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[bookmark: _Toc88954912]Introduction
Customer relationship management (CRM) is considered to be the combination of different strategies, technologies, and practices used by companies to analyse and manage customer interactions (Kumar and Reinartz, 2018). It is the data collected throughout the customer lifecycle process that allows the companies to maintain customer relationships. At some points of the CRM systems are used to compile the consumer data with the help of different channels or points of contact. It is observed to be between the company and customer, which is included within the website, live chat, direct mail and social networks. The RM systems can also be given to the customer-facing staff members, which have much detailed information. It is mostly on the purchasing history, concern and buying preferences that the consumers have. The purpose of the report is to analyse the utilisation of customer relationship management by Marks & Spencer Food to fulfil their customers' demand and meet their expectations.
[bookmark: _Toc88954913]Customer Experience of M&S Food
[bookmark: _Toc88954914]Tech Touch versus Human Touch
Human touch and tech touch are two different approaches that are continuously used for pitying upon each other. Some companies have transitioned from high touch to low touch where the scaling factor is considered in businesses, from the low to high in businesses that are sick in spending too much time and effort (Lee, et al.,2017). Customers often find it to be quite a resentful and avoidable factor that the company uses.
Technology is used to innovate the service offerings when it focuses on too many people. When customers cannot receive the right attention they deserve, the tech touch concept is used to deliver the services accordingly. But when big companies adopt the tech touch and depend upon it solely, it is often seen that the customers feel as if they are neglected and often show a reluctant attitude when it comes to purchasing. Also, technologically challenged people do not get the urge to show their positive attitude in purchasing when they are not habituated with the purchasing process (Brochado, Rita and Margarido, 2016). This is when big companies like Amazon, M&S Food, etc., failed to please their audience by relying on technology and not showing direct interaction with them. When adopted by M&S Food, it is a combination of both when adapted by M&S Food, took a positive turn in customer relationship. Even when self-checkout systems allowed customers to do a checkout on their own, employees also provided physical assistance to make the service much more convincing and attractive.
On the other hand, the human touch always works wonders as the customers' perception can be understood, and the entire conversation can be handled accordingly. But technology can't do the same, so successful businesses like M&S Food thought of utilizing both and coming up with a much stronger and more effective customer service solution (Rigby, 2018). M&S Food has surprisingly used innovation to elevate their service and not only rely on technology to do the entire work. Making the entire service process much more appealing is possible when there is a touch of both human and tech blends (Jennifer Arcega, et al.,2020).
[bookmark: _Toc88954915]Customer Experience and Brand Experience
Customer experience is a crucial factor that every business considers so that they can perform effectively in the industry and create a strong position for themselves. It is identified that the customers often respond to the type of service they receive directly from the employees. Live interactions done with the help of communication is much more appreciated and given responsibility to (Lemon and Verhoef, 2016). Customer experience is also known as CX, and it is considered the holistic perception of the experience on the brand or business. It is CX that result in every interaction of a customer that they have with the businesses. Everything from the navigation of the website to the talking of the customer services and receiving product services, everything influences the customer experience (McColl-Kennedy, et al.,2015). It is the entire purchasing process that keeps the customers enlighten if they receive everything. Through each of the steps of the purchasing behaviour, a customer gets a better highlight of the product or service. M&S Food is a food retailer which focuses on selling fresh and retail items to its target audience(Rigby, 2018). It has strived to perform extravagant results through proper customer service delivery, even new in the industry.
It is the customer experience that helps a brand to build its position. The customers get to experience what a company is offering when they buy it and purchase it. It is the brand image that a company creates, which is why the consumers have a certain expectation (Hoyer, Kroschke, Schmitt, Kraume and Shankar, 2020). Once they receive what they expect, an image is created in front of them, and that states whether they are satisfied or not satisfied. The brand image is what a company feels assurance of while they compete with others. In the case of M&S, the brand already holds a very strong position in the retail industry, due to which their image is good in front of the people. Since they have received good service and had a positive experience, they certainly have an expectation that they wish to receive from M&S Food. While they visit the place, the level of service they receive meets their expectations, creating a brand experience(Rigby, 2018). Wheat they have thought of the company as a brand, they have got in return, which turned out to be a positive brand experience in the case of M&S Food (Rasool, Shah and Tanveer, 2021).
[bookmark: _Toc88954916]Impact of the identified trends on customer relationship management
Client experience is a pivotal component that each business thinks about so they can perform adequately in the business and make a solid situation for themselves. It is recognized that the clients regularly react to the sort of administration they get straightforwardly from the workers. Direct connections at M&S Food, finished with correspondence, are significantly more appreciated and given attention to. Innovation at M&S Food is utilized to enhance the help contributions when it centres around many individuals(Rigby, 2018). At the point when clients can't get the right consideration they merit, the tech contact idea is utilized to convey the administrations as needs are. However, when huge M&S Food embraced the tech contact and relied on it exclusively, it is generally expected that the clients feel as though they are disregarded and frequently show a hesitant demeanour regarding buying. Human touch and tech touch are two distinct methodologies that are ceaselessly utilized for enhancing customer experiences. M&S Food has changed from high touch to low touch where the scaling factor is considered in organizations, from the low to high in organizations that are wiped out in investing an excessive amount of energy and exertion(Rigby, 2018). They have even added self-checkout systems such that the customers do not have to stand in a queue, but the majority prefer a normal checkout system except for some. It is the client experience that assists a brand with building its position. The clients get to encounter what M&S Food is offering when they get it and buy it (Khan, Rahman and Fatma, 2016). It is the brand image that the organization makes, which is why the shoppers have a specific assumption. When they get what they expect, an image gets created before them, stating whether or not they are fulfilled.
[bookmark: _Toc88954917]Recommendations
Given below are some of the recommendations that M&S should take in order to improve their customer service relationship even further:
1. Using tech touch and human touch simultaneously, people know about the innovation and appreciate the simplicity of the services that the brand still holds and delivers. Technology is always not convenient for everyone, so using human resources who will be assisting the people with the technology seemed much more efficient when it comes to providing quality customer service.
2. Using social media as a communication tool for getting feedback and knowing and identifying the problem they have faced. With their bad experiences, the company can improve. They can also get back to the audience to offer them further assistance such that their thinking towards the company changes, and there is still a chance of building better scope of business with the customers.
3. Create a help desk that is not in one corner but at the front of the store, especially the place near the billing counter or just in front of the entry, where the customers can see the customer support right away. It will allow the people to go there, in case of assistance and difficulty. Such a layout creates more level of transparency and better chances of communication.
[bookmark: _Toc88954918]Literature review of two quality models
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The CRM value chain is considered a high-level model developed by Michael Porter as it is used for the identification process of the business that is used for the development of the end service or product of the customer(Ruivo, Oliveira and Mestre, 2017). It is the goal of the model that helps in prioritizing and identifying the most valuable activities set by the company, and it further improves the entire methods and processes which can be used for gaining competitive advantage. The CRM value chain is a frequently applied model when it comes to considering the principle that customer relationships hold(Kumar and Reinartz, 2018). The CRM model is observed to consider all the activities and stages required for building a relationship that is present or supposed to be present with the customers.
Primary Stage:
In the primary stage, five processes help to enable a strategy successfully. Each of them is discussed below:
1. Customer portfolio analysis – It is similar to that of the IDIC model. It is the first step that is considered in the value chain model as it is used for the analysis purpose of the customers such that they identify the SSCs of the business. The analysis stage helps the organization understand their consumers so that they can come up with a way that allows them to address the demands and expectations(Ruivo, Oliveira and Mestre, 2017). It helps the companies use maximized strategies since they know their customers, and it helps maximize their lifetime value.
2. Customer intimacy - The next step that helps engage with the customers and build a database filled with information. At each of the touchpoints, organizations will be showing their intention of collecting data through different interactions(Kumar and Reinartz, 2018). It is done to conduct a better understanding of the customers and serve them accordingly. It is better to know the customers since it allows the organizations to retain businesses for a longer period.
3. Network development – It is the network of a business that helps in including all the entitles and people who are involved with the value chain. This includes the partners, investors, suppliers, customer service, etc. The goal of the stage is to utilize the customers' data to inform different processes present at each level of the network system (Hassan, Nawaz, Lashariand Zafar, 2015). Because of this, the entire system works as one such that they get to optimize the expectations of the customers.
4. Value proposition development – The method is armed with data on customers and interaction data. With the help of this, the organizations can create value by targeting the right set of customers (Nyadzayo and Khajehzadeh, 2016). It is the idea of shifting the focus from products to one’s service, which is used to reduce different processing costs. This is where the company can certainly create value for the customers and present it in front of them.
5. Relationship management – It is the last stage that is included in the vale chain model. The stage allows businesses to manage their customer lifecycle (Kumar and Reinartz, 2018). The entire process includes the evaluation of the business methods and the structure of the organization. The methods are used to help in managing retention, customer development, and even managing acquisition.
Support Stage: 
Different supporting conditions are necessary for handling the customer relationship function. The five supporting stages that are used for the strategic processes of the primary step:
· Leadership and culture
· HR management processes
· Organization design
· Procurement process
· IT/data management processes
It is used for developing and creating the underlying conditions that will support the successful CRM value chain implementation(Ruivo, Oliveira and Mestre, 2017).
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IDIC model is a part of customer relationship management that Rogers and Peppers Group developed. They have considered it a generic blueprint that can be used to implement the CRM models required in different types of situations. IDIC model consists of four stages, which stands for identity, differentiate, interact and customise (Lee, Yew, Chew, Chee, Hiewand Wong, 2020). It is a vital process that is taken into consideration when it comes to the context of CRM. The given situation is most expected to handle different scenarios with the customers that help prevent the uncertainty of relationship with the brand. Each of the stages considers vital points, due to which the model allows the customers to enjoy the uniqueness that is customised and presented as per their expectations.
Identify: It is the first step where the customers are identified. The stage consists of a set of target audiences that will help the business accomplish the information collecting processes like the name of the customers, their address, age group, purchasing pattern, and other histories. Each point considered within this stage is utilised for strategy generation (Deszczyński, 2018). The goal is to collect much data or information that one customer can be utilised to identify and fulfil their needs and demands. That is only possible when the analysis conducted is effective.
Differentiate: The next step helps segment and differentiate the customers based on the projected and current lifetime value. It helps in remembering the customers that will hold a similar value to the business. Through the differentiation of the customers, it is based on the value that the company is offering (Ling, 2017). It helps to prioritize the relationship efforts that help build a value and tailor the necessary instructions that will help make every segment fit when it comes to optimal profitability.
Interact: It is the third where the entire plans of CRM are used for the interaction of the customers. Direct communication with the customers takes place, and the customers get to share their perceptions and experience. It is where the value is created, and the customers get to have an original overlook of the entire process. It is through this that the result of the entire process comes to a much better end (Sharmen, 2018). The potential to satisfy the customers is certainly possible when there is an effective interaction between the company and its target people. 
Customise: After the entire process is documented with the help of the interaction made with the customer, Further initiatives can be made with the help of the development of a more customised one-to-one service(Ling, 2017). The goal needs to be ensured such that the customers who have their expectations and needs get fulfilled. Plus, the entire thing can be pinpointed with the help of individual methods.
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The company named M&S Food is a known and powerful retailer performing remarkably in the industry. They have been known for their extraordinary performance within the industry. IDIC and CRM value chain models are used for understanding the customers and their experience with the brand. The interactions that go on with those who visit the stores and try to purchase the items are generally what the customers get to build up within their thoughts and beliefs. It is the whole purchasing process that keeps the clients edify, assuming they get everything (Hassan, Nawaz,Lashari and Zafar, 2015). Through every one of the means of the buying conduct, a client improves the feature of the item or administration. M&S Food is a food retailer which centres around selling new and retail things to its interest group. They believe in creating a relation with the help of different CRM models. It has strived to perform extraordinary outcomes through appropriate client support conveyance, even new in the business. When enormous organizations like Amazon, M&S Food, and so on neglected to satisfy their crowd by depending only on innovation and not showing any direct interaction with them. When embraced by M&S Food, it is a blend of both when adjusted by M&S Food, took a positive turn in the client relationship(Rigby, 2018). In any event, when self-checkout frameworks permitted clients to do checkout all alone, workers likewise gave actual help to make the assistance considerably more persuading and alluring. On account of M&S, the brand stands firm on an extremely impressive footing in the retail business, because of which their picture is great before individuals. Since they have gotten great help and had a positive encounter, they have an assumption that they wish to get from M&S Food(Rigby, 2018). The levels of different CRM models helped to remain assured of the possible consequences that each stage might bring on to the business (Badwan, Al Shobaki,Abu-Naserand Abu Amuna, 2017).
[bookmark: _Toc88954922]Conclusion
Hence, it can be concluded that customer relationship management is a process that helps retailers and supermarket giants to keep their customers satisfied. The interaction and communication level allows the companies to make sure of the way they need to deliver and place it in front of the audience. Retail chains like M&S Food have to look out for their people since it is the only way to retain their businesses and make sure that the customers are consistently happy with their performance. Through different analysis and model applications, companies can rectify their initiatives and steps of attracting their audience. Therefore, it can be said that if the customers are trying to go back to the brand, the organisation can retain the relationship that they hold with them through continuous quality service and product offerings.
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