaigns 2020: how Tesco topped our table… with a safety video. [online] Available at: <https://www.thegrocer.co.uk/marketing/top-campaigns-2020-how-tesco-topped-our-table-with-a-safety-video/651510.article> [Accessed 12 November 2021].
Rigby, C., 2016. Tesco sets out improvements to customer experience as it unveils first-half figures. [online] Available at: <https://internetretailing.net/strategy-and-innovation/strategy-and-innovation/tesco-sets-out-improvements-to-customer-experience-as-it-unveils-first-half-figures-14136> [Accessed 12 November 2021].
Subramanian, K.R., 2018. The connection between your employees and customers. Journal of Advance Research in Business Management and Accounting (ISSN: 2456-3544), 4(8), pp.01-14.
Taimu, M., 2020. A contractor-driven stakeholder relationship management framework for Botswana's construction industry (Doctoral dissertation).
Thakur, S., 2019. The IDIC model of Customer Relationship Management (CRM).
Thakur, S., 2019. Understanding the different elements of the QCI model.
2

image1.jpeg
Informationto the organizaton to

dentify the needs of the customers
Identify Differentiate. Differentiate Interact Customize
Customers as Customers by Customers by the Organizations Products and
individuals and value to the needs they have || need to interact services of the.
develop relations. organization from the with customers organization
with them organization on their needs, based on
based on their customers’ their
value to the needs
VALE SIEVE Information o customers, relating o the
Lol process through which their needs are

being addressed





image2.jpeg




