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[bookmark: _heading=h.gjdgxs]INTRODUCTION
In the 21st century, the most important thing for a business is to give their customers a good experience. Business organisations can quickly make more money and gain a competitive edge by getting their customers involved. market value of the company is also affected by how  customers feel. Both management and workers need to pay close attention to understanding and engaging customers. A company that wants to compete in both the national and foreign markets should use strategic management to help them focus on engaging their customers. Businesses should also think about putting more effort into research and development to learn more about their users. Companies should also focus on getting customers involved by making the best use of the resources they have. As Huang et al. (2021) say, one of the most important jobs of management is to put the customer experience first, not just selling things and services. Interflora is a well-known flower delivery service in the UK. It was started by Frederick W. Schneider in 1923. It helps people send flowers the same day by working with a large network of local shops. The group is well known for its high quality designs and wide global reach. The goal of this report is to look into the idea of engaging and knowing the customer experience and how it affects the business.

[bookmark: _heading=h.30j0zll]MAIN BODY
[bookmark: _heading=h.1fob9te]Analysis of Consumer Relationship Management (CRM)
Channels and tactics used to get new customers:
Interflora uses a variety of methods to get new customers. Pay-per-click (PPC), search engine optimization (SEO), and social media ads on sites like Facebook and Instagram are all part of their online marketing. Email marketing is another important way to reach potential customers with personalised deals and promotions. The organisation also uses more standard ways to advertise, such as radio spots, TV commercials, and print ads in newspapers and magazines (Tom Dieck and Han, 2022). They also make the most of their partnerships with local florists, which help them reach more people through a network of affiliated shops.

Initial methods of engagement:
Interflora's first steps in getting people to use their services focus on making the user experience as smooth as possible on both their website and mobile app. There are reviews from other customers, detailed descriptions of the products, and high-quality pictures on the website, all of which help to inform and attract potential customers. When people buy flowers from Interflora for the first time, they often offer special deals and discounts. An easy and smooth ordering process and a number of payment choices make people more interested at first (Siebert and et al., 2020).
Academic theories:
· AIDA Model: Company uses the model of AIDA (attention, Interest, Desire, Action) by grabbing attention with advertisements which are visually appealing, generating interest through attractive product displays and engaging content, establishing desire with limited-time discounts and offers, and prompting action with a user-friendly process of purchasing.
· Consumer Acquisition Cost (CAC): Organization also closely checks CAC to ensure that acquisition as well as marketing costs are balanced by the long-term generated by the new consumers. This metric is useful to achieve better ROI and optimise their marketing spend.
[bookmark: _heading=h.3znysh7]Consumer Onboarding 
Processes of onboarding, along with their importance:
The onboarding process of Interflor is developed to offer an enjoyable and smooth experience for new consumers. After their first order is placed, consumers get an email confirmation with the delivery details and tracking information. This initial communication is important for building trust and setting expectations. Interflora also provides excellent support to consumers to promptly address any concerns or issues (Khan and et.al, 2020).

Role of consumer training and education:
Interflora informs consumers about the maintenance and care of the flowers  through their follow-up emails and website. This value added helps consumers build a sense of reliability as well as trust and enjoy their purchases longer. Tips on caring for and arranging for the flowers are offered to encourage repeat business and enhance the experience of consumers.
Academic theories:
· Consumer Onboarding Model: Onboarding model of Interflora majorly focuses on establishing a positive first experience to encourage repeat purchases and ensure consumer satisfaction . Efficient onboarding reduces customer disturbance and increases loyalty.
· Technology Acceptance Model (TAM): By offering an easy-to-use and  intuitive app as well as website, the company ensures that the consumer finds the technology useful and accessible, which enhances their likelihood of continued loyalty and engagement.
[bookmark: _heading=h.2et92p0]Consumer Retention 
Retaining customers techniques:
The company uses a variety of methods to keep customers coming back, such as regular sales, personalised email marketing, and reward programmes. The organisation offers a membership service to keep in touch with customers and delivers flowers every day. These strategies help the business keep customers interested and get them to buy again (Rather and Hollebeek, 2021).

Personalised messages and programmes that reward loyalty:

Interflora's loyalty programme gives customers who buy from them again and again points that can be used to get savings on future purchases. Personal email campaigns are made based on what people have bought in the past, highlighting deals and goods that are relevant to them. This personalised method makes customers feel valued and makes them more likely to buy from you again.
Academic theories:
· Relationship Marketing: Interflora's relationship marketing focuses on building long-term relationships with customers through constant follow-up and personalised service. Interflora builds customer happiness and loyalty by listening to and meeting customers' needs.
· Loyalty programmes for customers: These programmes offer rewards for return purchases and gather useful details about what customers like. This data can be used to enhance strategies for keeping customers and make shopping even more personalised.

Referral programs and consumer advocacy:
Interflora inspires satisfied consumers to become advocates with the help of referral programs that provide rewards or discounts for referring new consumers. Consumer reviews are prominently displayed on their social media platforms and website, attracting new consumers and building trust through marketing of word-of-mouth (Becker and Jaakkola, 2020).
Academic theories:
· Customer Lifetime Value (CLV): Interflora raises the value of each customer over their lifetime by working on cross-selling, upselling, and referral programmes. This method makes sure that the cost of getting a new customer is balanced out by better long -term sales, which makes the business more profitable.
· Pareto Principle: Interflora knows that a small group of loyal customers bring in most of their money. By giving great service and keeping these ties going, they can make the most money and keep customers happy. Interflora's long-term goals are in line with this main idea, and their strategic efforts are aimed at both developing and keeping their most valuable customers (Hussain and et al., 2021).
Average Order Value 
Very important for the business, the Average Order Value  tells them how much money they make on average with each sale. Besides bundling, which sends related items like greeting cards, vases and sweets with flower arrangements, the company also does a number of other things to raise the average order value . The AOV can also come up with deals for holidays and other special events. The company offers  gifts with extra things on holidays like Valentine's Day and Mother's Day to get people to spend more. The business uses data analytics to find out what customers like and how often they buy things in order to raise AOV even more. Upselling and personalised tips are used during the checkout process to show customers extras or more expensive items that are a good fit for what they have bought before. With these methods, you can make a quick sale more valuable and give the customer more options, which will make their experience better.


Academic theories:
The company uses the RFM (Recency, Frequency, and Monetary) Analysis to divide their customers into groups based on how they buy things. This model shows how often a customer makes purchases (Frequency), how recently they made a purchase (Recency), and how much money they actually spend (Monetary). Companies can do better with their marketing if they divide customers into different groups (Keiningham et al., 2020). For example, customers with high monetary, frequency, and recency scores might be able to get new goods before anyone else or be offered special deals on them. This would increase their lifetime value and make them more loyal. RFM research also helps the business find high-risk customers who may not have bought anything in a while. By fully knowing these patterns, the business can use targeted campaigns of re-engagement to get these customers to come back, which will keep the steady flow of cash coming in.
· [bookmark: _heading=h.1t3h5sf]
Brand loyalty and Social media engagement:
Another important customer value metric for the company is how engaged people are on social media. Social media sites like Facebook, Twitter, and Instagram can help you build a strong online presence and give your customers a feeling of community. The company Interflora posts high-quality pictures of their flower arrangements every day and interacts with customers through messages and comments. They also run engaging campaigns to keep people interested. A lot of activity on social media sites can lead to more word-of-mouth advertising and stronger company loyalty.
The company uses social media analytics to see how engaged people are, how they feel about the brand, and how well ads are doing. These analytics give us information that helps us figure out how to connect with customers and what to post, which makes sure that our social media efforts are in line with our marketing and customer relationship goals. By being active and consistent on social media, a business can get people to connect with it again and again, which builds brand loyalty (Barbu and et al., 2021)



· Interflora organises daily NPS surveys to identify areas for improvement and gauge consumer sentiment. Feedback from these surveys is utilised to make informed decisions about overall brand experience improvements, consumer service enhancements, and product offerings. By focusing on enhancing their NPS, organisations can develop a more loyal consumer base that is more likely to be a guide for the brand.
[bookmark: _heading=h.4d34og8]Customer Centrality and Segmentation
Established in 1923 by Frederick W. Schneider, Interflora is a well-known flower delivery service based in the UK. It works as a network to promote other flower delivery services for special events. It works with flower shops that are affiliated with it to send flowers the same day. For about fifteen years, Interflora's florists network in the UK used dial-up communication tools made available by software to talk to each other. Market segmentation is an important idea because it helps a company better understand and serve its current and future customers. It means putting customers into groups based on how they are like other customers with similar demographics or behaviours so that you can easily reach them (Chun, 2014).People like it because it helps them handle their resources, keep customers coming back, and come up with strategies that work for different groups of customers. It also helps businesses learn about the different ways that customers act and coordinate their actions in a way that will probably help them better meet customers' needs.
If you focus on the customer, then you should think of labelling as an addition to the main idea. You can use it to find out what your customers want and how to give it to them instead of letting your own labels run the business. 

Academic theories:
· Customer segmentation theory: One problem with this type of customer segmentation research is that it should be used to identify and separate customers based on how they see their experiences, not their physical traits. Companies can create very complex and multilayered groups of customers that help them target goods or services and give customers better experiences.
· Customer orientation theory: Customer orientation is a way of thinking that puts the customer at the centre of the business's actions and decisions. It includes recognising, accepting, and incorporating the needs, wants, and pains of the customer. In this day and age, this is still important because customers have more power to make decisions and can thus defect to other firms in case their needs or wants are not met (Park 2022).
So, customer centrality and segmentation are important strategic ideas that help businesses focus on the customer, make their plans fit the needs of each customer, and give customers a good experience. To do this, you have to stop just grouping customers into groups based on their needs and start talking about the "needs and wants of the customers.
[bookmark: _heading=h.2s8eyo1]Quality Processes and Their Impact on Customer Value
Business quality methods are important for making sure that a company gives its customers the most value. According to Kim (2020), quality management helps businesses understand what their customers want and find ways to make their goods and services better so that customers are happy.  Interflora, a flower delivery network, is one of the well-known companies in the UK that lives by the idea of quality processes in delivery of customer value. Through the years, Interflora relied on dial-up communication tools that the florists' network's firmware made available to process and send customer orders.
One more important quality step is to understand what customers want. Feedback data is constantly being gathered and analysed, which helps businesses understand what customers want,  and what their needs are at any given time. It also gives businesses the tools they need to make sure their goods and services are more precisely aimed at the people who will be using them. Because of these things, it's possible that Interflora could have used its network of local florists to understand and meet the needs of customers in different parts of the world. Communication of value propositions is another thing that needs to be thought about. What makes a product or service useful is how many people can use it and what benefits they get from it. This is what gives it its worth. This might be done to appeal to customers' sense of quality, ease of use, or emotions. It might have been because Interflora has been around for a long time and has a strong brand name in the market, which made it easier to explain the value proposition to customers (An, 2020). Personalization is one of the quality methods that gives customers more value. Personalizing messages, offers, goods, and services based on what the customer is like increases the amount of emotionally charged value perception. Because Interflora has a network of local florists that work together, it might have been able to make some changes. Lastly, the last good idea for the flight company is to make regular changes to the product line to make it more valuable to customers (Park 2022). In order to meet changing customer wants, businesses can adapt by changing the type and level of value they provide. It's likely that Interflora's services have changed over time to meet customer wants since the company has been around for a while.
Academic theories:
· TQM theory- Total Quality Management (TQM) is a managerial approach that focuses on the enhancement of the organisation’s quality across products, services and processes. The main elements of the TQM concept are the focus on the customer, the use of employee suggestions, constant improvement, the use of data to make decisions, and recognising the organisation as a process-focused system. If an organisation is able to assess and effectively address the needs of the customers, ensure every employee participates in the efforts to improve quality, seek opportunities for continuous improvement, make quality decisions by using facts and data and aligning end-to-end processes to deliver quality, it will be able to meet clients’ needs with the added benefits of low costs and monopolistic quality. 
· Quality improvement theory: Quality improvement is one of the critical organisational success factors that plays a role in improving the value for customers. Being able to continuously invest in increasing the quality of product or service facilitates the provision of solutions that meet and account for customers’ expectations. This can concern such aspects as an improvement of the performance, durability, and reliability of the provided offerings ( Alzoubi 2022). Dial up communication was used by Interflora to facilitate same day flower delivery was identified as a major source of customer values
In conclusion, activities of quality management, including quality enhancement, customer appreciation, conveying value, customization, and innovation, describe business strategies that are vital for the creation of superior customer value. The quality-focused processes in Interflora include dial-up communications and local florist network, which also add value to the customers.  focusing on these quality-oriented measures, businesses are capable of developing a strong and stable competitive edge and creating the conditions for long-term consumer loyalty. 

[bookmark: _heading=h.17dp8vu]Managing Customer Expectations
It is very important for every organisation to manage the expectations of the customers, as this plays a key role in the delivery of excellent service to the customers and the development of sustainable business relations as well. Here are some key strategies for effectively managing customer expectations:
Communicate Clearly and Honestly
Setting clear expectations is another important part of effective communication. For example, make sure that all of your communications, whether they're on your website, in social media, ads, or with customers, are clear, honest, and able to be checked (Norawati, 2021). You should pick the right words and the right way to say them based on the people you are talking to. When you offer a service with a deadline, let the customer know how long it should take to reply or deliver the goods.

	Deming's principles
	W. Edwards Deming's 14 points for management for the improvement of quality productivity and competitiveness can explain total quality management (TQM). These concepts are: defining the reason for focus on improvement of quality, a new thinking, no more checking, partnership with suppliers, focus on processes, management, and cultures, removing fear, organising cross-functional teams, no more contests and targets, pride; and improving knowledge. Thus, the integration of these principles supports the culture of everlasting development, customer satisfaction, cost reduction, and, as a result, organisation’s success.

Prioritise Customer Service
	Ensuring that customers receive a quality service is a main process that must be followed to ensure that customers are satisfied. Ensure that your helpers are knowledgeable of the service benchmarks with regard to empathy. The use of other artificially intelligent tools, such as chatbots and forecasting tools is an effective way of achieving faster and more efficient support. Ensure that all problems are solved to the satisfaction of the client through follow up communication.

Cultivate Loyalty
	Preserving the expectations of loyalty of the customers or clients is very valuable to the prospects of managing in the long run (Zeithaml 2020). Loyal customers can be counted on not to desert a company and also give useful information from time to time even if they can point out occasional slip-ups. Provide service and support on that level, loyalty and reward programs, and other promotion tools to gain more business and mouth to mouth advertising. Managing negative feedback includes timely and polite responses so as to solve the problem and cement customer relations.
[bookmark: bookmark=id.26in1rg][bookmark: bookmark=id.3rdcrjn][bookmark: bookmark=id.35nkun2][bookmark: bookmark=id.lnxbz9]When communication is prioritised and potential customers are understood, the core values of service, flexibility, and clients’ loyalty can become powerful assets to manage the customers’ expectations and provide them with relevant and superior experiences. These strategies enable companies to develop good and lasting relations with their clients while coping with today’s global competition.





















[bookmark: _heading=h.1ksv4uv]CONCLUSION 
Basically, companies that want to make more money, strengthen their market and increase their value need to focus on keeping their customers happy.  companies can build stronger relationships with customers when they decide that it is best to focus on the customer experience and the specifics of what the customer wants. Contact management software (CRM) is a fun way to interact with customers and helps businesses collect, analyse, and use information about their customers for marketing reasons. By putting the customer at the centre of an organisation's proposed business strategy, the idea of "customer-led engagement" means that the organisation must do a lot of research to get to know each customer, sort them into groups based on the type of client they are, and then plan how to serve each group in a way that meets their needs the best. Good quality processes make sure that customers have good experiences with the company's goods and services, which encourages them to buy from the company again. Product and service quality is one of the company's most basic engagement goals. Enhancing the company's operational efficiency, product quality, and service delivery on a regular basis tends to make customers feel more valued, which leads to higher happiness and customer retention. Keeping customers happy is a big part of managing your business's relationships with them. You can do this by keeping customers informed about your skills, the services you'll provide, and when they will be delivered. Getting to know your customers, communicating with them in the right way, fixing problems as soon as possible, and always focusing on going above and beyond can help create trust and strengthen the relationship between your business and your customers. According to Interflora, focusing on making high-quality products, treats, and covering all worlds while not ignoring local markets is very useful if customer engagement is the main goal. Companies that make it a priority and are good at managing their resources are likely to grow and be able to meet the needs of their customers and competitors better than their rivals.
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