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INTRODUCTION


A  customer experience  is in relation with providing the best experience to the shoppers  whether in store, online or over the phone. The present report is based on identifying the importance and suitability in  two themes of tech touch  versus human touch that is very essential  as well as  customer experience and brand experience in context of Marks and Spencer which is the biggest UK retailer company. Moreover, the report will critically evaluate the quality models that assist in customer relationship management.

MAIN BODY

Investigating customer experience of an organization.


Customer experience  is  very important  as it is everything that is related to business that affects customer perception and feelings about it. Moreover, it is based on sum of interactions that customer has with the organization. Consistency is an important factor that describe the positive experience with the brand. Other factors such as technology, data experiences, success measures etc. helps in regulation of business practices of the firm. A better  customer experience helps in enhancing individual satisfaction that defines happiness in doing business with the company. Further more, importance of this aspect can be explained through Marks and Spencer  under two aspects:
Tech Touch versus Human Touch:

Human touch in customer service refers to respect, empathy and flexibility with which  customers want to be treated. On the other hand tech touch refers to service provided through some advanced technology for example use of robots, artificial intelligence etc. but it often fails on providing efficient  service on all fronts.


In relation to Marks and Spencer (M&S) tech touch technology will not  be proved to be efficient as the firm has wide variety of products that include clothing, food, financial services etc. Such type of services required personalizing customer experience so that they are ready to buy certain products (Bueno and et.al., 2019). Moreover, additional information in regard to any product of M&S can only be provided good through  sales official in various outlets in far better way than the tech touch that will not be able to provide extra detail  regarding any query. Further, customers can be persuaded to buy certain products better through humans that act as sales driving force than technology that have very little human interaction as they are managed by certain software's. Also,  human touch  in (M&S)  will ensures proper engagement with  various customers   and thus better  personalized offers and promotions can be explained and provided to customers who visit the store on regular basis. Therefore, outstanding customer service can only be created through understanding business and growth objectives.


Thus, it can be said that technology would be suitable in retail outlets like Marks and Spencer as over all workload would be reduced and services and goods can be delivered in faster manner. Also, data can be generated easily that helps to understand the number of customers visited and shopped in a day so that future policies can be made easily (Quach and et.al., 2020). But said that even though  use of tech touch technology professional human experts are required to operate such technologies. Marks and Spencer is also an innovative retailer and understands that customers  wants  to enjoy shopping time  more than the money that they spent. Hence, to promote a sense of community and avoid bad customer experience human touch is (efficient) than the tech touch  to build human connection.

Also, it is said that human touch helps in calms our nervous centre and slows down the heartbeat. Hence, it lowers the blood pressure and stress hormone that is beneficial for Marks and Spencer in resolving personal customer conflicts if it happens in any of its outlets in the future (Stein and Ramaseshan, 2019). Therefore, it can be said that using tech touch (robots) in the  marks and Spencer outlets is not useful for attending customers when there are cases of any misunderstanding within others. Further it can be said that when tech touch can be efficient in only those cases where organization is reached at its full growth potential and clear roles are defined. Moreover, it should be  used in adding value to relationship with the customers and should not aim to replace certain step  that are essential for the growth of the organization.


Customer relationship management (CRM) helps to gain insight into the behaviour of the customers and modify business operations. Moreover, it helps in better protection of data privacy that helps in  building higher customer satisfaction (5 ways to keep the human touch in the digital era, 2021). Also, with the proper use of CRM  market can be segmented  better through which  specific customer marketing campaigns can be introduced by the quoted firm. Human tech helps to develop better CRM as it take regular feedback and reviews from the potential and current customers that helps the quoted firm to develop  unique products in the future. Moreover, major impact of CRM is that it helps in organizing and analysing the data in such a way that it can be easily understood and  accessible so that  relationship with the lead is managed  properly.
Customer Experience and Brand Experience:


Brand experience (BX) cater to consumers needs even before they become consumers while customer experience (CX) helps to guide individual throughout a business transaction or interaction with the brand. In marks and Spencer BX  helps to cater to broader audience form different parts of the world than compare to CX that is limited to number of customers that build relationship with the business (Ponsignon, Durrieu and Bouzdine-Chameeva, 2017). BX is important as it helps in creating positive experiences and facilitate deeper connections. Moreover, it inspires audiences and ultimately deliver best results in the future. BX of marks and Spencer is  created  through engaging the senses and enhancing loyalty through participating in events that helps in creating extended exposure and sensory appeal. 


Also, Marks and Spencer uses the brand experience strategy only when new vision is to be build for launch of unique product in the market. It is done through creating set of practical tools  that allows business to bring vision through  experiences. Moreover, the quoted firm uses  brand design, voice, image, user experience and customer support to create memorable brand with repeat customers (Artusi and Bellini, 2020). Further to create the best BX it is essential that purpose of organization is known so that products can be connected for bigger purpose. Also, sharing brand story encourages continuity through various blogs and social media that further helps in finding opportunities for engagement.


It is very important for various  firms to maintain a balance between the two but for the quoted firm suitability of CX is more than the BX as  it ensures that high quality of services are delivered to the customers so that continuous engagement is ensured. It also lays importance in asking employees to share their customer services stories so that better policies and structure can be developed in the future (Gonçalves and et.al., 2020). Also, customer experience stays with the firm for long period of time and thus one negative impact can damage the relationship and decrease sales in the future. Moreover, customer experience is more immediate as results are generated  instantly at the time of sales that whether customer is interested in buying the product or not. Further (M&S) has already established brand image and so it does not require much use of  specific tactics to promote its products in the  target market.


Use of CX by Marks and Spencer has improved the CRM as customer loyalty and   retention has increased to great extent. Hence, it resulted in increased profits for the business that has lead to introduction of food  production line in recent years by the quoted firm. Moreover, it has helped in better segmentation of the market and so the business has better knowledge of its customers needs and wants. (M&S) renewed focus is on valuing things like experience, social performance and eco- friendly products that allowed the brand to earn more respect than other competitors in UK market. Also, satisfactory customer experience  minimize the complaints  from various individuals and also saves the times so that  firm can focus on other essential  activities of the organization (Brun and et.al.,2017) . Thus cost of the firm is reduced in service and marketing as teams of (M&S) helps in determining what products are bought and what they are expected to purchase in the future. Further  it has adopted model that not only provides brand consistency but also capture the essence of each culture they operate in so that fantastic results can be yield. Moreover,  Rant and Rave partnership  which is leader in real time customer engagement technology has partnership with (M&S) so that easier process of capturing feedback from the customers can be done.
Recommendations:

From the above two situations it can be recommended to quoted  firm that  though tech touch is not popular concept in today world as people preferably choose human touch but Marks and Spencer  must be prepared to use such technology in future and therefore should  employ some professionals who would test certain software's so that suitability can  be identified and thus customer experience can be enhanced by using both human and tech touch. 


Also, it is to be suggested to quoted firm that  brand and customer experience are essential  tools when firm wants to expand its operations globally. Maintaining good brand image will  not only help in retaining old customers and increase customer loyalty but it will also help the firm in enhancing customer experiencing through empowering the employees and taking valuable ideas so that better policies can be developed (Homburg , Jozić and Kuehnl, 2017). Also, (M&S) can use tech  to create new levels of personalization that are affordable. Moreover, the quoted firm can also adopt top down approach as part of leadership  so that customer first culture can be developed.

Critical review of two quality models that assist in improving CRM:


In the view of Broman and Lundin (2017) CRM model is workflow that guides all the team interaction with leads,  consumer and prospects. Further it provides  loose framework  that company can follow and acquire and retain customers for  a long period. CRM  tool is very helpful  as it identifies sales, opportunities and issues  as well create a simple user interface for collection of data. Also, CRM when integrated with various marketing tool provides  personalized and direct marketing  to the clients. Further it helps in  tracking email performance in real time. According to Smirnova and et.al.(2020) CRM value chain is high level model that is developed to identify the processes business that develops end product or service for its customer. The goal is to identify and prioritize most valuable activities to the company to gain competitive advantage. Further, stated that it is divided into stages primary and support. 

Primary stage includes inbound logistics where raw materials of the company are  received kept in different warehouses and inventory control is established by the firm. Next in this stage comes operations where raw materials are converted into finished  products. Other one is outbound logistics that includes delivery of final product to the customer along with storage and distribution systems. Further, after this step is marketing and  sales in which strategies are made to enhance visibility of target audience through advertising, sales and promotion. And last in this is services that helps in enhancing customer experience. Also, In primary stage customer are identified than they are engaged with relevant information. 


Support stage of value chain  on the other hand includes procurement where various inputs are acquired by negotiating prices with suppliers and vendors. Next includes human resource management where hiring and retaining of employees is done so that business strategy can be fulfilled. Other is infrastructure that covers the support systems that allows maintaining operations such as legal, accounting, administrative etc. Further, in this include technological development that   are used to provide company with competitive advantage which includes hardware, software, technical knowledge etc. Moreover, Rotovei and et.al. (2020) stated that value chain analysis involves certain steps  that includes identifying the value chain activities where primary and secondary activities are been classified that will ultimately go into the final product creation. 


Besides this the firm need to determine costs and values of activities so that accordingly budget can be structured. Also, the quoted firm need to identify opportunities so that competitive advantage can be gained. Example Deloitte that uses  value chain  and is multinational company that provide professional services in over 150 countries around the world. Another example is Proctor and gamble that is multinational consumer goods corporation  which uses value chain model to improve the flow of operations that helped in improving the responsiveness  from the customers along with ensuring transparency in business.


On the contrary Odintsova, Kocherjagina and Ryzhova (2017) stated that  Payne forces model  focus on strategy development, value creation, multichannel integration, information management and performance assessment. Further this model  suggests in collecting, organizing and using information related to the customers so that greater insights  can be  collected on consumer behaviour. Also, strategy development in this model  helps in developing a vision in relation to its offerings. The main purpose it to create a goal so that it can establish itself as key player in the industry. It  is a broad concept and hence it consists of  various parts such as  value creation  that helps in determining process through which value can be created,  identifying customers that can add value and analysing ways to maximize value in desired customer segments. Another one is  multichannel integration process that helps business in integration  of all channels to ensure that customer experience is positive.


 Another stage, is  performance assessment  process  where understanding of performance is done through shareholder, profit margins, returns, dividends etc. Other one is information management that helps business to create appropriate marketing response and improve value propositions. It is considered better than the value chain model that only relies on  finding activities that are already existing within the organization. Further, according to Tworek and Sałamacha (2019) Payne model evaluated  the correlation between business process, customer and prospects beginning  from the strategic point to asses the performance of customer engagement where each task in interdependent for success. Example: Amazon where systematic  classification of various activities has helped in  achieving the success and thus made it a successful online platform where thousands variety of goods are made available to all people around the world.


Also, according to Neussner, Kryvinska and Markl (2019) value chain focuses  on too many micro details through which broader strategic view of the company is lost. Moreover, poor linking each activity in chain together may lose  business sight to interrelate activities. On a contrary note Spena and et.al. (2021) said  that value chain model helps in better planning,  research and development by creating cross platform teams. Also, it ensures that there is standardization of process by measuring the metrics of business. For example: Other successful example of  value chain business  is Apple that has increased the customer base in different parts of world and ranks among the top most premium brand. The company focuses on keeping minimum inventory in their warehouses.


Also, Dalla Pozza, Goetz and Sahut (2018) argued that Payne model is vast and complex and value chain model  is just the part of it. Payne model helps  in retention of employees through modifying and integrating various business strategies so that performance can be improved in the future while on the contrary value chain ensures that valuable products are delivered to the customers so that potential customers  can  also be attracted to the firms goods and services.


According to the Russo Spena and et al. (2021) Payne forces model is better integrated marketing channel than other CRM model IDIC  that has no storage channel. Also, it is a comprehensive model  that talks about  cross domain integration. Through this model additional value is created for the existing products that helps to reach wider markets than  value chain model where one wrong decision by the management can lead to chances of losses to the whole organization. In this regard Shankar and et.al. (2021) said that  value chain is always better model when the firm needs to improve its productivity while keeping the cost minimum. Also, it helps in identifying various  important tasks  that are necessary to deliver the product or service. 
Once the value added areas are identified than  organization can focus on how more value can be added in those areas' so that  the firm can be cost-efficient. There are certain successful examples of organization that are using value chain model on of them is MC Donald's that focus on providing  variety of products at low costs and is successful while using this model. Another example is of Starbucks that develops products that enhance customer experience and  add greater value to its existing products.


Further, AboElHamd, Shamma and Saleh (2020)stated that  the Payne model cannot be used in complex situations as it aims to generate the best customer experience at all levels of department which is impossible for small business firms. Further, using Payne model the firm can introduce changes faster than the value chain model as it is detailed structure and involves more time than in identifying value added areas in successful manner. For example: Dresden  that is an eyewear retailer that sells personalized and sustainable products. It also offers  interesting store experience  that allows shoppers  to create their own pair of eyeglasses or sunglasses. Another one is Christmas eve that is holiday store that grew 250%  in the three years. It sells Christmas trees, lights, costumes,  decoration etc. that increases the sales at the end of the year.
CONCLUSION

From the above report it can be summarized that organizations cannot perform well without  supporting the customers in positive manner. Also, the study had analysed the customer and brand experience themes by using certain business examples. Moreover, the tech touch and  human touch  difference had been analysed in detail so that business can introduced new changes in the future easily by gathering  data from various sources. Further, the impact of CRM  on the operations of the business activity had been  presented along with  certain  recommendations that  Marks and Spencer can use in carrying out the routine activities. Lastly, the report had critically analyses the two models of Payne and value chain to grow successful in the future.
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