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[bookmark: _Toc86418452]Introduction 
Customer relationship management is the technology that helps in managing the relationships of the company and helps in improving interaction with the customers (Klaus and Maklan, 2013). This is beneficial in connecting with the customers and improving business relations. This helps in gaining insight into the customer’s behaviour and modifying the operation of their business for ensuring that their customers are getting served in the best way (Klaus and Maklan, 2013). This report will create an understanding of the emerging themes in the customer experience and their impact on customer relationship management. This report will investigate the customer experience of Tesco Plc. The report will be based on customer relationship management in the context of Tesco Plc. 
Tesco Plc is a multinational general and groceries merchandise retail company in the UK. Tesco is a public limited company. The company was founded in 1919 by Jack Cohen. The headquarters of the company is in Hertfordshire, England, the UK. The company used to serve its products and services in the United Kingdom, Czech Republic, Hungary, Ireland, etc. Tesco is the third-largest retailing company all over the world. Ken Murphy is the CEO of the company. Tesco has a supermarket, Superstore, a convenience shop, etc. They have incorporated various stores in more than five countries. The company has employed around 423,092 employees in 2020. The operating income of the company was about £3.005 billion and their revenue was around £64.760 billion. 
[bookmark: _Toc86418453]1) Customer experience of Tesco Plc
[bookmark: _Toc86418454]1.1) Tech Touch v/s Human Touch 
Tech-touch is an effective and efficient way of delivering high value to the customers which help in improving customer experience. Tech-touch means when there is very limited human interaction with the customers of the company (Wei, Torres and Hua, 2016). The interaction and check-ins are managed by automation or software in technologically advanced companies. This helps the customer feel more valued. Tech-touch is the automated set of processes that are completely driven with the help of technologies. Adoption of technology and automation helps in improving the customer experience at a low cost (Wei, Torres and Hua, 2016). This is also beneficial for the company as it helps in reducing production costs and increasing production capacity. 
Whereas Human-Touch introduces creativity that helps in producing creativity. Innovation and creativity are unique human Characteristics and it helps in adding value to the products and services of the company. Tesco Plc must allow their employees or staff to introduce new products with creative ideas as it will help in improving the production of the company (Flagg and MacLean, 2013). Everything cannot be done with the help of technology. Businesses or organizations must need to have human force as they help in providing creative ideas for producing new products with improved changes as it will help in attracting more and more customers. Human-Touch refers to the touch in customer service that means empathy, flexibility, and respect which helps in proving an effective customer experience (Flagg and MacLean, 2013). Almost 40% of the customers explicit prefers to take better and effective human service. With human touch, the company or organization will be able to connect more with the customers and it will help in increasing customer loyalty among a larger audience. 
Though digitalization has become the most important part of the growth and development of any company or organization, the human touch plays a vital role in growing the company as they can understand the needs and wants of the customers and can provide ideas to produce products according to needs and wants of the customers (Flagg and MacLean, 2013). Tesco Plc uses both technology and human force as both plays an important in the growth and development of the company. Human force such as employees or workers helps in providing unique ideas for improving the products and technology helps in producing the producing those products effectively. Human touch helps in providing better customer service but technology is not efficient in providing customer service (Wei, Torres and Hua, 2016).
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Impact human-touch and tech-touch on customer relationship management 
Customer relationship management is the technology that helps in managing the relationships of the company and helps in improving interaction with the customers (Tao, 2014). It is a fact that the human touch can help in proving a better customer experience. The human touch in customer service helps in making a long-term relationship with the customers that further helps increase the profitability of the company. Employees of the company can easily interact with the customers that help in making better relation among the customers of the company (Tao, 2014). They can provide services and can take feedback from the customers so that they can make improvements in the products of the company as per the feedback given by most of the customers but technology cannot do this. Though technology cannot work as humans but still tech-touch becoming more important for the growth of the company as it helps in increasing the production capacity of the company. This helps in reducing the cost of production that attracts more and more customers towards the company. Nowadays, the customer prefers to buy products from a company that provide high-quality products at low prices so technology can help in proving better customer service (Tao, 2014). Customers also prefer to buy products from digital platforms as it saves their time and provides home delivery options for the company. At last, it can be stated that the human touch is more helpful in building relationships among the customers and it also helps in increasing customer loyalty for the company whereas tech-touch can only provide better customer service but cannot help in building relationships with the customers (Soltani et al., 2018). 
[bookmark: _Toc86418455]1.2) Brand experience and customer experience 
Brand experience means how the consumer or users feels while engaging with the brand. The brand experience changes and is subjective when used by different people as every individual have different and perception, preferences, and experience about the brand (Iglesias, Singh and Batista-Foguet, 2011). Brand experience helps in attracting customers and making positive perceptions about the brand. This is necessary for the company to check how the experience relates to the other branding elements such as brand voice and brand identity. This is one of the best ways to understand the brand experience. This helps in knowing that how the brand is experienced by the existing and potential customers of the company. Tesco should focus on using the concept of the brand experience as it will help in knowing the different perceptions of various customers about their brand (Iglesias, Singh and Batista-Foguet, 2011). The company can use different elements that can help in improving the brand image and brand experience of the company among larger audiences in the supermarket such as brand design, user experience, customer support, brand voice, brand image, etc. these elements can help the company in improving their brand experience. 
Brand experience can help improve better customer relations among larger audiences. Effective and better brand experience can help the company in increasing customer loyalty and it will build effective relations with the customers of the company (Iglesias, Singh and Batista-Foguet, 2011). The company should focus on the making brand experience memorable for the customer so that it leaves a positive impact on the customers so that it will make them visit again. This positively impacts the customers. This can give a positive and memorable experience to the customers but it may give a negative impact negatively on the customers of the company as every customer have different choices and preferences which may reduce the number of customers of the company (Soltani et al., 2018). So, the brand experience can impact positively or negatively on the customers of the company. 
Customer experience is sensory, cognitive, affecting, and behavioural consumer response. Customer experience is the sum of the interaction of the company with its customers (Lemon and Verhoef, 2016). It is important for every company to provide a better customer experience. This will also help in improving customer relations with the company. Tesco focuses on improving customer experience by producing products as per the needs and expectations of the customers and they also make efforts for making the products and services accessible for their customers so that they have better customer experience and it will help in building better relationships with the customers of the company (Lemon and Verhoef, 2016). Customer experience has a huge impact on customer relationship management as it helps in building a strong relationship with the customers of the company.
It recommended to the company that they should focus more on tech-touch as it will help in increasing the production capacity of the company and it will further help in meeting the needs and demands of the customers (Lemon and Verhoef, 2016). tech-touch will help in making the products more accessible for the customer which will help in building better customer relations. Tesco Plc should also emphasize improving customer experience for building customer relations and customer loyalty (Lemon and Verhoef, 2016). The company should produce products as per the expectations of the customers as it will help in increasing sales and profitability of the customers. 
[bookmark: _Toc86418456]2) Concept of ‘quality’ 
Services and product quality and customer satisfaction consist as essential concepts in the corporation, for the improvement of profitability and stability of the company. Quality terms emphasize the comparison of customer perception and product and services performance. Good quality of products and services is useful to fulfil the needs and desires of buyers (Fulton, Miller and Otte, 2012). This is useful for the organization to effectively meet customer expectations. Development of the business reputation is chiefly depending on the quality of products and services. The main purpose of a quality management system contains similar quality while management performs their tasks, control, information, skills and information are effectively used and apply in effective ways (Baumstarck et al., 2012). The concept of quality management is effectively utilized by the organizations to offer the quality of services and products i.e. useful to effectively satisfy customer preferences and requirements. In simple terms, this is a useful technique that is used by organizations to provide quality services and goods to customers. Customer satisfaction and services quality is creating positive relationships (Fulton, Miller and Otte, 2012). Service quality is effectively meeting the expectations of customers related to products and services.  Quality of products and services plays an essential role in creating a brand image and it develops customer relationships which aid to increase loyal customer base. This can be used by Tesco to increase customer satisfaction by proving effective services (Giraldo, España and Pastor, 2014). Tesco can provide quality services to gain a more competitive edge in the market and compete with their rivalry. 
[bookmark: _Toc86418457]2.1) Two quality models supported by the company 
TQM or Total Quality Management 
Total Quality Management can be expressed by the continual procedure of reducing and identifying or eliminating emissions in manufacturing. This is used by retail organizations to streamline supply chain management, develop the buyers’ experiences and make sure that staff members are up-to-speed with training (Corredor and Goñi, 2011). Total quality management purposes to keep customers and clients through engagement in the supply process answerable for the overall quality of the final services and procedure. TQM (Total Quality Management) theory was given by William Deming who was a well-famous management consultant. This theory chiefly based on the process standards and guidelines reduce errors when Six Sigma looks to decline defects and chances of defects (Corredor and Goñi, 2011). In simple terms, TQM is considered as the ongoing procedure that includes reducing, eliminating and detecting chances of errors. This is effectively used by retail organizations to provide quality products and services in good condition. The manager of TESCO can involve this model in their supply chain management by improving their ongoing procedure and making sure that staff members are trained in their field.  This model is mainly focused on the development of quality of product and services that help to valid good relationship with buyers and it assists to provide quality of outputs (Tennant, 2017). Quality of products and customer expectations can effectively develop through the continual development of internal activities.   
The basic principle of Total Quality Management is focused on the customer-focused procedure that means customer concentration on the constantly developing business operations and it strives to make sure all associated staff members work towards the main objective of developing the quality of services and goods (Tennant, 2017). This plays an essential role in order to generate higher income by providing quality products and services. By using the TQM model, TESCO can effectively improve their supply chain management and involve quality management at all levels of the organization those inverse customer relationships. TQM or Total Quality Management is one of the effective theories used by the various retail organization in the UK who utilized this theory for developing procedures of improving the quality of the final product that hand over to customers (Tennant, 2017). It is also developing internal practices of TESCO to effectively communicate with staff members. This theory is more significant for improving TESCO to address potential customers and create a loyal customer base through providing quality of product and improving internal practices to efficiently communicate with staff members (Sadikoglu and Olcay, 2014).  This theory is more significant to build good relationships with the regular customer and address potential customers through improving internal practices and quality of final goods of TESCO.  
Apart from this, this approach has a few drawbacks that affect its working effectiveness such as difficulty in applying needs to wider commitments to develop quality improvement (Sadikoglu and Olcay, 2014). This model is mainly focused on task standardization to make sure consistency discourages innovation and creativity of the company. This approach is involved a large amount of funds and resources that affect the financial position of the company and the result of the TQM approach is obtained after a few months and years which is difficult to manage.  This is time consuming and expensive method that considered some additional costs which are team-development costs, additional training costs, consultant fees, infrastructure development costs and so on (Sadikoglu and Olcay, 2014). The system needs continuous investment in the form of process, refresher training and quality measurements.  
Six Sigma Theory of quality improvement 
The retail industry in the UK has contributed a large part to the economy of the company. The retail industry is a most growing industry at present in comparison to other industries (Antony et al., 2018). Competition in the retail industry is too high which means most of the company wants to provide quality products at a reasonable price to gain a competitive advantage in the market. TESCO is one of dominating retail organizations in the UK and its main aim is to reduce waste and develop the quality of the services and products. By using the “Six Sigma model” in their business, TESCO can deliver the quality of services and products to their customers at a reasonable price and minimise wastage in their organization (Antony et al., 2018).   This model can be used by TESCO to effectively understand the customer needs and wants by evaluating the customer feedback system. TESCO can effectively utilize the five steps of the Six Sigma modal which helps to boost profitability through creating strong relationships with customers. The 1st step of theory is a team of group members can a faulty procedure that concentrates on the analysis of the target and goals of TESCO (Ricciardi et al., 2019). Team measures starting performance is the second step of Six Sigma. Evaluating reasons for failures is the 3rd step of the six-sigma approach. Developing system performance by making strategy is 4th step and the last step is to improve the working method from time to time. This is the useful model used by TESCO to develop customer experience by proving quality products and services (Ricciardi et al., 2019). This model is beneficial for Tesco by improving the working method and building strong relationships with customers. 
The six Sigma model will increase the competitive advantage of Tesco as it is significant to develop customer and organization relationships. This is significant to identify the criteria to measure which means Tesco can use this approach to identify possible threats and lack areas which is the reason for customer switch towards the other organization. This technique is more significant to improve customer experience by effectively communicating with them and providing them with a good quality of product at a good price (Ricciardi et al., 2019). Apart from this, Six Sigma has some disadvantages that affect the process of the company such as it is focused on minute-by-minute and a large amount of data which is a time-consuming method and it is a complicated process. Quality development is generally based on the issues of Six Sigma endorsed policies that forget the main aim of the company (Agus, 2011). The company only apply Six Sigma approach if they appoint those employees who certified Six Sigma institutes to effectively train their staff members and conduct in-house training.   
[bookmark: _Toc86418458]Conclusion 
This report has mentioned about customer experience management. This is beneficial in connecting with the customers and improving business relations. This has also described Tech Touch and Human Touch. Tech-touch means when there is very limited human interaction with the customers of the company and Human-Touch introduces creativity that helps in producing creativity. This has also described the impact of human touch and tech touch on customer relationship management. The brand experience and customer experience has also been described in this report. Concept of quality and its importance ahs been described above. The Total Quality Management and Six Sigma Theory of quality management have been explained in the report.
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