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[bookmark: _Toc87547398]Introduction
An evaluative study will be constructed on the research topic "Understanding and Engaging in the Customer Experience" addressing the various areas of business functionality related to the aspect of supermarkets. For the conduction of this report, the study will focus on using Tesco and will address the various forms of customer experience with the support of adequate theories and models. The study will conduct a constructive criticism on the difference between tech and human touch and customer and brand experience. The report will also focus on conducting a literature review related to the suitable models supermarkets can undertake to develop and retain better customers related to the field of CRM.
[bookmark: _Toc87547399]Part 1
[bookmark: _Toc87547400]Investigate the customer experience of an organisation in retail (supermarket) based on the following themes
Customers are considered as the king in the business chain, therefore maintaining and providing adequate support and help to the customer should always be the priority to enable success. In most cases, it can be noticed that the retail supermarkets are the most commonly touched places where there can be witnessed a huge amalgamation of people with the criteria of different wants and needs. In this particular case study, the report will focus on covering Tesco, one of the biggest retail giants in the UK market and the various forms of technological advancement and customer-oriented services provided by the company as a whole. Therefore, it can directly coincide with the fact that overall perception gets created with the type of services provided to the customers by such magnanimous retail chains. With extreme technological advancement, such big retail networks are installing modernised technologies to tap into more customers, helping in bettering their overall experience and retaining most of the customers (Lemon and Verhoef, 2016). Thereby it can be viewed that the conventional way of business functioning, which involves the usage of human approach to help in providing services and satisfaction to the consumers are getting noticeably detached with each passing day. Conducted below will be a thorough analysis on the major differences that can be viewed in technological touch and human touch and which provides a better scope for Tesco in the long run in terms of business conduction.
· Tech Touch versus Human Touch 
Tech touch can be taken as one of the most popular and growing technological advancements that is taking place in the retail and supermarket in especially retail stores like Tesco. The company has seen an extremely upward growing trend towards the usage of modernised technologies to provide quick, contactless services to multiple customers within a brief period. When compared to the human touch which still maintains mains, quite a dominance at Tesco has significantly lost its charm in the recent period. Human touch can be defined as all those forms of activities that involve the usage of activity interaction with the customers mediated by a salesperson or customer support executive (Hoyer et al., 2020). The very objective of human touch is to create a pleasant and homely feeling towards the customers making them feel welcomed at the stores Conducted below is detailed differentiation between tech touch and human touch with the usage of a table to provide better understanding and explanation, related to the organisation taken for this report that is Tesco. They are as follows:
	Scope 
	Tech touch
	Human touch

	Meaning and usage
	The very meaning of tech touch involves the concept of using minimalistic human appeal or contact and most of the process and conduction of business and providing of services gets conducted with the help of digital technologies. In the current scenario, Tesco implies the usage of a digitalised mannequin that solves queries and conducts basic interaction with the customers. Further, it can also be noted, Tesco uses an online-based kiosk system that solves most of the doubts without any form of human help (McColl-Kennedy et al., 2015). 
	It is defined as the conventional way of business convocation, that involves an active communication flow between two individuals, that is the salesperson and the potential buyers. It is extremely important as it establishes a harmonious relationship with the customer. 

	Empathy 
	There is no empathic approach in tech touch as it is mainly controlled and operated with the usage of technologies.
	This form of business process, stresses the usage of empathy to develop a connection with the customers. Empathy is one of the crucial elements in customer relationship management (CRM). Empathy is essential for the salesperson to sense the feelings and wants of the customers, thus influencing in building positive relationships (Jain et al., 2017). 

	Time consumption
	It is extremely fast and can provide services to multiple people at one go. 
	It is intangible and extremely time-consuming as it solely depends on developing a connection with the customers. 

	Future scope
	As per the current trend and growing demands, it has significantly gained momentum and has the potential of seeing a longer future, as it removes multiple miscellaneous costs for the company (De Keyser et al., 2015).
	Although it is one of the oldest processes, it can experience extreme drops and minimal growth levels, due to the high influx of using digitalised technologies.



Table 1: Differences between tech touch and human touch
(Source: Created by the learner)
Impact on CRM by using AIDA model
Customer relationship management (CRM) can be defined as all those forms of strategic means and measures undertaken by business enterprises with the usage of specialized technologies to retain, manage and improve their relationship with the customers. It is extremely crucial as it helps in increasing the chances of profitability of the business organisation. For conducting a thorough explanation of the above topic, the use of the AIDA model linked with the CRM is conducted to gain detailed insight (Hassan et al., 2015). The AIDA model consists of 4 crucial stages in likes of Attention, Interest, Desire, and Action. In terms of attention to the current situation ‘tech touch’ creates a more positive impact as it has newness within it that draws in consumers towards it. When looked at in the aspect of human touch the negative impact can be witnessed in the likes of an orthodox process that does not add in any form of uniqueness within it. 
Interest generally gets drawn upon when the consumer gains a new experience and the multiple benefits the new process brings forth towards the customer. Tesco with the use of technological upgradation and using tech touch to add in positive impacts like mobility, fast pace activities resulting in little time consuming, however in case of human touch it possesses a negative impact being extremely time consuming and slow process. Desire can be defined as a variable option offered with the motive of help towards the customers. Tech touch brings in positive impacts like flexibility, contactless service and without the interruption of any form of hassle, when looking at human touch the negative impacts can be seen as a rigid and extremely time-consuming process. For implementing the needed changes, strong determination of action is necessary related to both forms of processes (Jain et al., 2017). When looking at the positive impact of tech touch, it provides faster services but lacks in providing detailed information. However, when conducting a detailed analysis of human touch, the positive impact can be experienced as it, making a deep connection with the customers, helps in solving queries with adequate explanation, but lacking as it is extremely time-consuming and results can vary according to the behavioural attitude.  
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Figure 1: AIDA model
(Source: McColl-Kennedy et al., 2015)
· Customer Experience and Brand Experience  
Customer experience can be defined as the total perception created and framed by a customer with the functionality of a business way of business conduction. It can be referred to the total of the activities, interactions and other forms of relationships the customer has framed in their mind related to the brand or company. Brand experience is completely subjective as it varies from person to person. It is defined as the total of experience an individual has gained on the usage of a particular brand (Hassan et al., 2015). Presented below is a detailed differentiation between customer experience and brand experience with the usage of a table:
	Scope 
	Customer experience
	Brand experience

	Objective 
	The main objective related to the customer experience is the development of strategies to bring in the same customers again and again.
	Brand experience is completely subjective while maintaining the main objective of drawing in new customers for the organisation. 

	Time-bound
	The perception can change and diminish within a very short period, as it is immediate as the customer's thinking shapes up according to the use of the product and services.
	It is a long term process, as it slowly and strategically gains the customer’s trust and loyalty, making those individuals indulge in the usage of products from the specific brand.


Table 2: Differences between customer experience and brand experience 
(Source: Created by the learner)
Impact on CRM by using CRM value chain model
It is one of the most commonly used models that deals in the aspect of CRM. The CRM value chain model states that a business enterprise needs to set up different forms of strategic means and measures in its internal structure as well as in its external system to generate better business growth and target new customers. When drawing connections with customers and brand experience, the main focus should be gaining customers. The noticeable fact CRM model states that business enterprises must evaluate in finding new strategic means and measures to attract customers (Lemon and Verhoef, 2016). For Tesco to build in brand experience, the company can focus on making a positive impact on bringing in quality customer services, excellent quality products with a competitive price point to create a personified image of the brand in the customer's mind-set. The company should tend to further improve the brand experience as it draws in new customers while giving ample scope of positive impact in the likes of attracting the repetitive customers as well.
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Figure 2: CRM value chain model
(Source: Wang and Kim, 2017)
[bookmark: _Toc87547401]A critical literature review on two quality models/theories that may assist a supermarket brand (organisation) in improving its customer relationship management.
Bringing in improvement measures on CRM is extremely crucial for business organizations. The literature review focuses on covering the necessary aspects of using the two most relatable models; the IDIC model and Payne's five force model to evaluate the various intricate details and measures business organisations can perceive to bring in better customer retention rate. The IDIC model was developed by Peppers and Rogers Group with the main focus on implementing CRM functions under the categorization of four stages in the likes of identity, differentiate, interact and customize. Apart from the usage of the IDIC model, Payne’s five force model also focuses on emphasizing and gaining details related to the customers' behavioural patterns. Presented below is a constructive literature review related to the aspect of using it according to the CRM and effective ways on how supermarkets can further improve their customer-centric relationship (Marin-Garcia et al., 2015).
Application of the IDIC model related to the customer relationship model for supermarkets
The main area of functionality of the IDIC model coincides with the areas of identifying the customers and their demands, the second stage falls under the category of differentiation or segmentation of customers posing the most and least values related to the business. The third stage falls under the category of interaction which involves the process of locating the ideas and wants of the customers with the process of interpersonal communication and lastly comes the stage that involves customization which means the wants of the customer have been located and the required service will be provided. According to the viewpoint of Maroltet al. (2015), the IDIC model possesses extreme benefits and advantages when drawn with CRM as it facilitates in initiating thorough conducting of research to develop new forms of strategic means to create new products for the increasing wants of the customers. The author also focuses on the fact that supermarkets need to assess and dissect the information gained on the buying pattern of the customers to develop a more positive business outlook. With the added viewpoint of Van Ruymbekeet al. (2018), further understanding that can be added upon related to the CRM is to facilitate activity interaction with the customer based on locating the new forms of market rise in terms of products. The author believes in the fact that supermarkets need to adhere and carefully listen to feedback, opinions can help in terms of creating customer-oriented products that cater to better and increased sales. Therefore, with the implementation of different forms of strategic measures supermarkets can visualise positive results with the usage of the IDIC model related to the CRM. 
However, with all forms of potent solutions, the IDIC model faces major drawbacks that can potentially hinder the scope of successful practice of customer relationship management within supermarkets. According to the opinion of Raab et al. (2016), facilitating and successful implementation of the IDIC approach on every organisational structure is quite risky as, being the entire process has conversed with the help of staff and employees, various forms of activities are required to be performed to gain success. The author further mentions factors like poor communication skills, training, need of right equipment and extra form of miscellaneous expenses gets noticed under the use of this model. Added with the viewpoint of Kumar and Reinartz (2018), without maintaining effective communication skills, employees will not be able to mediate their ideas and perception to the customers thereby leading to a formation of a barrier. Adequate leadership is also needed to experience success, without commitment or implementing change in the products, conventional way of business functionality, the customer relationship management faces major adversaries, thereby resulting in the loss of customers' trust and excess financial loss. 
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Figure 2: IDIC model
(Source: Ruymbekeet al., 2018)
Using Payne’s Five Force model related to the implementation of CRM in supermarkets
Payne's five force model works on the assimilated idea of conducting data collection related to the customer's point of view to gain an upper hand in locating the consumer behavioural pattern. When conducted in the aspect of supermarket industries, it helps in creating better market responses and from an overall perspective improves the value propositions (Bahari and Elayidom, 2015). The model consists of 5 subparts that can be located in terms of conducting strategic development process, value creation, using of multichannel integration, information management system and finally conducting performance assessment process. All these stages are directly proportional to CRM practices with supermarket organisations. According to the viewpoint of Wang and Kim (2017), Payne's five force model adds in the advantages by implementing strategic forms of means and measures in the like of providing a discount to the customers on specific products, adding facilities like priority shipping and loyalty privilege, moreover, when conducted a detailed analysis of this model, the author adds the merit of providing customer service, gaining the customer's feedback through the support of mail and even provide the feature of the return policy of products. 
Added with the opinion of Hassan et al. (2015), that customer relationship management plays an extremely crucial role in enhancing and causing betterment of market shares of the company. Further, it improves the overall perception and knowledge about the customer, with the different wants and needs of the customers. The author further stresses the stages that maintain direct linkage with Payne's model related to the way of conducting business oriented towards the CRM. in terms of conducting strategic development, the organisation needs to identify the potential step of interacting with the customers to help in locating the queries, product information and overall appeasement the customer has towards the organisation. In terms of the creation of value, the business organisation needs to look for all the strategic steps involved, which can benefit both parties, like providing quality service to the customer and thereby directly leading to the creation of brand loyalty in the minds of the customers. 
In the third stage, which involves multichannel integration, the supermarket needs to devise finding suitable channels by which the firm can maintain steady contact with the customers. The process used for mediating information and communication is kept uniform and common to make it easily accessible and understandable for both parties. Further adding with the viewpoint of Galvão et al. (2018), Payne's model also involves another two steps; information management system, where business enterprises or supermarkets need to maintain data and analytics-driven tools to help in storing data for the long run. Without a proper repository, the entire data gathered and collected can be easily lost. The last stage consists of performance assessment tools that help in monitoring whether the customer has gained proper satisfactory service from the supermarket or not. The main perks showcased by Payne's five force model related to the HRM practices in supermarkets is that the model uses various forms of strategic steps and measures to predict the desired outcome.  
However, according to the opinion of Bondarouk and Brewster (2016), multiple forms of disadvantages can be witnessed with the usage of this model related to the organisational structure in the supermarket. The two most critical problems that are addressed can be noticed in the likes of huge expenses for the company and extreme time consumption. The author stresses the fact that the implementation of all forms of needed technological equipment can act as a major hindrance for the supermarket in the initial stage in providing quality service to the consumer. Added with that the employees are needed to be properly trained in handling effective interaction with the customer to maintain high-quality standards. 
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Figure 4: Payne’s five force model
(Source: Galvão et al., 2018)
The above literature review on both the models related to the field of CRM practices and improvement scope in supermarkets showcased a detailed critical analysis on the advantages and disadvantages possessed by these models. After conducting a thorough analysis of the models, it can be said that Tesco can implement the usage of 'Payne's five force model' in its organisational structure, to experience better customer retention and experience rate. The model focuses on the usage of extensive technology as it can measure and conduct a thorough analysis of the customer's potential requirements. With the vivid advantages, the company can face major drawbacks in terms of increased expenses due to adding technological upgradation and training procedures of employees, for conducting better handling of customers. 
[bookmark: _Toc87547402]Conclusion
A detailed evaluative study was conducted on the allocated research topic, addressing the various forms and needs of customer experience within the organisation. The study also focused on covering the attribute of major differences in terms of tech touch and human touch related to Tesco, addressing the current most suitable option for the company followed with the use of related theory. The report also conducted differentiation on customer experience and brand experience addressing the meaning along with a suitable CRM model. The study concluded by conducting a thorough literature review on Payne's five force model and IDIC model related to the factual area's supermarkets can develop and experience shortcomings switch the usage of this model. The study concluded by presenting recommendations of the CRM model Tesco can implement to gain better results. 
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