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Introduction 
Within this report, the focus will be upon the emerging themes in customer experience and the impact on the quality systems how they enhance the customer relationship management. CRM has changed over the years and has become a way that businesses “collectively shape the opportunity better to serve customers through information-enabled relationship marketing” (Payne 2012, pg.1). An investigation has been conducted to contribute to this research, based on the emerging themes of tech touch and human touch and how it impacts the quality of customer experience and brand experience. This report will be focusing on the retail supermarket of Tesco and how these themes are used within the company and the quality processes of the workplace. Suitability of the identified themes and its importance will also be discussed in relation to Tesco and the impact it has on their CRM systems and lastly, recommendations will be given based upon the findings. For the second part of this report, a critical review of Crosby’s quality management theory and Feigenbaum’s total quality control model will be investigated to demonstrate the link between quality and the impact it can have on improving customer relationship management and the way quality is measured within these two models. 
Tesco 
The British multinational Tesco brand was founded by Jack Cohen in 1919, starting as a market stall with the first store then opening in 1929 with the aim being to bring an “unequalled value to customers” (Tescoplc.com, 2021). Tesco then introduced Tesco express and Tesco extra in 1992, they have continued to offer many other services to their customers and have built their brand over the decades, offering personal finance in 1997, online shopping since 2000, F&F clothing brand launch in 2000, Tesco mobile in 2003 and first introducing the Tesco Clubcard in 2005 which then relaunched in 2009. The Tesco brand quote to “put the customer at the heart of everything they do” (Tescoplc.com, 2021)



Tech touch vs human touch  
The introduction of tech touch has allowed for there to be limited human interaction with the customer through automation and software, it is said that tech touch improves the customer experience and provides value to customers, (Rao, 2021). Tech touch creates interpersonal exchanges between customers and employees with the increasing involvement of technology (Giebelhausen et.al, 2014). The use of tech touch allows for companies to collect data and analyse customer data which has a positive effect on CRM, as it gives companies the opportunity to retain information and gain knowledge on customers buying behaviour and patterns, which in effect gives companies the ability to meet the needs of their customers which links to maintaining those customer relationships, having a CRM system helps companies to stay connected with customers by managing interactions and relationships throughout the customer lifecycle with marketing, sales, digital and customer service (sales force, 2021). One of the successful ways that the Tesco brand use tech touch to enhance their CRM is through their Tesco Clubcard's that are available to customers and potential customers. The Clubcard allows for customers to receive value but also allows the company to monitor buying behaviour and offer a better experience based on that, this is a customer centric approach which would potentially increase customer loyalty as it is catered to bring the customer more personal benefits and receive better value for money. 
Human touch on the other hand involves employees helping customers on a human level of the buying process and life cycle, maintaining frequent direct and personal contact with customers and accounts (Wagner, 2019). This theme is in practice within Tesco retail supermarkets as well as the tech touch theme by continuing to offer customer service by having employees working on tills, kiosks, in store cafes and present at self-service check outs to assist customers, this creates a personal experience for customers and therefore enhances customer relationship with them being able to interact face to face and receive assistance when needed, this may be a preferred method for some customers to have that social interaction as a part of their shopping experience particularly those within the older generations who have adapted to supermarkets operating this way. 
“Without physical human interaction, we fall subject to potentially losing our sense of real connection” (Carson, 2018). (Angulo, 2016) also states that human interaction need not be lost in this “tech-savvy” world, but brands must use the right platforms to connect with consumers to understand their wants and needs. These findings identify the fact that technology is becoming more prominent today, but it is important to have balance to meet customers' needs. With Tesco providing services to such a wide range of customers, it is recommended that Tesco continue to offer both emerging themes to maintain balance but also involve customers by conducting monthly surveys to receive feedback on their customer and brand experiences to offer the best services. 
Customer experience 
Customer experience is the sum of all interactions that businesses will have with customers within their buying journey, and how they engage with customers at each touch point from marketing sales to customer service (Oracle, 2021). It is important to consider customers feelings and perceptions towards the brand as a part of their overall customer experience to understand the importance of delivering quality practices. CEM contributes to customer experience by attracting and retaining customers by managing all the touchpoints discussed as a part of the overall experience, although both focus on the customer in aspects, CRM focuses on sales, tracking customers and resolving issues (Subramanyan, 2019). Customer experience has a significant impact on CRM, Tesco have capitalised on this throughout the Covid-19 pandemic, they doubled their online slots which has helped them keep a hold of new customers that were gained in this challenging time which is evidence that they were able to create a positive customer experience which has led to loyalty (BBC, 2021). 
Another example is with upcoming festive trading and use of rail deliveries to mitigate the shortages of lorry drivers, which is a unique advantage of the business to prevent shortages again creating a positive experience at a busy time of the year (BBC, 2021). The use of innovative technology has become a method to make the customer experience more pleasant and simpler through self-service checkouts and the introduction of “Scan & Go”, these methods allow for customers to spend less time queueing and shop at their own convenience, “Retailers can also benefit from having an unprecedented insight into their customers’ purchasing data and shopping trends” (finextra,2017) suggesting that using different methods also enhances the retailers profits and sales through retrieving data in this way. Without these CRM strategies in place, it could have a negative impact on customers perspectives of the brand as customers' needs and wants would not be met therefore resulting in customers seeking out other rival and competing supermarkets. 
Brand experience 
In relation to customer experience there is also the aspect of brand experience, brand experience is a holistic concept that influence sensations, behavioural responses, cognitions, and feelings stimulated by a brand (Brakus et.al 2009). Tesco have managed to use their unique Clubcard to give customers a better brand experience, with multiple products on offer at discounted prices, customers are able to spend less giving them better value for money. After conducting a small survey asking 10 customers if the Clubcard benefits adds to their brand experience, all customers answered yes further adding that since having a Clubcard their experiences have heightened because of the feeling it gives knowing they have saved money, this is due to the CRM system of tracking and monitoring customers buying patterns and giving customers the opportunities to save further on favourite products. 
Another positive brand experience created by Tesco, is through the F&F clothing line, providing their customers with quality on trend clothing at cheaper than high street prices but providing similar quality to stores such as Next, “Tesco is working with the Better Cotton Initiative towards ensuring that 100% of its cotton is more sustainable (has a minimal impact on the environment and the people producing it get a better deal)” (Wrap, 2017), promoting such sustainable marketing further helps customers to connect with and support the brand. It is recommended that Tesco use CRM and CEM strategies to improve both themes to maintain a balance between increasing brand and customer value also being able to keep customers satisfied whilst using marketing and other touch points to retain customers, increasing brand experience will result also in brand loyalty which leads to long-term returning customers. 
1b- Quality models 
Quality can be defined in multiple ways, Kotler et.al (2017), defines quality as something that has no defects, quality is also defined as compliance to best known processes, specifications, and standards (Mar, 2013). The concept of quality can be perceived and measured differently by customers which can cause challenges in meeting expectations, so it is important that is it consistently managed and a strategic approach is taken to satisfy customers.
Feigenbaum (1991) produced the total quality control model because he believed that quality is affected at various stages so it is a job that everybody needs to be involved in for quality to be continuously delivered through quality development, quality maintenance and quality improvements (Feigenbaum Foundation, 2019), Feigenbaum stated that “providing genuine effectiveness, control must start with the design of a product and only end when the product has been placed in the hands of the customer who remains satisfied” (Feigenbaum 1991, pg.22). Companies that introduced total quality control saw multiple improvements within their businesses including an increased quality mindset on the shop floor and improved processing methods. 
This model can have a positive impact on improving customer relationship management within the Tesco retail supermarket, as customer satisfaction is at the forefront, applying this in time will have all levels of the organisation working on the same accord in managing quality from leaders to customer service and applying it to all stages, e.g., checking deliveries are free from defect before products become available to customers, which will avoid complaints and reduce cost of waste. As Tesco offer a ‘Tesco finest’ range of products, the process of quality development, maintenance, and improvements would be beneficial in ensuring they continue to deliver quality assurance to their customers, as well as the previously mentioned F&F clothing, there needs to be a continuous high standard of quality produced those customers expect from the brand, in which they do with proof of sales and the use of Tesco finest within the in-store Cafes. On the contrary, this model could cause some challenges as controlling the total quality of all products from various brands would be a large task and it cannot be assured that quality is going to be maintained at all stages before it reaches the market. Also, within the supermarket some employees may feel that because it is everybody’s job to deliver quality, that they may not take responsibility to quality maintenance themselves thinking that other people are doing it, so this approach has its benefits but also comes with risks, but it is believed that the reward would be greater than the risk to the impact upon CRM. 
Crosby theory 
Crosby (1984) proposed that much like Kotler’s (2017) definition, quality is zero defects and his philosophy consists of four absolutes being: quality is compliance, quality is prevention, zero defects is the standard of quality and the measurement of quality is the value of non-conformance (Anastasiadou, 2015). He believed that it costs more when quality is not achieved, so it is better to do it right the first time and have quality as a part of the process, in which he further developed 14 steps to improve quality:
1. Management commitment
2. Quality improvement teams 
3. Measurement of non-conformities 
4. Measurement of quality costs 
5. Sensitisation to quality
6. Corrective actions 
7. Design of zero defects 
8. Staff education/training 
9. Zero defect days 
10. Definition of goals 
11. Elimination of error causes
12. Recognition 
13. Quality council 
14. Repeat all the steps 
(Crosby, 1984) 
Implementing Crosby’s theory of quality improvement would have a great impact on CRM, with the whole organisation being involved, receiving further training to maintain quality control and creating quality improvement teams will allow for errors to be highlighted, setting goals as individuals will bring a sense of belonging and commitment from team members therefore reflecting on all touch points within CRM to ensure that customers receive the best quality and complying to quality standards will result in more satisfied customers. The recent recall on products required by FSA that are believed to be contaminated with norovirus that have been sold at Tesco and other supermarkets (Cambridge news, 2021), is a part of the corrective actions process due to lack of quality. Although this model has its benefits if implemented correctly, challenges could occur with there being multiple steps to follow, if all are not followed there may be a breakdown in the process e.g., management not being committed, if management are not committed to the process, it will have a domino effect on other areas of the business. Lack of staff training, not eliminating errors or taking corrective actions would all influence the quality that is produced. Also, this is a method of continuous improvement with all steps needing to be repeated as a cycle of quality control, without reviewing and repeating the steps it could result in an inconsistency in quality that is delivered and lack of conformance therefore giving room to defects, so it is vital that the cycle is repeated to maintain its effectiveness. 
It would be recommended that in addition to applying Feigenbaum or Crosby’s theory, that the Total Quality Management theory is considered. Much like Feigenbaum’s total quality control, Deming (1986) introduced TQM as a continual process that all parties are involved in and held accountable for the overall quality by detecting, reducing, or eliminating errors to improve the customer experience (Barone, 2021). This is a customer focused approach that focuses on continuous internal improvements with the whole team working to achieve a common goal. Making improvements, training, driving out fear, keeping a high staff morale and having an integrated system are all parts of TQM and contributions believed to help keep customers happy.  the main principle is to have all employees involved which is a key part to the success of this process, with all employees having the same goal and keeping focus on the customers the whole organisation will develop a good CRM system whilst providing quality.
Conclusion 
In conclusion, after critically reviewing the emerging themes of tech touch vs human touch, it is evident to see that both themes are in effect within the Tesco supermarkets and the strategies in place are working towards enhancing the customer relationship management. Researching the customer experience and brand experience, the information provided allows for us to see that the Tesco brand are focused upon their customers satisfaction and provide both customer and brand experiences as mentioned the changes made throughout the Covid-19 pandemic, Tesco Clubcard and F&F clothing brand, amongst others are all ways that are blended with the emerging themes to impact upon CRM. The quality models that were chosen are believed to have the ability to improve CRM with the measure of quality and continuous processes involved, alongside imposing TQM would largely benefit the quality systems if managers and employees can adopt the understanding of the concept and its importance. 
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