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Understanding and Engaging Customer Experience 

Introduction

Customer experience is usually thought of during all stages of the consumption process. The consumption process is usually thought to be, the pre-purchase, consumption, and post-purchase stages. In other words, before buying the product, during the buying process, and after the customer has bought the product (satisfaction) (Feefo, 2021, online.) No matter the industry, competition is everywhere, and it is important that companies provide experiences which consumers can rely on. The company which will be talked about in this assignment will be Tesco. 
Tesco is one of the world’s leading grocery and general merchandise retailers that was founded in 1919. Tesco opened its first supermarket in Burnt Oak, England in 1931.
In the 1960’s Tesco also ventured in to selling household goods and clothing whilst acquiring over 200 Irwin stores in the North of England. 
In 2012 Tesco also introduced the everyday value range focusing on quality and healthy options for customers. Tescoplc.com(2021).
This assignment will cover, themes such as tech touch and human touch, customer experience and brand experience and CRM policies of Tesco, and how it affects its customers. This report will also investigate sustainability within CRM of Tesco, and how it impacts the consumers. The assignment goes on to discuss two quality models which assist in improving CRM within Tesco’s. The concept of quality and its components as well as a critical analyzation of the two models which are chosen will be discussed. The assignment will then cover recommendations which are based on the findings and conclusion section of the report. 




Tech Touch Versus Human Touch

What is tech touch?
Tech touch is when there is no human involved in an interaction when a customer may buy something from a supermarket such as buying a product and going to a self-checkout, paying for it and leaving the store. It is driven by a need to reduce staff and make purchasing quicker instead of having to wait in a queue.
In terms of Tesco using tech touch, it also combines it with a club card system to offer the customer a better price or to feel valued.
This is also a win- win situation for both the customer and Tesco as it resolves waiting times, they get the product at a better price and Tesco themselves now have a record of what the customer bought and when they bought it.
Cost-saving technologies reduces service levels such as automatic self-checkouts hence this is also considered a touch point which is easy to use and customer friendly saving the customer time and money whilst saving Tesco a member of staff and reducing costs in resources. 
Contact between the firm and the customer at certain points in the customers experience are called touch points (Homburg et al. 2015; Schmitt 2003).
Touch points must collect and report in an up-to-date database which should be secure whilst keeping above GDPR regulations. 


What is human touch?
The science of touch suggests that we need connect with people on a basic physical level. To deny touch is to deprive ourselves of some of life’s greatest joys and comforts.
If for example you are buying a clothing item it is suggested that until you can feel the material around, you or you can touch it it’s a completely different experience as in compared to ordering it online unless you have previously bought the same product. 
Human touch is important and interaction with staff at a store is sometimes seen when although self-serve checkouts may be empty customers will still wait to be served by a human member of staff so social and physical interaction can take place.
Human touch is still very important in the supermarket scenario and suggests that it will still be around for a long time yet.

Who came up with the idea and how?
Tech touch or self-scan checkouts was originally the idea of David R Humble and was invented in the 1980’s called check robot.
The idea came about when a service clerk was scanning the goods at a very slow pace thus frustrating the man standing in front of Humble, who lost his cool, who then grabbed the scanner from the clerk and began scanning the items himself. 
Humble then thought why the customers couldn’t scan their own items, getting rid of any queues, however at the time it was not considered new as vending machines had been in operation for a while. 
Does Tesco use it? 
Tesco first started using NCR Self SERV Checkout in the UK in 2002. 
They were very popular with customers who found them quick and easy to use. Over ten million Tesco shoppers now use them every week in the UK.
Rick Chavie, NCR’s vice president of retail marketing at NCR, comments, "Shoppers throughout the world are now demanding the speed, convenience, privacy and control offered by self-service solutions. As a result, we are seeing a rapid acceleration in the adoption of NCR Self SERV Checkout."
"This technology is helping retailers not only boost customer service levels and overall store experience, but also contain operational costs as they continue to innovate with a growing array of products in store, online and mobile shopping channels."
This shows how innovating the shopping experience can create a win win situation for both the consumer and the supermarket although Tesco do still use manned human checkouts for customers with bigger shopping trollies. (NCR Corporation, 2021, online)
How does it correlate to CRM?
TESCO focuses on strategies with the objectives on customer retention by promoting customer loyalty schemes and attracting more customers. 
Customer loyalty programs, TESCO has been successful in increasing the Target Customer base, achieving customer reliability and loyalty at a higher degree. (My Assignment Help, 2021, online). 

· To identify the profitable customers and reward them for their loyalty towards TESCO.
·  This practice is one of the best examples for acquiring customer relationship management 
· Data mining tools and software to facilitate easy purchasing of Repetition products

The areas for launching the customer club card program are 
· Knowledge and understanding the customer’s and their individual requirements and preferences
· Communicating with customers with more simplicity. 

TESCO introduced a loyalty program based on the key focus areas. As a test run to gauge the loyalty program, it decided to run the club card in three stores. To get more impressive results, TESCO teamed up with Dunnhumby and conducted a test and learn approach in their global chain of 12 stores and then introduced the TESCO club card program for profitable customers. (Khan, 2021, online).  The Clubcard system entices customers by them receiving points for every pound they spend instore, on fuel and other areas within the company these can in turn be used as vouchers for discounts in store and vouchers for fun days out as well as discounts on products in-store. Tesco have now also introduced surveys for customers to take to get feedback and reward them for doing these by offering 25 points. Tesco have also teamed up with third parties to offer three times more points for use at other premises such as meals, days out, travel and even fun and entertainment,Tesco.com (2020).





















Customer Experience and Brand Experience
What is customer experience?
Customer experience is how they interact with the company, and it is also defined sometimes as the customer journey. Schmitt (1999) was one of the scholars who emphasised the importance of customer experience. 
Pine and Gillmore (1998) stated that creating strong and lasting customer experiences in today’s market is essential although management has been slow in developing this in marketing. The customer journey is now very complicated as multiple channels and touch points are now used for interaction.
The recent explosion in touch points has made firms integrate multiple technologies to achieve the best results. The Marketing Science Institute (2014, 2016) suggests customer experience to be one of the biggest research studies in the years to come. 
Schmitt (1999) suggests five types of experience from the customer are experienced sense, feel, think, act, and relate. Many scholars generally agree with the basic concepts of customer experience, and this is a complete purchase journey. It could be said that Tesco do also use the RAVE synonym as Respect – Appreciate- Value -Everyone in their ideology. (Lemon and Verhoef, 2016). 
What is Brand Experience?
Brand Experience is essentially a brands identity that is conceptualized as logo, branding, jingles, communities, stories associations with stars whilst other brands are known for reliability or trust and even political views. 
It is a marketing strategy to entice or hold customers to encourage or use their products or their brand. Companies try to influence users through needs and emotions also. 
Brand Experience is also about orchestrating a message, selecting, and applying effective touch points with distinct execution. 
In the modern-day brand experience is considered experiential marketing a sensory experience that would bring a user in to a long-lasting relationship with a brand through multiple channels such as social media digital platforms and mobile phones.
Brands can create empathy, engagement, wider reach, trust, inspiration and enable real time feedback. In short this suggests that branding is the new marketing and that companies should be looking to this in the future if they wish to increase brand awareness. Brand experience should always be measured to achieve the best results. 

Who came up with the idea?
Brand experience is something which has developed as technology develops but has been around for many years and is defined by many different scholars such as Schmitt who may be considered an authority in this subject. 
Technology and audio-visual media played a key part in branding in the early days of development and current technologies and social media are further developing branding in the coming ages, (Basuthkar,2020,Online).
Do Tesco use it how/ why / why not?

“The times when Tesco thrives as a business are when it puts its customers at the centre” (Bellini, 2019, online). Alessandra Bellini was Tesco’s chief customer officer. This is how he managed to turn the brand in to what it is today. Effective communication with customers and making a positive impact in communities was what helped the brand to get where they are today.
Credibility trust and value are some of the core values they used in achieving their aims or goals. Originally, they used to use green shield stamps in the early days which today in the current market is comparable to the Clubcard which is a high-tech version of the early days. 
In 1997 Tesco launched the checkout campaign with a 1-million-pound budget which was considered a phenomenally successful campaign through tv adverts and double page spreads in newspapers. In 1995 they signed actress Prunella Scales for Every Little Helps campaign and for 20 adverts and in 1999 they overtook Sainsburys as the UKs biggest Supermarket. The campaign in 2017 was called Love food stories and was to engage customers. In 2019 they celebrated 100 years of Tesco with prices that take you back and used nostalgic affection from tv characters of the past. (The Grocer, 2019, online) 

How does it correlate to CRM?

In the case of Tesco and CRM systems a survey pointed towards the top 5% of Tesco’s customers account for 20% of the total sales. Their CRM program segregates customers on their spend in the stores. This helps Tesco plan what these customers are likely to spend. They also have the Clubcard system for points and offers on products also including environmentally friendly bags for which customers would be rewarded whilst reducing their environmental footprint. 

Their CRM system has given them the best market share helping to increase profits and popularity by also addressing social concerns. 
In all the customer, brand and marketing are becoming uniform using the mix of Culture, demographics, and Family. 

[bookmark: _Hlk88155730]This is a very innovative way of moving the company forward using multiple branding and customer experience to help build their success over many different platforms also enabling them to increase brand awareness and attitudes of customers towards them. 
Sustainability in customer services and its components

Sustainability is how a company would react to its customers on a long-term basis and how it would sustain this in other words how the company reacts to renewable or sustainable sources help the environment or reduce their carbon footprint. (Chandler and Lusch, 2015).

Components of this could be how they are linked to the end user such as using eco-friendly bags, using sustainable farmers, and sourcing products from socially responsible sources.

These components can be then in turn used in marketing and advertising which would then in turn promote how socially and environmentally responsible Tesco’s are thus telling the customer the story of Tesco and how they are adapting and changing to become leaders in sustainability, environmental issues and fair-trade as examples. 

This Impacts customers in a positive way as they will be more likely to use the supermarket based on morals and values.

According to Lemon and Verhoef (2016), customer experience is a multidimensional construct focusing on a customer’s cognitive, emotional, behavioural, sensorial, and social responses to a firm’s offerings during the customer’s entire purchase journey.
This could be said for many Tesco’s customers as shown in previous years their sustainability policies seem to be working and growing the firm as time ensues. 
Tesco have managed to cope with this to date by also implementing Porters 5 forces as seen in the appendice Figure 2. 

Quality and its components 
According to Kotler, et al, (2017, pg. 231): “Quality can be defined as ‘no defects’” This means that quality can be built into the production process from the very beginning. This then helps the companies who produce the products to make sure their products are worthy of selling. 
Customer-centred businesses go to extra lengths in creating customer value and satisfaction. Quality could also be defined as a product or service which is supplied to the customer that is free from defects and constraints as Tesco are now doing with the everyday range. 
Some of these components can be defined through a SWOT analysis as in the appendice Figure 1. 




Quality Models to help improve CRM within Tescos

One Model or theory by Dr Juran who is considered one of the foremost experts in the world on quality and his trilogy on quality which include planning, control, and improvement. 
Planning could be defined as providing products or services that meet customers needs. 
In the quality planning stage, customers’ needs and development of products or services is where Tesco could improve by simply finding out more about knowing what the customer wants would help them to develop more products that customers would buy by using Juran’s theory to plan, control and improve. 
The TQM or total quality management process by Juran however was criticised in July 1994 by the Academy of Management Review who pointed out whilst these approaches have met with success their failures have been even greater. (Reger et al, 1994). 

 Quality Control is where inspection and prevention of things getting worse comes in. 
Phill Crosby (1979) is also another model, and he argues that businesses should pay attention to customer requirements and prevent product defects in other words as the quote below suggests.  
[image: Top 30 Phil Crosby Quotes (2021 Update) - Quotefancy]
Crosbys model defines quality as conformance and non-quality as non-conformance. (Schmitt 2011);

Crosby suggests that it costs more money when quality is not achieved compared to costing just money when it is pointing out that if you do it right first-time quality is free. 
His basic principle could be quoted as prevention is better than cure or Quality is free when it’s built in, however it could be argued that quality is not free even when it is built in as it may cost you to retrain your staff get better equipment or use higher grade materials to solve issues.  (Berry et al, 2002; Stuart and Tax 2004);
Tesco have used this theory in the past by axing higher paid managers and introducing more lower paid team leaders but still could improve on this even further by using Crosby’s Model to ensure quality through measurement, standards, and training staff how to control these issues in much more detail. 





Conclusion and Recommendation
From the findings it has been found the Tesco introduced on demand CRM technology to help customer experience expanded for people buying from the retailers stores or website using Clubcard’s. This helps Tesco see what their customers are buying on a regular basis and help identify future trends. However, it could be argued that while club cards have helped Tesco expand greatly, they could still further enhance the CRM policies to engage customers more possibly through social media and new technologies. While a lot of Tesco's customers use social media, Tesco can find out whether their relationship with customers is going good by holding surveys, on apps which are most likely used by the younger generation such as Instagram. Tesco's can hold polls to find out whether there's anything they can improve on, as this also gives the customers the chance to voice their opinions and give feedback on sustainability. 
This assignment has discussed tech touch versus human touch, what the ideas are and who came up with them, as well as discussing whether Tesco uses it and how it correlates to CRM. This assignment has also discussed customer experience and brand experience and who came up with the idea, as well as Tesco using it and how it correlates to CRM. This has included an investigation of sustainability as well as a critical discussion of two quality models, which help improve CRM. 
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Appendices

Figure 1. 
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Table 1 A Summary of SWOT Anslysis

Strengths

~Strong brand rame and ich history.
~Strongfinancalperformance.
- Highly recognisable and recalabl brand.

Weaknesses

~Tesco's market shareinthe UK i shinking.
~The lack f lesbilty.
- Product qualty ssues

Opportuniies

- Strategic allances with other companies and
brans.

~Further divesification of the product range
~The launch of a discount chain.

Threats

~The ising threat from German discounters.
~Competitor’ rapid growth

Tesco's nabiity to adust s supply chaintoa.
post roxitenvironment.

‘Source: ordan 2018, .1); Deloite (2018, .19)
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Table 2: Porter's Five Forces

~Too many supplerstoselct from.
Powerof Suppliers | Low | ~Tesco caneasiy bargain price due to the scope and scaleof ts
operations.

~Low switching costs for comsumers-

 Tesco serves around 80 millon customers weekly

~Small convenence stores re the man threat.

~Tesco's operaions cannot be afected by smallshops.

~Figh oty Barrers.

~The market is dominated by seveal lrge companies.

“Many comparies compete over price, products, and promations.
~The market s saturated.

Power of Customers | High

Threatof ubstittion | Low

Threatof New Entry | Low.

Aivaly High

Source: Tesc (20184, p.1) Smithers (2018, p.1) Tesco (20188, .16)
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