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Understanding and Engaging in the Customer Experience 

In modern management history can be found many ideas regarding customer management. Today, it is recognized even more that the way the customers are being treated by businesses can go a long way in determining the companies’ future profits, and companies are increasingly investing in achieving this. Are doing Consumers know better what service they should receive, and vote based on the experience gained from their wallet. The concept of customer relationship management dates to when a caveman chose to buy a Herod from Ogg or Thug, but the term CRM was discovered in the mid-90s. Effective in areas such as banking, airlines can be just as effective for these sectors. The study, therefore, focused on the classification of CRM as having the potential to retain customers, and if so, the same concept could be introduced to the retail industry.

The report examines consumer relationship management (CRM) strategies used by Tesco, the number one retailer in the United Kingdom (UK) since the mid-1990s, based on ethical and sustainability policies and practices. It is discussed the relationship between the efforts put into customer service and the company's growth. The report then critically discusses how such policies affect customer relationship management (CRM). The report also looks at several other ways in which Tesco strives to provide the best service to its customers. Lastly, the company's prospects will be commented upon on the company's new strategic game plan considering changing market dynamics. The research methodology adopted for this research includes both primary and secondary research methods. These methods include interviews, filling up questionnaires, etc.
The findings of this study would mainly suggest that as Tesco improves its efforts to increase loyalty card benefits, customer loyalty to Tesco may continue to grow. 
INTRODUCTION:
 CRM, although not new, has been successfully adopted by many companies in the past years with great benefits. Through their business model, Dell, suggested by tapping into the customer’s loyalty, by showing care and value, the customers will feel valued and important which will continue to create loyalty, this is done by an effective and constant developed customer relationship management.
Essentially, customer relationship management is seen as an activity that companies seek to maintain customer loyalty and develop customer loyalty. However, the technological and digital advancements are playing an essential role in the development of CRM, both as a concept and as a practical reality. Through a traditional perspective, CRM is seen something preponderant in specialized industries, such as banks, airlines, automobiles, hotels, and e-commerce. Retailers such as big supermarkets like Tesco and ASDA are unable to launch the same level of CRM. As a case study, Tesco was chosen as the CRM discussion reference point with specific reference to Tesco. Company history Tesco recently received the Guardian Sustainable Business Award for "Communication Sustainability" in May 2014 and the Gold Grocery Award for "Business Initiative of the Year" (Tesco, 2016). CSR Hub gives Tesco a CSR rating of 61 out of 100 (CSR Hub, 2016).
Fair Business Practice 
Tesco’s policy is to be committed to held and maintain the highest standards in ethics and integrity, including and not limiting to not tolerate bribery or any form of corruption, and it was named a Top Retailer by Transparency International, and anti-corruption Reporting was one of the criteria assessed (Tesco, 2014). This is done by ensuring that all Tesco Group CEO’s and executive team members are trained to recognize and understand potential bribery and corruption risks. Tesco is also using an e-learning solution to assist with anti-corruption training, refresher courses and assessments, including the new UK Bribery Act and our policy (Tesco, 2014). Tesco advocates for fair competition, stating that healthy competition means lower prices, more choices and better products, asserting that they should always act independently, not solicit confidential information from suppliers about competition, and process pushback if they are concerned (Tesco, 2015.)
Tesco is a strong promoter of social responsibility in the chain, among other things, by reducing the trash that consumers have at the beginning of the supply chain. This is where most of the waste is coming from. Tesco is closely collaborating with Wrap to develop new packaging to help its customers reduce waste by offering waste food hate tips and storage tips for critical products. Tesco offers customers a fresh day update. There are no "buy one free" promotions for fruits and vegetables by extending the code life of products such as bread and eggs in conjunction with suppliers. However, simple price reductions help reduce waste (Tesco, 2015). In addition, Farm-to-Fork analysis has helped suppliers where food is wasted, for example, to reduce banana waste. Innovations are implemented in collaboration with suppliers (Tesco, 2015).
Literature Review 
As customers started being more aware of their financial position, their demands started rising regarding the quality of the services and goods they are receiving for their money from businesses in different industries, and this led to the introduction of CRM, its strategies and methods and marketing (Schmied,2006). CRM is widely recognized today as the key to modern business success, as the core of today's business success depends heavily on the relationship between the enterprise and its customers. (Nguyen, Sherif & Newb, 2007). Due to changing nature of customer’s preferences and the apparition of fast-paced businesses now it is more difficult for companies to retain and build loyalty only by offering a personalised service and showing care by warming the relationship with their customers. Companies need to go a step forward and to keep in touch now with their customers in order to provide a better experience for their spending. That is why most companies use CRM.

The reasons for adopting CRM are intense competition for organizations. The reasons for this may be different from industry to industry, company to company, but the most important reasons why applying CRM in a business would be economical reasons. It has been acknowledged the effort a company would need to invest in finding a new customer, compared with selling to an already-won customer (it is also argued that it takes an average of 8-10 physical personal calls to sell to a new customer; 2 to 3 calls to sell to an existing customer). In the light of the above example, CRM can be a very efficient way to sell and retain customers. Getting a new customer is 5 to 10 times more expensive than retaining an existing customer. A typical dissatisfied customer combines their experience with 8-10 people. Although repeated many times, the source of many of these figures could not be traced. A 5% increase in existing customer retention increases profits by 25% or more.
The benefits mentioned above indicate that CRM implementation is an essential asset to the organization. Therefore, CRM implementation and adaptation are also necessary to identify a group of users who can use their organization’s resources to build strategic relationships.)
Challenges in CRM Implementation: 
The most serious challenge facing CRM is the implementation challenge. The decision to implement this technology must be taken before implementation. Research suggests that while the significant vendors of CRM-related products and services have some experience implementing these systems in large organizations, the implementation process for small and medium-sized firms can be very different. The research is still needed in order to understand better what drives these organizations to adopt CRM. This study develops and examines these aspects related to implementing customer relationship management (CRM) technology in small businesses. Here are proposed seven hypotheses to consider the effects of environmental turbulence (market uncertainty and environmental hostility), product category knowledge, relative advantage, switching costs, attitudes towards change, and firm size.
Key CRM cost targets include: 
• Increasing sales growth through customer satisfaction. 
• Reduce Selling and Distribution Costs 
• Minimize Customer Support Costs 
The following examples illustrate tactics for achieving these goals; 
Increase sales growth 
• Increase portfolio share through cross-selling 
Increase customer satisfaction 
• Make the customer experience so pleasant that it comes back.
To reduce sales and distribution costs. 
• Targeted advertising to customers to increase the likelihood that an offer will be accepted. 
• Implementation of web applications to minimize the number of direct vendors and sales channels needed 
• Manage customer relationships instead of managing products (a shift in marketing)
To minimize customer support costs 
• Provide information to customer service reps request them 
• Automate the call centre so sales reps have direct access to customer history and preferences so they can go through
Tesco and CRM
Tesco implemented CRM systems with a main target of increasing revenue and maximise customer satisfaction. This was the driving reason of introducing and launching a new CRM platform - The Clubcard. Tesco Chairman Sir Terry Leahy says that ‘Tesco's Club Card program has 10 million active households and accounts for 85% of weekly sales in the five years after the Club Card program was implemented; sales have increased by 52% and continue to grow faster rate than the industrial average’. This allowed Tesco to expanse their floor space by 150% as they had to increase the shops opening hours and add more shops. The date of February 13th, which marked the launch of Tesco’s Clubcard, changed the ways of decision making in the company, how they develop their products, and especially the way they serve their customers. This loyalty program, which was a novelty in the industry, has given Tesco an opportunity to also show appreciation towards their customers by implementing special rewards to make their loyal customers feel valued and special. This brings forward the mutuality of Tesco’s design for the  Club Card, as it is not only showing how customers are loyal to the company, but vice-versa too. 

Because of the CRM, Tesco is today one of the biggest grocery stores in the UK and the most successful internet supermarket in the world. Start with the Customer Insights area as it is vital to harness customer data to identify new value, balance resources, and build relationships with customers. Tesco Club card statements are sent to millions of customers every quarter, earning points from their purchases. Each statement also includes additional coupons and vouchers aimed at rewards and incentives to purchase treats. There are now over 250,000 target variations. Although the program is very sophisticated, it achieves consistent sales results. However, the application of data on the Clubcard shuffle is much broader than just a customer's reward statement alone. The significant benefit of the plan for Tesco (and ultimately its customers) is that the data and analytics campaign also make organization-wide customer decisions for direct promotion, category management, local store ranging and store location. 

Indeed, customers are analyzed and grouped into hundreds of different permutations and combinations of segments based on recency, frequency and value, lifestyle, lapse rates, promotional responsiveness, coupon redemption behaviour and many other factors.  Tesco recognizes the value of the customer knowledge created by the program but implementing customer data is another critical dimension of their success. Rather than randomly analyzing data, Tesco maintains a carefully constructed 'Knowledge Profit and Loss Account' to measure clients' investments in the program, the number of analytics resources applied, and other returns and news. Customer value created. 

Access to state-of-the-art mining data from Tesco has helped them get to and from the centre of the earth. However, many other companies, by comparison, are still tendering their flower beds! In fact, for every Tesco, there are hundreds of companies that do not exploit nor are they capable of owning their user data. Tesco, a leading grocery retailer in the United Kingdom, has a permanent drive to improve customer service. The organization is collecting customer feedback to improve the current innings and provide new services for the future. As a result, Tesco now operates the world's largest grocery store, Tesco.com. With many millions of registered users, it processes 4,000 orders an hour, generating over 1billion (1. 1.83 billion) in sales in the fiscal year 2005. (World., 2008)


Conclusion and Recommendation:
 Chapter Review: The conclusion and recommendations of this research will be discussed in this chapter. Here are presented information about what and how Tesco implemented to bring in the intended results and more and will also contain some suggestions on how CRM can be improved in order to be more efficient.

Methodology: 
Secondary Research: 
Using case studies as a principal research method is the most common in qualitative studies (Orlikowski and Baroudi 1991), and the title of this article suggests the use of such a method. Yin (2002) suggests as a definition of a case study as "an empirical study of modern phenomena in a real context, especially when the boundary between phenomenon and context is unclear". By comparing the use of case research with other qualitative methods like ethnography, action research, grounded theory, can lead to a better understanding of the method and its. Although common, these methods are very different in multiple ways and can offer information/results about different aspects, and facades of the phenomenon studied. Ethnographic researchers need to spend much time in the field, be on par with those who study, and put the studied phenomenon in their social and cultural context. Action research focuses on what the practitioner does, not the observer, and becomes a fully involved participant (Avison et al. 1999). Grounded theory is a different research method that is basing the developing of a theory through data which is systematically collected and analysed. 

The main aspect that makes grounded theory stand out before other research methods is the constant interaction between systematic data collection and analysis (Myers 1997). When it comes to Case study research, this may be involving a single case or several cases, depending on the theory that is tested or in question. For example, case studies may be appropriate, for example, where the case is a case, to test a well-formulated theory. Yin (2002) mentions that in multiple case studies, it is advisable to also use multiple designs that would follow the replication disfavouring this way the sampling logic. In the case of not having any other cases available for replication, the researcher might need to focus on individual cases. On this occasion, the study is focusing on a single case study design, which will translate in having only one case investigated. Although this is the case, it is advisable that the choice between a single-case design and a multi-case design to be kept open during the research process. This is because the individual case selected may be a misinterpretation of the research phenomenon, or the case may not function properly for some reason (Yin 2002).
A case study can be positivist, interpretive or critical, depending on the researcher's philosophical assumptions (Dubé and Paré, 2001). In general, positivist research would attempt to test a theory to improve the initial and predictive understanding of phenomena. Orlikovsky and Barudi (1991) classified IB research as positivist if there was evidence of formal hypotheses, quantitative measures of variables, and hypothesis testing. Although a case study can be critical, interpretive or positivist, it can also be considered descriptive, exploratory, or explanatory. It would be considered as a ‘prelude to exploration’ in research case studies, if there would be any field research and data collection conducted before the research questions and hypotheses are identified. However, according to literature, a research framework must be established in advance, if not, in descriptive cases this can lead to possible issues arising during the project (Bryn 2004). The proposed case study uses an explanatory approach suitable for conducting causal research, primarily for testing theory (Dubé case studies typically combine several methods of data collection, such as interviews, documentation, observations, and questionnaires, which are a source of qualitative data and quantitative data (Dubé and Paré 2001).
The main strength of the case study methodology is the use of multiple sources and techniques in the data acquisition process to enhance findings and conclusions. Researchers predetermine the evidence to collect, and the analytical techniques used in the data to answer research questions. The data collected is generally qualitative, but it is also quantitative. A frequent criticism of the case study method is that it is case-dependent and cannot provide generalized conclusions (Tellis 1997). Yin (2002) argues that the relative size of the sample does not turn multiple cases into a macroscopic study, regardless of whether 2, 10, or 100 cases were used. The study's goal is to establish the parameters; then, it should be applied to all studies. Therefore, a single case can be considered acceptable if it serves an established purpose.
Primary research:
 - Primary research is self-collected information through interviews, questionnaires and observations on a particular topic. 
Questionnaire: - First, quantitative research was conducted, which was a part of the primary research. Quantitative research involves creating and developing questionnaires and distributing them to people. As a method of collecting data, the questionnaire is a very flexible tool. The advantage of questionnaires is that they are relatively easy to analyze. It can be used for sensitive topics that can make the interviewer feel uncomfortable talking. Many people are also familiar with the questionnaire structure and know that it is easy to fill. The downside is that respondents may ignore specific questions that affect results. Questionnaires are also standardized so that it is not possible to explain the points in the question that participants may misinterpret. The questionnaire was designed with different variables in mind and was designed before it was decided. The questionnaire was developed with our research goals and objectives in mind, specifical research on CRM's potential for customer loyalty.
The questionnaire was first tested on May 8, 2021. Five people took part in the pilot study. After receiving feedback, the comments were analyzed, and it was decided to change and reconstruct some of the questions as the original questionnaire provided a limited understanding of the issue. Some questions were answered in a similar format (yes/no). The final format has been converted to open format to express themselves in their own words.
 Open format questionnaires include answers of different lengths and different types of words.
Example (Pilot Questionnaire) :
Have you used Tesco's website for shopping?
(Original Questionnaire) Changed: Have you purchased products through the Tesco website? If so, what is your experience? Yes; No; Explain why below. 
After deliberation, the format of the questionnaire was finalized. On June 27, 2021, the question mark was again divided among twenty people. This sample is taken from both male and female customers who shop at Tesco. Two main methods of providing the questionnaire were considered: in person or by mail. After much deliberation, it was decided to deliver questionnaires personally. The advantage of this method was that it allowed the researcher to help the respondents overcome any questions. This staff involvement allowed the researcher to find out why some people refuse to answer the questionnaire. It was received feedback from 16 respondents. Of these, 10 are men, and 6 are women.
Interviews: 
As part of the primary research, two interviews were conducted to obtain information and feedback from experts. The advantage of the interview is that the interviewer can check the answers in-depth, find explanations and examples, find new areas and revise the questions over time. Another advantage of the interview technique is that it can plan to get the information you need. The downside is that the interview may take time; as the interview is ongoing, there is a possibility of irrelevant information. Two main interview methods were considered: face-to-face and telephone interviews. After much deliberation, the researcher decided to do a face-to-face interview. Face-to-face interviews will allow us to better judge the quality of an answer, take notes to understand a question correctly and encourage journalists to complete their answers. In this case, there was no proper way to use the telephone interview because it cannot use a visual aid to explain the question. Voice quality is also an essential factor in telephone interviews.

This chapter summarizes the choices of primary and secondary research methods and explains the reasons for the choices. The chapter then describes how the initial research is carried out by questionnaires and interviewing Tesco's retail staff. Finally, desk research from various sources has also been added to this chapter. 
Research Results: 
In this chapter are presented both primary and secondary research results, which consists of questionnaires, interviews, and observations. The information collected serves as the basis for the analysis. By using appropriate methods of displaying data in graphs and charts, the data analysis would be easier and more accurate. 
 Questionnaire:
 The questionnaire has proven to be an advantageous method for data collection. (Some discussion should precede this statement to show how you came to this opinion.) A constructive and destructive response to the questionnaire was received. (Explain.) The survey results shown that 90% of the customers are indeed satisfied with Tesco's CRM program, while 10% suggested a slight improvement. By using the specified questionnaire, the research results were obtained by the in-depth analysis of respondents’ responses. Analysis of the data revealed that 90% of respondents are already satisfied with the current efforts of Tesco regarding their CRM initiatives, while 10% see room for improvement.
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