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Introduction
This will be addressing the quality processes of the workplace along with customer service. It has been required for me to contribute my research and investigations with the themes of customer service and how it enhances customer relationship management.
The focus will be on the themes of ‘Tech Touch versus Human Touch’ also ‘Customer Experience and Brand Experience’. This will be demonstrated with the chosen retailer Tesco’s. My aim is to demonstrate the importance of Customer Relationship Management (CRM), along with using my additional evident research from sources of journals, books, documents. This will also reflect on other company’s practices should there be some comparison of practices.
‘An operational management, where Automation becomes a key part of service delivery or sales force management ‘. (Buttle, 2004).
This explains that Customer Relationship Management is a process where a company creates guidelines, their information provided from customers to help improve ways of good customer service and products for the customers. Furthermore, this refers to the organisation retaining their customers through their sales, recommendation adapting customer trends and behaviour. 
The chosen Brand Supermarkets explained in this report will be Tesco’s, this was chosen because I have been a long-term customer to this supermarket from childhood, this has given me a good insight into how they operate with the retaining of their customers throughout the years.
The data is stored and used to supply the best practices for their customers, this is in line with CRM (Customer relationship management).
Therefore, demonstrating that Tesco’s quality models are in line for good practice to offer their customers, the best quality products. The theories will identify how Tesco’s manage themselves as a supermarket organisation. Tesco’s is known as a good brand in the supermarket industry, concluding with my recommendations. 
‘Tesco’s, Every Little Helps, Every Little Helps" the housewife in so many ways. It’s the hundred and one things that we know we can do to make shopping easier for our customers. This is an efficient way for Tesco to train their staff’. (Bamford, Sharpe, 2021).
This represents how Tesco’s presents itself as more than just a supermarket that care for their customers and employees equally, the idea that all staff’s input and work is important to provide the best quality service to their final decisions. 

















1.1 What is the difference between Human Touch and Tech Touch?
Human Touch
‘Helping customers on a human level through various stages of the buying process and lifecycle. It involves a much higher participation, and usually relies on one individual or team within the company to maintain direct, personal, and frequent contact with accounts’. (Wagner, 2019).
Human Touch is important because many customers do not want to talk to machines or deal artificial intelligence, it is comforting for customers to still depend on face-to-face contact, interaction to help them resolve their issue whether it is good or bad. 
Customers want to feel appreciated by their supermarket, a sense of loyalty to shop there, customers want to feel like they are valued as a customer to their chosen supermarket. It is very valuable for the customer to have that human interaction this can benefit their whole shopping experience.
For example, a senior citizen who only shops once a week locally, will have given good feedback because of the welcoming behaviour from cashiers towards themselves, this makes their shopping positive experiences for them to go back to their supermarket. 








Tech Touch
Tech Touch service is about companies providing independent check out services for their customers, it is considered highly useful for customers who want to purchase their items with no human interaction, especially for customers who have a schedule for example, on lunch hours. Tech Touch caters for customers that are loyal to the brand, when companies are using Tech Touch, customers may possibly still request human interaction for help an error should occur, this is done swiftly, and the customer can carry on with their purchase. 
This is a positive outcome for companies like Tesco’s and many other supermarkets who have self-checkout service because customers want to purchase the brand of the supermarket but may not want to have assistance, however the customer can still have an option should they still want to have human interaction. Both Human Touch and Tech Touch share equal value benefits from both prospective from the customer feedback.
Through research Tech Touch at Tesco’s was more popular than it has been throughout the years, due to the pandemic and when the public opened back up supermarkets, this process has benefit Tesco’s because country wide they opened all stores small and large, and provided more Tech Touch service so customers can still shop and be within social distancing which expanded this service. 
CRM (customer relationship management) relates to this because with both receipts purchased whether it is self-service or till assisted service, both customers can gain their club points as a loyalty bonus from purchasing items of their choice. This concludes that Tesco’s will gain their customers to come back due to their offers from the loyalty card. 




Tesco’s
‘Tesco is known for being at the forefront of new technology and communications; and social media presents no exception. Tesco's social media and customer service teams are industry leaders when it comes to social customer service and engagement’. (Rollason, 2014).
Looking over the research at this period, Tesco’s has both positive and negative customer service feedback regarding online and face to face customer service. Tesco’s like many other stores are facing shortages of provisions, due to the global pandemic, however, there has been a highlight of good face to face customer service despite their shortages. 
26% of the customers agree that the customer service ‘Human Touch’ remains 100% positive and will still return to Tesco’s as their favourite supermarket. 
This was included with examples of individuals in small and large areas of the U.K, sharing their daily experiences with positive feedback recorded online via ‘Trustpilot’.











Human Touch at Tesco’s
Human Touch is about companies engaging with their customers through conversation, offering discounts for regular brought items, loyalty bonus buys and termly special offers. Tesco`s was the very first supermarket to offer a customer loyalty card system, this is a very good way in which it encourages customers retain shopping at Tesco`s.
‘Humans, despite the technology- dependent lifestyle, crave human connection. A passing smile, a short greeting and someone to talk to in case there is an issue’. (Khan & Panwar, 2021).
The human interaction at Tesco’s is positive customer experience, from being a regular customer myself, you are greeted when entering, they help you find items if you are unsure, they assist customer service to order items. 
From experience Tesco’s were helpful when products were out of stock, giving an alternative for customers to travel to the next nearest store and reserve products for you as a customer. 










1.2 Customer Experience and Brand Experience
Customer experience is based on the information that you collate from your customers, the company would organise the data in prioritising what their customers like best, with how customers like to be treated, also what items is important for them individually to purchase. 
For example, a customer requires in the weekly shop 6 pints of milk, the company would ensure that milk would be easy access to order in large quantity, the company would offer in this purchase, the more the customer buys in quantity, the discount would go back to the customer, giving the customer loyalty points as a Clubcard member. 
Another example is the good customer service of Tesco mobile, which is good establishment for customers compared to high street mobile sales. 
‘I've bought mobile phones from Tesco for many years and I've always got a good deal, I think they are good value’. (Trustpilot, 2021).
This demonstrates that Tesco’s offer good sustainability practices with their customers, showing consistency in their good quality of products and processes. 
In addition to the information above, Tesco’s creates a good customer service for delivery slots which offers same day delivery service as close to an hour, while still doing your online shopping. This creates excellent brand experience and enables the customer to feel individually priority to get their shopping on time.





Brand Experience
Brand experience is about how the customer feels towards the supermarket as a brand, regarding the quality of their products, analysing the quality of their customer service. 
‘Customer loyalty is more likely to be gained when the customer is won over by both a rational argument, such as lowest price or highest quality, and an emotional bond, such as feeling good shopping at a particular store’. (Cuthbertson, Laine, 2004)
The brand experience adapts with CRM (Customer Relationship Management) because Tesco’s as a brand found a way to cease a gap in the market during the pandemic, by delivering the best quality to their customers in short space of preparation time during the pandemic of 2020. This enabled the customers to build trust with Tesco’s and new customers to join which increased their sales as a brand. 
Tesco’s was the first supermarket to engage on introducing the customer loyalty card, this enables customers to receive points with all purchase whether online or in store, in all categories. 
Points from their Clubcard, transfers into money off vouchers alongside special offers of your regular purchase items. Specific reductions on their regular buys to each individual customer.
 Although Tesco’s has their own everyday value products, they also provide brand name products with exclusive discounts for customers to purchase at an affordable price. For example, Heinz beans, Mcvities biscuits, Cadbury’s chocolate fingers, Kellogg’s cornflakes. These items will be on offer throughout the year constantly give discount to customers, in comparison to their competitors who will put up and down monthly.
Another good example of Brand experience, Tesco’s brand clothing line ‘F&F’ doubled in sales once Tesco’s as a company invested in working with the former producer from ‘Next’ clothing line. 
This example demonstrates that Tesco’s as a Brand wanted to give their customers the best quality and value for clothing, due to this decision they enabled their company to provide good quality clothing. This has helped Tesco’s as a company to expand in their clothing department as a clothing brand. 
‘I have been a Tesco home delivery customer for years. I personally have received an amazing service from Tesco during the pandemic. During this time, I was also able to purchase a delivery pass which is amazing given other supermarkets have totally suspended theirs. I able to get regular slots, they are always on time’. (2021, Trustpilot)
It has been highlighted through the pandemic; Tesco’s was the best amongst other supermarkets regarding their delivery service to their customers. This was ideal for customers who could not attend their local shops. 
For customers to trust what their purchasing through online shopping services, the customer would have to feel reassured from the virtual image of the product they have an interest in. Therefore, the company, in question would have to show different angles online for customer to view all aspects, a good clear view of product, with evident information and description of product. 
‘Since humans react to visual pieces more positively than anything else, services need something which they can show to give a visual entity for the customer to trust’. (2021, Khan, Pawner). 







2.1 A Critical Literature Review On Two Quality Models / Theories That May Assist A Supermarket Brand (Organisation) In Improving Its Customer Relationship Management
The first Quality Model that I feel Tesco’s adapted in their customer relationship management is Crosby’s Theory, this will be followed by how Tesco’s adapted Juran’s theory.
Crosby’s Theory
‘In his book Quality Is Free, Crosby makes the point that it costs money to achieve quality, but it costs more money when quality is not achieved’. (Abulmadjd, 2007).
‘When an organization designs and builds an item right the first time, quality is free’. (Fung, 2007).
Crosby’s Theory was established with the belief to provide quality products first time, meaning if the company produces their product with good quality the first time round, they will not have to return to the drawing board and plan again, due to not considering all the areas to produce quality products.
As well as Tesco’s selling brand name products for good value, Tesco’s also provides their own ready-made meals called ‘Tesco’s Finest’, giving customers more than one option of good quality products whether commercial or their own. 
For instance, ‘Tesco’s Finest’ was adapted from their café food, having used Tesco’s café for many years, the food is always made to order, to be as fresh as possible with good presentation, they’ve managed adapt their catering in café to be equally perfect sustainability. 
This demonstrates how Tesco’s has adapted the theory of Crosby when it comes to creating the right, top quality product first time round. 
Relating to the example above, this demonstrates Tesco’s working and providing to make products with giving the best quality without products showing any errors or issues when being produced. 
‘Quality starts with prevention - defects should be prevented rather than found after the fact. By preventing defects and other obstacles to quality, companies save money’. (Bright Hub PM, 2010).
Managers at Tesco’s have organised a structure where they have directors to inform the heads of department, the head of departments follow on to inform employees of all the procedures within their products in the individual department. This keeps all the employees as part of the company, including all decisions when producing products.
This is portrayed in many of Tesco’s department giving the idea of creating quality products for their customers. Tesco’s demonstrating that what the customer needs matters to Tesco’s management.
Tesco’s as a company has built a positive relationship not only with their customers but also with their suppliers, this shows how much they care about all areas of the business to keep their positive quality as a supermarket retailer. 












Dr. Juran’s Theory
‘The Juran Trilogy, also called Quality Trilogy, was presented by Dr. Joseph M. Juran in 1986 to manage for quality’. (DeFeo, 2019).
Juran’s theory explains how a company should approach establishing the quality of their products in three ways (trilogy) which breaks down; Planning, Improving and Controlling. 
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Quality planning, Planning is to produce the best quality products for the customers to purchase with good value for money. Quality improvement and quality control; this determines the customer’s needs; the company would have to establish their quality goals to meet the standards of what the customer needs. Following with improvement is for the company to prove that their products are made effectively under operating conditions, the company brand would have to provide planned strategies to remain top quality products. 
A prime example of Juran’s trilogy being applied in their products is established in their mobile department, this includes providing top quality phone models, with affordable contracts that are suitable to match the high street prices, giving the customer a quality android mobile with the best affordable price. 


This theory is shown through Tesco’s clothing department where they made it priority to hire the best fashion designers from their competitors to produce the best quality clothing line. In evident research it shows Tesco’s head hunted one of the best High Street designers of the 21st Century at the time, hiring Richard Price in 2005 from Next and Bhs, who were extremely cross due to Tesco’s offering hire salary pay because they wanted top quality clothes produced for their brand.
Tesco’s offered customers affordable quality clothing for all the family. They continue to provide good quality clothing, with consistently hiring the best designers. This demonstrates Juran’s theory of improving with the fashion department in order to control the best sales targets from their customers.
However, there have been concerns with a few Tesco expresses not meeting the sustainability process, in terms of offering the best lunch deals. This was due to a public announcement that the food being purchased had reached used by date, this was still on shelves, which was caught by trading standards, and fined. 
‘Tesco blamed 'human error' of individual staff and said these examples were isolated incidents. They argued the items were 'safe' and that the 'use by' date simply served a 'brand and quality' function. But, Tesco Stores Ltd admitted 22 charges under the Food Safety and Hygiene Regulations. Tesco was fined £7,560,000 and ordered to pay £95,500 in prosecution costs as well as a £170 victim surcharge’. (ITV News, 2021).
This demonstrates that certain managers regarding Tesco’s Express, by the management not following any form of management theories, they may have lost customers which highlights the customer engagement management process is not in place. These actions show they did not highlight to focus on building positive customer relations.  



Conclusion
In summary from this report after analysing both theories, Juran’s theory did not seem that it would achieve in the long haul, as it was evident managers managing the Express stores, were highlighting that they cared more about the profit than keeping a high standard of excellent customer relations, so total quality management has not been achieved overall. 
Recommendation
After analysing this report, it is recommended that Crosby’s theory should be applied throughout the Tesco’s establishment whether it is a supermarket or express. 
This is because due to the evidence shown all departments and shops should aim for total quality management which will enhance excellent customer relationship management. Furthermore, there was more positive highlights of customer service as well as customer relationship management both in Tech Touch and Human Touch, which achieves in their sustainability. 
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