Benefits of CRM
                   Building relationship with customer:
Building enhanced benefits of loyalty
· This benefit may be financial or social. Financial benefits give the customer a financial reason to enter a long-term relationship and remain loyal to the supplier.
Creating structural ties and bonds
· Through offering enhanced benefits companies may create structural ties their clients.
Creating delighted customer
· Establishing a lasting relationship ship with clients and moving up the ladder become supports, advocates or even partners. 
(Hooley. G, Piercy. F. N, Nicoulaud. B, 2012)
A CRM can cause major difficulties for business. 
Potential drawbacks of CRM systems
CRM costs
· software subscription or purchase fees
· premium upgrades, IT resources needed
· hardware or software requirements
· staff training and upskilling
Business culture
·  People within the company can cause major difficulties with the CRM implementation. 
Poor communication
·  In business people must know what information you need and how to use it.
Lack of leadership
·  Weak leadership could cause problems for any CRM implementation plan. 
(Nibusinessinfo, 2019)
CRM IN TESCO
Tesco says: 
“Our strategy is to earn their loyalty by helping them to spend less – through low prices, good promotions and an increased investment in Clubcard.”
(Baker, 2010)
Dave Lewis, the chief executive said’ growth across the business online grocery sales rose 5%.
(Hammett, 2018)

Through its CRM tactic of promotions targeting only the customers and this has been used appropriately thus reducing on the costs of marketing a result which the whole company has benefited from as well as appreciated. Therefore, Tesco’s 19 million Clubcard holders:
· Using data gathered from Clubcard and comment cards, Tesco have been able to create a variety of product ranges to suit different target groups, such as:
· Healthy Living: Over 400 products which are low in fat and sodium
· Free From: Produced for people who have food allergies or dietary requirements
· Special Healthy Kids Snacks: A dedicated range of kids food products that are high in fibre, fruit and vegetables.
   (Tescoplc, 2019)
John Lewis CRM system
Lightning CRM application, with the new system directly boosting its net promoter score (NPS) by three points.
Lynne Wood, senior manager and Salesforce business lead at John Lewis and Partners explained how the business prepared and trained service staff for the change, and the benefits it has brought.
(Carey, 2018)
Porter's Generic Strategies can be used to determine the direction (strategy) of the organisation in order to be able to beat the competition.


Cost Leadership
   Differentiation
Cost Focus
    Differentiation Focus

(Mindtools, 2019)

and John Lewis applies the Differentiation price strategies.
John Lewis is committed to never consciously charging higher prices for the same goods as competitors. Their strategy is based on three independent objectives which are Partners, Customers and Profit.
(Mbaskool, 2019)
McKinsey 7-S Framework
· Strategy: John Lewis building and maintaining a competitive advantage over its competitors.
· Structure: John Lewis is supported by risk management structure which approach designed to identify, manage, monitor and communicate risks consistently, and take advantage of opportunities across the Partnership.
· Shared values: The core values of John Lewis, as shown in its corporate culture and general work ethic, such as diversity and inclusion  to ensure achieving a great mix of Partners in the business. 
    (Mindtools, 2019)
The Partnership was named one of the UK’s Best Employers for Race, in    the Business in the Community Race Equality Awards 2017.
 (Johnlewispartnership, 2018)
Marketing mix of John Lewis
Product:
John Lewis provide products belonging to various sectors like Home and Design, Electricals and Technology, Gifts and Celebrations, Fashion and Beauty and Baby and Child.
Price:
· John Lewis believes that fair pricing has always been the heart of their business. It adopts a competitive pricing strategy for all its products keeping the quality and value in mind.
People:
· Being a service brand, John Lewis ensure that the customers have a good shopping experience More than 38000 employees are a part of the organization. The staff is well trained and store managers ensure that all customer requests are looked into.
(Mbaskool, 2019)
Omni-channel retailer give customers the coherent and consistent John Lewis experience across whatever channel they’re shopping on.”
(Baldwin, 2013)
PARTNER DEVICES WERE INTRODUCED INTO JOHN LEWIS SHOPS AND TRIALLED IN 21 WAITROSE SHOPS
CUSTOMER SELF-SERVICE CHECK-IN IPADS FOR CLICK & COLLECT ORDERS IN 140 WAITROSE SHOPS
(Johnlewispartnership, 2018)
John Lewis is investing over £500m in its digital and data operations as part of a strategy which it hopes will see online sales overtake those in store within just four years.
(Decisionmarketing, 2015)
John Lewis brings in online personalisation platform
With the help of Monetate personalization, John Lewis continue to bring its great service and experience to its online offering.”
(Decisionmarketing, 2017)
The business also saw strong foreign currency sales through our Bureau de Change desks (up 61 per cent year-on-year) and the Partnership Card is now available on Apple Pay.
(Johnlewispartnership, 2018)
Stakeholders engaged with CRM system

· The John Lewis Partnership is the largest employee-owned business in the UK with gross sales of over £11.7bn and a workforce of 83,900 Partners.
· There are many benefits to being employee-owned and to explore the different models of employee ownership, their key features, governance and funding.
    (Lewis, 2019)
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