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[bookmark: _Toc86844863]Introduction
The theme of the report is to acquire a detailed understanding regarding the engagement corresponding to customer experience. It will focus on the management of customer relationships as per the emerging themes.  The focus will be to conduct an investigation regarding the factors of customer experiences from the perspective of an organisation operating within the retail sector on the basis of specific themes. Furthermore, Information regarding the sustainability aspects in relation to customer experience will be demonstrated by considering a retail supermarket.  The selected retail supermarket in this contest for applying the themes and presenting the discussion is the Tesco organisation. Moreover, a literature analysis of the quality models and theories for enhancing the aspects of customer relationship management (CRM) will be conducted too. 
[bookmark: _Toc86844864]Investigation of the current themes of Tesco and their impacts on customer experience
The Tesco organisation is found to make use of different themes within the premises as obtained via investigation for enhancing the extent of customer experience. The initial theme that has been obtained is take touch along with human touch followed by the parameters of customer experience as well as brand experience.
[bookmark: _Toc86844865]Tech Touch versus Human Touch
Tesco is found to focus on the implementation and maintenance of a balanced technology encompassing both parameters of tech touch along with human touch. Tech Touch signifies the extent of automation and the technology implementation within the operations of the organisation that enhance the experience levels of the customer through efficiency enhancement and further accuracy (Stein & Ramaseshan, 2016). In this case, the amount of human interactions with the customers is pretty less and the check-ins is managed frequently by software components. It is specifically a proactive form of management that gets driven by data within the Tesco organisation. This is where it turns out beneficial for the organisation in making the customers feel valued and also ensures the fact that the organisation has the knowledge of solving all kinds of problems that the customers are noted to face. It is a scalable and measurable strategy that the organisation implements for the purpose of creating a brand identity by means of contact and communication and turns out successful in retaining the customers.  
The human touch is found to be the opposite of tech touch in the Tesco organisation where the organisation prioritises human interactions with the customers instead of technology. This strategy signifies the components of flexibility and respect that is adequately shown before the customers regarding any kind of confusions and issues that they are noted to face. By means of this strategy the Tesco organisation has been able to establish adequate empathy regarding the customers about their requirements and demands and offering them appropriate treatment to make them satisfied (Meyer & Schwager, 2017). In certain cases, technology fails to figure out the exact solutions for the customers, this is where the practice of human touch turns out to be highly beneficial for the Tesco organisation in maintaining consistency of the customer experience.  Therefore, it can be stated that the human touch and the tech touch within the Tesco organisation go hand in hand for attaining excellence in terms of customer experience. 
[bookmark: _Toc86844866]Customer Experience and Brand Experience
Customer experience in Tesco is regarded to be a highly important aspect that drives success of the business. In this respect, it has been noted that the organisation makes use of a hybrid model combining the human and technological parameters in a balanced manner. It is noted to mobilize the line of customer care more than just considering it to be a clinical route for the purpose of solving different kinds of problems of the customers (Ma et al., 2019). The team involved in customer service is found to combine effective and real support accompanied by friendly conversation for generating encouragement among the community and the customers in staying loyal towards the organisation and satisfied. In terms of doing so, the organisation has also installed a customer relationship management (CRM) software to continuously improve the practices associated with customer experience.
Brand experience in Tesco refers to the strategy or procedure for establishing a vision in the case of a brand and then developing powerful and practical tools that facilitate the business organisation in bringing the vision to reality by means of experiences. Tesco has developed the vision of generating satisfaction among all the stakeholders of the organisation and specifically the customers (Brakus et al., 2019). In order to fulfil this vision into reality it has been noted to incorporate several tools in the form of advanced technologies and software components to assess the requirements and demands of the customers regarding their experiences and taking the necessary measures based on those. Reviews and opinions of the customers are obtained and evaluated to take further measures of improving the brand experience. 
[bookmark: _Toc86844867]CRM policies of Tesco and their impacts on customers
Tesco is found to execute the CRM program in an adequate manner as it remains involved in segregating the panel of customers based on their pattern of expenditure within the store premises. This facilitates the organisation to prioritise the customers based on the extent to which they offer business to the organisation. The organisation is noted to incorporate different kinds of CRM policies that generate impacts on the consumers. A complete audit is conducted followed by outlining the sale services is done to incorporate appropriate measures by focusing on the internal and the external environment and maintaining transparency with the customers that leverage their extent of satisfaction as they stay aware of the operations taking place within the Tesco organisation (Kaur, 2016). The CRM goals of the organisation are adequately demonstrated for the customers to ensure the fact that the organisation prioritises on their experiences and generate adequate encouragement among them to make the decisions of purchasing and stay loyal to the organisation. Personalised customer services is another policy falling under this that offers the customers a significant advantage to figure out distinct solutions based on their unique problems and stay clear about the approaches of the organisation. Incorporation of the automation techniques has benefited the organisation to reduce the internal operating cost and offering the customers good quality products at low price ranges (Long et al., 2018). This is another aspect of customer experience that the Tesco organisation is found to use and make the customer satisfied and maintain consistency in terms of the drive to generate further success. These are the policies of CRM that the Tesco organisation is found to implement that generate positive impacts among the customers and prove them to stay loyal towards the organisation. 
[bookmark: _Toc86844868]Sustainability in customer relationship management of Tesco and its impacts on customer experience 
Sustainability within the practices of managing customer relationships in the Tesco organisation is noted to generate significant impacts on the factors of customer experience. This parameter will be discussed in this section.
[bookmark: _Toc86844869]Sustainability in customer services and its components
Sustainability in terms of customer service within the Tesco organisation corresponds to the identification of the core elements that are demanded by the customers and evaluation of their rationalities is done to consider the necessary measures for maintaining continuity of the business procedures (Geum & Park, 2019). Tesco is noted to establish goals of short term characteristics having longer horizons that can be obtained efficiently to fulfil the demands of the customers. The major components associated with sustainability in relation to customer services in the organisation are people, profits, and planet as per the triple bottom line. Tesco is found to acquire a good level of profit by staying socially responsible and making the ultimate utilisation of the available resources for protecting the planet. 
[bookmark: _Toc86844870]Sustainability policies of Tesco and their impacts on customers
Tesco is found to apply different policies associated with sustainability within the premises of the organisation to execute its business procedures. The initial policy that can be noted to get implemented is recycling the waste materials to the best possible manner and making the utmost utilisation of the available resources.  The organisation is further noted to keep the level of energy consumption quite low for preserving the planet by not over using the available resources and decreasing the carbon emission and footprint from the environment. In addition to it, it always looks towards offering the product at affordable prices to the customers without making any kind of degradation to the quality levels. This is the reason why continuous effort is put by the management bodies of the organisation to reduce the internal operating cost (Jones et al., 2017). The policies of sustainability is noted to generate positive impact on both the organisation and the customers as it facilitates in the creation of a long-term bonding between them as the customers get to avail the products at affordable price ranges along with staying aware of the business operations and the ethical parameters of a green and sustainable strategy. The products that are made through applying the policies of recycling are regarded as the green products and the customers feel satisfied to lead a green and sustainable life and contribute to the environment. This initiates a positive vibe among them and stays loyal to the organisation further. 
[bookmark: _Toc86844871]A critical literature review on two quality theories or models that might assist a supermarket brand in improving its customer relationship management
Asper Pryor et.al (1998), quality is known to be the overall extent to which the products, processes, relationships and services tend to be free from any constraints, defects as well as the items that do not add any value to the customers. Within a supermarket scenario, keeping quality products and services becomes essential as it helps in creating an unshakable loyalty from the customers, generating increased leads. When a customer is able to find any product that they trust, especially from a renowned supermarket chain, they return back, make repeat purchases and also recommend that to other people. Since in the present world, predicting the demand and preference of the customers is difficult, it becomes important for the supermarket chains to master this concept in terms of all the products and services provided by them. As per Kotler et.al (2017), “quality can be defined as ‘no defects’”. There are four main components related to quality that every organisational management requires to consider before implementing the production process, which is, quality assurance, quality planning, quality improvement and also quality control. 
Different scholars have been observed to have written about the quality theories or models. Such models generally get adopted by different types of businesses in the process of producing quality goods and services. As per Tuczek et.al (2018), theories and models of quality tend to be such a philosophy that champions the aspect of long term success of an organisation coming from the loyalty and satisfaction of the customers. The two significant theories that shall be focused on understanding the aspects of quality assisting the supermarket brands like Tesco and others in terms of improving customer relationship management.
[bookmark: _Toc86844872]Deming’s Theory
First shall be the discussion of Deming’s Theory. Deming’s theory as said by Koskela et.al (2019), rests on 14 different points of management. Deming had identified both the system of profound knowledge as well as the Shewhart Cycle. Deming’s theory is known for the ratio- “Quality is equal to the result of work efforts over the total costs”. This suggests that if an organisation tends to focus on their costs, the problem that shall be identified is that the costs shall rise but the quality shall deteriorate. Four different points are followed under the system of Deming’s model which is as follows - 
· System Application: an overall understanding of the ways in which the processes of the organisation as well as the working of the system
· Knowledge Theory: the understanding related to what could be known
· Variation Knowledge: an understanding of the different variation that occurs as well as the causes related to such variation
· Psychology Knowledge: the understanding of the nature of human beings associated with the organisation.
Kriemadis et.al (2017), had stated that being aware of various types of knowledge related to the company helps in knowing the topic of quality being kept as a significant topic. The aspect of quality under this model generally includes tweaking of the different processes with the use of significant knowledge. The main reason as to why Deming’s theory of profound knowledge is considered to be significant is that it shall help different individuals at transforming their organisations that shall in turn also help at improving the overall outcome in the quality improvement. Deming’s theory of total quality management consists of fourteen different points that are significant to be followed by a supermarket. The points are as follows - creating constancy of purpose, adopting new philosophies, stopping dependencies on mass inspection, not awarding the businesses based on the prices, aiming for continuous improvement in production and service, bringing in the cutting edge for the job training, implementing the cutting edge methods for the leadership, abolishing fear from the organisation, deconstructing the departmental barriers, getting rid of quantity-based work goals, getting rid of the standards and quotes, support pride of craftsmanship, ensuring every individual is educated and trained and also making sure the top management structure tend to support the previously stated points. 
Baporikar (2020) has stated that the Deming cycle has four different stages in terms of the approach related to continuous improvement. “Plan-Do-Check-Act (PDCA)” tends to be the cycle that is created for the purpose of continuous improvement. This cycle is helpful for the supermarket business to bring enhancement in the customer relationship management processes. During the phase of planning the objectives, as well as the actions, get outlined by the company followed by the step of doing your actions and implementing the improvement processes. After that the company is required to check for ensuring the quality of the products and services against the original one and lastly taking action is required for the purpose of determining where necessary changes are required to be implemented for bringing in continuous improvement in the CRM approaches before the planning phase returns back. 
[bookmark: _Toc86844873]Joseph Juran Theory
Another significant approach that is applied in terms of managing quality within the supermarket firm is Joseph Juran Theory. Godfrey & Kenetrt (2007) in their article had stated that Joseph Juran is mainly responsible for what is known as the “Quality trilogy”. The quality trilogy is mainly made up of the aspect of quality, quality improvement, planning and also quality control. If the project in a supermarket related to quality improvement requires to be successful, then the actions related to quality improvement must be carefully controlled and planned out. As per Juran’s approach towards quality management, there are ten steps that become significant to be followed by the organisation. The steps as per Juran (2003) are as follows - an awareness related to the opportunities as well as requirements for bringing improvement must be created by the business, the improvement to be brought in goals is required to be determined, the company is required to reach the necessary goals, provision of training is important, initiation of different projects, monitoring the progress, recognising the required performance, reporting the result, tracing the achievements related to improvement brought and lastly, is repeating the overall process as per necessity.
Juran’s theory for quality management helps significantly at enhancing the aspect of customer relationship management within the supermarket chains by considering its point of “quality improvement”. Juran & De Feo (2010) had said that the chorionic wastes must be considered to be such an opportunity related to quality improvement that is a part of the trilogy. The aspect of quality improvement mostly encompasses the improvement of “fitness for use” as well as reduction of error thus seeking a new level of performance that becomes superior for any previous level of achievement and also is attained with the help of implementing breakthrough thinking processes. The activities could most importantly focus on another part of the theory’s trilogy, quality improvement and also making it an integral part of the daily work processes for both teams and individuals. Moreover, quality planning in terms of achieving proper CRM is required to be integrated at every detail of the company’s work, which includes strategic plans, process design, services and products, operations and also delivery for the customers.
Juran & De Feo (2010) has also moved the focus towards Juran’s Quality Planning ERoad Map in terms of improving CRM implementation at supermarkets. This could mostly be used by teams and individuals all over the world to be the checklist related to the understanding of requirements of customers, optimising the design of the product, establishing required measurements according to the needs and demands of customers and also developing the process which becomes capable at meeting the requirements of the customers. Thus Quality PLanning Road Map is mostly used for the process and product development step. Nonetheless, the application of both the quality roadmap and Juran’s trilogy is not enough and there remains a requirement to build a certain infrastructure for the quality that should be developed and the teams in the organization must focus on working towards bringing improvement in projects. Also, the infrastructure must also involve the quality steering team having their top-level management which could lead the effort of the individuals in the business and the quality thus must become the integral part related to the strategic planning process along with involving all the necessary people.
[bookmark: _Toc86844874]Total Quality Management
The concept of Total Quality Management as applied in different quality theories and models tends to be a continuous process to detect as well as reduce or eliminate different errors in the process of manufacturing, thus streamlining the supply chain management process and also helping to improve the customer experience, hence ensuring that the employees tend to be up to speed with the process of training. The aspect of TQM tends to be significant in the process of marketing in a close manner. As said by Nasim (2018), the aspect of marketing mostly focuses on computing as well as analysing the needs of customers and TQM also includes the question of whether the services or products do correspond to the expectations of the customers and whether both of them remain congruent with one another.
[bookmark: _Toc86844875]Conclusion
Therefore from the above discussion, it can be said that the aspect of quality tends to be a significant aspect that is always required to be considered by Tesco to improve their customer engagement process as well as increase sales in the business. Sustainability within the practices of managing customer relationships in the Tesco organisation is noted to generate significant impacts on the factors of customer experience. The policies of sustainability are noted to generate positive impact on both the organisation and the customers as it facilitates in the creation of a long-term bonding between them as the customers get to avail the products at affordable price ranges along with staying aware of the business operations and the ethical parameters of a green and sustainable strategy. 
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