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1. Introduction 
This report looks at how F&F builds and manages relationships with its customers. It will explain how F&F attracts new customers, understands their needs, and encourages them to keep shopping with the brand. The report will first give an overview of F&F before looking at Customer Relationship Management (CRM) and the customer lifecycle. It will then discuss how F&F attracts groups of customers, as well as the customer experience and the value provided to customers. The report will also look at how F&F builds customer loyalty and how effective its CRM activities are. Finally, the report will identify areas that could be improved, provide recommendations for F&F, and finish with a conclusion summarizing the main findings. References and appendices will be included at the end of the report to support the information used. Finally, I will give a conclusion based on what I have learned and include references and appendices to support the information in my assignment.


1.1 Purpose of the Report
The purpose of this report is to explain how Tesco F&F works with its customers and how it can build strong relationships with them. The report looks at different parts of customer service and explains why they are important to a retail business. It will focus on Customer Relationship Management CRM, customer lifecycle analysis, quality management, customer value, and customer loyalty.
Customer Relationship Management (CRM) 
Customer relations management CRM) is the way a business manages its relationships with customers. At Tesco F&F, this can include understanding what customers want, helping them in store and making sure they have a positive experience. CRM is important because happy customers are more likely to trust the business and return in the future.
Customer lifecycle analysis 
Customer lifecycle analysis looks at the different stages a customer goes through when shopping with a business. This can start when a customer first hears about Tesco F&F, followed by visiting the store, buying a product, and then deciding whether to return. Understanding these stages helps Tesco identify what customers need and how to encourage them to keep shopping.
Quality management processes
Quality management processes are used to make sure customers receive good products and services. At Tesco F&F, this could include checking that clothing is good quality, keeping the store clean and tidy, making sure products are available, and providing helpful customer service. Good quality can make customers feel more satisfied with their shopping experience. 
Customer value creation
Customer value creation is about giving customers products and services that they believe are worth their money. Tesco F&F can create value by offering a range of clothing at reasonable prices, providing good quality and making shopping easy and convenient. Customer loyalty development is about encouraging customers to return to the business. Good customer service, competitive prices, quality products, and rewards such as Clubcard benefits can help customers choose Tesco F&F again.














2. Organization Overview 

F&F is Tesco’s clothing brand. It sells different types of clothes for women, men, children and babies. Customers can buy F&F clothes in Tesco stores or online. F&F aims to provide clothes that are good quality, fashionable, and affordable. 
Tesco needs to make sure that customers can find the clothes they want when they go shopping. To do this, Tesco has a good supply chain. A supply chain is the process of getting products from the manufacturers to the shops and then to the customers. Akdeniz (2019) explains that a good supply chain can help Tesco F&F provide better value to customers. This means having the right  clothes available, keeping good quality and offering fair prices. Overall, F&F is an important part of Tesco because it gives customers more products to choose from when they shop. By selling affordable and good quality clothing and making it easy for customers to shop in stores or online, F&F can help create a good shopping experience for customers (Akdeniz, 2019).

Tesco F&F is part of the retail and fashion industry. Retail means selling products directly to customers. F&F is Tesco’s clothing brand and sells clothes for women, men, children and babies. Customers can buy F&F clothing in Tesco stores or online. The fashion industry is very competitive, so F&F needs to understand what customers want and keep up with changes in fashion (Akdeniz, 2019).


Products/services

F&F sells a wide range of clothing for different customers. This includes clothes for women, men, children and babies. The brand aims to provide clothing that is fashionable, comfortable, and affordable. Customers can shop for F&F products in Tesco stores and online. Having a range of products gives customers more choices when shopping (Akdeniz, 2019).

Market position

F&F has a strong position in the UK because it is part of Tesco, which is a well-known supermarket. One thing that makes F&F different is that customers can buy clothes while doing their normal grocery shopping. F&F also competes with other clothing businesses by offering affordable clothing and different styles. A good supply chain helps F&F make sure products are available when customers want them (Akdeniz, 2019).

Customer base

F&F has a wide customer base because it sells clothing for different ages and genders. Its customers can include adults, teenagers, children, and families. F&F mainly attracts people who are looking for clothing that is affordable, comfortable, and fashionable. By offering different styles, sizes, and types of clothing, F&F can meet the needs of many different customers.













2.2 Business Objectives
Strategic objectives
Strategic objectives are the long-term goals that help Tesco F&F grow and do well. These goals can include selling more clothes, offering good-quality clothing at affordable prices, making sure products are in stock, and giving customers a good shopping experience. F&F also needs to follow new fashion trends and understand what customers want. Having a good supply chain helps F&F make sure the right products are available when customers need them (Akdeniz, 2019).

Customer-focused objectives
Customer focused objectives are goals that are about making customers happy and meeting their needs. For F&F, this can mean giving helpful customer service, selling clothes at reasonable prices, and offering different styles and sizes. Tesco’s loyalty Clubcard and offers can also help build good relationships with customers. Turner and Wilson (2006) found that Tesco’s Clubcard can have a positive effect on customer loyalty. This means rewards can encourage customers to shop with Tesco again.

Competitive positioning
Competitive positioning is about how a business tries to stand out from other businesses. F&F competes with clothing shops such as Primark, M&S, and H&M. F&F can attract customers by offering good quality clothes at affordable prices. Customers can also buy F&F clothes in Tesco stores or online, which makes shopping convenient. Good customer service and good value can help F&F compete with other clothing brands.
2.3 Importance of Customer Relationships
Customer relationships are important to Tesco F&F because they help the business understand what customers like and need. When customers get good service and enjoy shopping, they are more likely to come back. Good customer relationships can also help F&F keep its customers. If customers are happy with the clothes, prices, and service, they may choose F&F again instead of another shop. This can help the business sell more products and keep its customers. Tesco can also learn more about its customers through its Clubcard. For example, it can learn what types of products customers like to buy. This can help Tesco give customers offers and rewards that they may find useful. Payne and Frow (2005) explain that good customer relationship management can help businesses build strong relationships with customers. It can also help both the business, and its customers get more value. Overall, good customer relationships are important to F&F because happy customers are more likely to come back, buy more products, and tell other people about the business.

Critical Discussion
How customer relationships contribute to profitability 
Having good relationships with customers can help Tesco F&F make more money. If customers are happy with the service, clothing, and prices, they are more likely to shop at F&F again. This can help increase sales. Happy customers may also tell their friends and family about F&F, which can bring in new customers. Reinartz, Krafft, and Hoyer (2004) explain that good customer relationship management can help improve how well a business performs. This shows that looking after customers can help businesses grow.

Impact on competitive advantage
Good customer relationships can help F&F compete with other clothing shops. If customers feel welcome and enjoy shopping at F&F, they may choose it instead of another clothing shop. Good customer service, affordable prices and understanding what customers want can help F&F stand out. Payne and Frow (2005) explain that CRM can help businesses give customers more value and build better relationships. This can help F&F have an advantage over other businesses.




Potential risks of poor customer management 

Poor customer service can cause problems for F&F. For example, if staff are not helpful, products are difficult to find or customer complaints are ignored, customers may decide not to shop at F&F again. They may also tell other people about their bad experiences. This could lead to fewer customers, loss in sales, and a bad reputation. Therefore, F&F should listen to customers, deal with problems quickly, and provide good service.  
Overall, good customer relationships can help F&F increase sales, keep customers, and compete with other clothing shops. However, poor customer management can make customers leave and can damage the business.
3.1 Definition of CRM
Customer Relationship Management (CRM) means how a business builds and looks after its relationships with customers. It is not only about using computer systems to store customer information. CRM also means understanding what customers want, giving them a good experience and encouraging them to continue buying from the business. Recent research shows that CRM can help businesses improve customer engagement, satisfaction, and loyalty by using customer information and creating more personalized experiences (Auttri et al., 2023). For Tesco F&F, CRM is important because Tesco can use its Clubcard to connect customers with F&F clothing. Customers who have a Clubcard can earn points when they buy F&F clothing online, and they can also use Clubcard vouchers to pay for F&F products. This means Tesco can use its loyalty programmed to encourage customers to buy F&F products again. Therefore, CRM can help F&F move customers through three important stages which are awareness, purchase and loyalty.

Academic Models
Payne and Frow CRM Framework 
According to Payne and Frow's CRM framework explains that CRM involves different activities that work together to create better customer relationships. Although the original framework was developed earlier, recent CRM research continues to support the importance of using customer information, personalization and different communication channels to improve customer relationships and loyalty (Auttri et al., 2023). The first part is strategy development. This means understanding who the customers are and what they want. For F&F, this could mean understanding whether customers are looking for affordable, comfortable, or fashionable clothing. At the awareness stage, Tesco can use customer information to show customers F&F products that may interest them. 
For Tesco F&F, CRM is important because Tesco can use its Clubcard to connect customers with F&F clothing. Customers who have a Clubcard can earn points when they buy F&F clothing online, and they can also use Clubcard vouchers to pay for F&F products. This means Tesco can use its loyalty program to encourage customers to buy F&F products again. Therefore, CRM can help F&F move customers through three important stages are awareness, purchase, and loyalty.  
Relationship Marketing Theory

Relationship Marketing Theory is about how businesses build and keep good relationships with their customers. Instead of only focusing on making one sale, businesses try to create long-term relationships with customers. This can be done by providing good customer service, communicating with customers, building trust, and making sure customers are satisfied. Recent research shows that relationship marketing can help businesses keep customers for longer. For example, Rosário and Casaca (2023) found that relationship marketing is strongly connected to customer retention. This means that when customers have a good relationship with a business, they are more likely to continue buying from it.
Relationship marketing is especially important for online businesses and services. Hoang and Nguyen (2024) found that good communication, reliable service, and positive customer experiences can increase customer satisfaction and loyalty. Negassa and Japee (2023) also found that communication, responsiveness, and strong relationships can help businesses keep their customers.
Customer Equity Theory
Relationship Marketing Theory provides an important foundation for understanding how organizations create, maintain and develop long-term relationships with customers. Unlike transactional marketing, which primarily emphasizes individual exchanges and short-term sales, relationship marketing focuses on the development of continuing relationships based on trust, commitment, communication, satisfaction and mutual value creation. Recent literature confirms that relationship marketing remains strongly associated with customer retention because organizations that develop meaningful customer relationships are more likely to encourage continued patronage and loyalty (Rosário & Casaca, 2023). In this sense, relationship marketing views the customer relationship as an ongoing process rather than a series of isolated transactions.
The importance of relationship quality is particularly evident in contemporary service and digital environments. For example, Hoang and Nguyen (2024) found that relationship marketing significantly influences customer loyalty in electronic banking, although the mechanism differs between individual and corporate customers. Their findings demonstrate that factors such as organisational commitment, customer experience, service reliability, process orientation, and technology contribute to the development of customer satisfaction and loyalty. Similarly, research by Negassa and Japee (2023) demonstrates that bonding, responsiveness, and communication can contribute to customer retention, with customer satisfaction playing an important mediating role. These findings reinforce the argument that successful relationship marketing requires organizations to continuously create positive interactions throughout the customer relationship rather than concentrating exclusively on customer acquisition.
Relationship Marketing Theory is also closely connected with customer equity theory, which shifts attention from individual transactions towards the long-term economic value of a firm's customer base. Customer equity can broadly be understood as the total value of the customer relationships held by an organization. A central component of this perspective is Customer Lifetime Value (CLV), which estimates the economic value a customer is expected to generate over the duration of the relationship. Recent research demonstrates that CLV can incorporate both financial and non-financial factors, suggesting that customer value cannot always be adequately represented by historical spending alone (Amendah et al., 2023). Consequently, organizations increasingly use customer information, behavioral patterns, and relationship characteristics to identify customers with different levels of future value.



3.2 Customer Lifecycle Overview
The customer lifecycle for F&F includes several stages, starting with awareness, when customers first find out about F&F through Tesco stores, online, social media, or adverts. The next stage is consideration, where customers look at different clothes, compare prices, and decide whether F&F is right for them. The purchase stage is when the customer buys something from F&F, either in a Tesco store or online. After this, retention is about encouraging customers to come back and shop again. If customers are happy with the clothes, prices, and service, they are more likely to return, and personalized offers can help keep them as customers (Chhabria et al., 2023). Loyalty happens when customers regularly choose F&F instead of other clothing brands and continue buying from the business is when happy customers recommend F&F to friends and family, leave positive reviews or share products on social media, which can help the business attract new customers. Finally,  re-engagement happens when customers stop shopping with F&F. This could be because they prefer another brand, are unhappy with the products or simply no longer need them. F&F can try to bring these customers back by offering discounts, promoting new products or sending personalized offers.
Customer Acquisition
Customer acquisition means how a business attracts new customers and encourages them to make their first purchase. For F&F, customers can be attracted in several ways, such as through advertising, social media, discounts, attractive clothing displays, and online promotions. Because F&F is sold through Tesco, customers may also discover the brand when they are shopping in Tesco stores or on the Tesco website. Social media can be useful because fashion brands can show customers new clothes, trends, and special offers. Research shows that personalized marketing can improve customer satisfaction and loyalty in fashion retail because customers are more likely to notice products and offers that match their interests (Chhabria et al., 2023). Price is also important because customers may be attracted by affordable clothing and special offers. Overall, F&F can attract new customers by offering good prices, appealing products, advertising, and a convenient shopping experience.  
Customer Conversion 
Customer conversion is when someone who is interested in F&F decides to become a customer and makes their first purchase. For example, a person may see an F&F advert, visit the clothing section in Tesco or look at F&F clothes online. They may then compare the prices, styles, and quality before deciding to buy. F&F can help customers make this decision by offering affordable prices, attractive products, discounts, a simple shopping experience. Making it easy to find products and complete a purchase can also encourage customers to buy them. Research shows that a positive customer experience can influence customers' decisions and encourage them to purchase from a retailer (Chhabria et al., 2023). Therefore, F&F can turn potential customers into actual customers by offering products that meet their needs and making the buying process easy and enjoyable.
Customer Retention 
Customer retention means keeping customers, so they continue to shop with F&F instead of choosing another clothing brand. F&F can retain customers by offering good-quality and affordable clothes, providing good customer service, introducing new styles, and giving customers special offers or discounts. Personalized marketing can also help because customers may be more interested in offers and products that match what they like or have bought before. Research shows that personalized marketing can improve customer satisfaction and loyalty in fashion retail (Chhabria et al., 2023). F&F can also encourage customers to return by making shopping easy and convenient through Tesco stores and online shopping. Keeping existing customers is important because happy customers are more likely to buy from the business again and may recommend it to other people.
Customer Loyalty
Customer loyalty means when customers like a brand and choose to keep buying from it instead of going to another brand. For F&F, loyalty can be built by offering good quality clothes at affordable prices, giving customers good service, and regularly bringing out new styles. F&F also use special offers, discounts, good sales, and personalized promotions to encourage customers to shop again. Personalized marketing can make customers feel that the products and offers are more suited to them, which can improve satisfaction and loyalty (Chhabria et al., 2023). Good customer experiences are also important because customers are more likely to return when they are happy with the products and service (Rosário & Casaca, 2023). Overall, F&F can build customer loyalty by giving customers good products, good prices, good service, and reasons to come back.
Customer Advocacy
Customer advocacy is when happy customers recommend a business or its products to other people. For F&F, this could happen when a customer tells their friends or family about clothes they like, leaves a positive review, or shares F&F products on social media. These recommendations can help F&F attract new customers because people often trust recommendations from people they know. Research shows that customer trust and having a good relationship with a brand can encourage customers to support and recommend the brand (Quaye et al., 2022). Therefore, F&F can encourage customer advocacy by providing good-quality clothes, affordable prices, and good customer service. When customers have good experience, they are more likely to tell other people about F&F, which can help the business gain new customers. 
3.3 Critical Analysis of CRM Practices
Strengths
Customer Relationship Management (CRM) is how a business looks after its customers. For F&F, CRM can help the company understand customers and encourage them to keep shopping. Customer engagement is one strength of CRM. F&F can talk to customers through social media, emails, websites, and special offers. This keeps customers interested in the brand. When customers have good experiences and feel connected to a brand, they are more likely to stay loyal (Rosário & Casaca, 2023).  Data collection is another strength. F&F can collect information about what customers buy and what products they like. This helps the business understand its customers better. Customer data can also help businesses predict which customers may buy again in the future (Sun et al., 2023).  Personalization means giving customers offers or information that matches what they like. For example, if a customer often buys children's clothes, F&F could show them more children's clothing or offers. Research shows that personalized marketing can improve customer satisfaction and loyalty in fashion retail (Chhabria et al., 2023). 
Weaknesses
Service inconsistencies happen when customers do not get the same level of service every time. For example, a customer may receive very helpful service in one Tesco store but poor service in another store. This can make customers unhappy and may stop them from shopping with F&F again. Research shows that poor or inconsistent service can reduce customer satisfaction and damage customer loyalty (Gao et al., 2022).
Data limitations can also be a problem. F&F may collect information about customers, but the information may not always be complete or correct. For example, the business may not know why a customer stopped shopping. Customer data can also become old if customers change their preferences. Research shows that customer data and customer lifetime value models can have limitations when the information available is incomplete or does not show the customer's full behavior (Sun et al., 2023). 
Customer complaints are another weakness. Customers may complain if they are unhappy with the quality of clothes, prices, delivery, refunds, or customer service. If complaints are not dealt with quickly, customers may lose trust in the business and choose another retailer. Research on service recovery shows that how a business responds to customer problems can affect customer satisfaction and loyalty (Gao et al., 2022).

Academic Evaluation
The CRM theory is about building good relationships with customers. Businesses should understand customers, communicate with them, provide good service, and encourage them to return. F&F uses CRM through customer information, promotions, online shopping, and communication. Customer engagement helps keep customers interested in F&F. Promotions and communication can encourage customers to shop again and build loyalty (Roy et al., 2023). Personalization means showing customers products and offers that match their interests. This can improve the customer experience (Poorrezaei et al., 2023). However, some customers may not like too many messages or may worry about their personal information being used (Canhoto et al., 2024). Another gap is customer service. CRM theory says customers should receive good service across all channels. However, customers may have different experiences online and in stores. Businesses need to connect these channels to provide a more consistent experience (2022) Overall, F&F follows CRM theory through customer engagement, customization, and personal information. However, gaps remain around privacy, unwanted messages, and inconsistent experiences. F&F should use customer information carefully and focus on improving customer experience.
	            


CRM theory says                             What F&F can do                                Possible gap
	Keep customers interested

	Use promotions and communication

	Some customers may not want lots of messages


	Understand customers

	Collect customer information

	Information may not always be complete


	Give personalized offers

	Show products customers may like

	Some customers may have privacy concerns

	provide good service

	Provide online and store shopping

	Customers may have different experiences


	Build loyalty

	Provide online and store shopping

	Customers may choose other brands



4. Customer Acquisition and Segmentation  
4.1 Customer acquisition means finding new customers and getting them to buy from F&F. F&F can use different ways to do this. Advertising helps people see F&F for clothes, prices, and special offers and discounts with a tesco Clubcard. Social media can show people new clothes and deals on apps such as Facebook, Instagram, and TikTok. It also lets people like, share, and talk about F&F products (Roy et al., 2023). Direct marketing means sending customers emails or messages about clothes and offers they might like. Referral programs encourage current customers to tell their friends and family about F&F. This can help F&F get new customers. Sales promotions, such as discounts and sales, can encourage people to try F&F for the first time. Special offers that match what customers like can also make them more interested in buying (Chhabria et al., 2023). Overall, these methods help F&F find new customers and encourage them to make a purchase.
Demographic Segmentation 
Demographic segmentation means putting customers into groups based on things about them, such as age, gender, income, and family size. Businesses use this information to understand what different customers may want. For F&F, customers can be grouped by age. For example, F&F sells clothes for babies, children, teenagers, and adults. Different age groups usually want different types of clothes. F&F clothing can also look at gender because customers may want different styles of clothing. For example, some customers may shop for men's clothes, while others may shop for women's or children's clothes. Income can also be important. Customers with different amounts of money may have different budgets for clothing. F&F's affordable prices can make its clothes suitable for customers who want good value for their money. Family size can also affect shopping. A parent with several children may buy more children's clothes than someone without children. Demographic segmentation helps F&F understand its different customers and offer products that are suitable for them. Research shows that using customer groups can help businesses create better marketing plans and understand customer needs (Dolnicar et al., 2022).







Geographic Segmentation 
Geographic segmentation means putting customers into groups based on where they live. Businesses use this to understand what people in different places may want (Dolnicar et al., 2022). For F&F,  Some customers live in different city or region. For example, people living in colder areas may want more coats, jumpers and warm clothes, while people in warmer areas may prefer lighter clothing. F&F could also look at where its stores are located and choose products that suit local customers. This is called regional targeting. A shop in a busy city may sell different styles from a shop in a smaller town. Geographic segmentation can help F&F choose the right products and offers for different areas. This can make shopping easier for customers and help F&F sell more products. Research shows that dividing customers into groups can help businesses understand different customer needs and create better marketing plans (Dolnicar et al., 2022). Overall, geographic segmentation helps F&F understand where customers live and what they may need in their area.

Psychographic Segmentation 
Psychographic segmentation means putting customers into groups based on their lifestyle, interests, likes, and attitudes. It helps businesses understand why customers choose certain products. For f&f, one group of customers might like fashion and keeping up to the new trends. Another group might care more about comfortable clothes and low prices. Some customers may also care about buying clothes that are better for the environment. F&F can also look at customer behaviour, such as how often people shop, what clothes they buy,  and whether they often buy products during sales. For example, a customer who often buys clothes in sales may be interested in more discounts. This information can help F&F show customers products and offers that match their interests and shopping habits. Research shows that understanding customer lifestyles and behavior can help businesses create better customer groups and marketing plans (Dolnicar et al., 2022). Customer behavior can also be used to understand customer value and improve marketing decisions (Sun et al., 2023).  psychographic segmentation helps F&F understand what customers like, how they live and how they shop, so the business can give them more suitable products and offers.


Relevant Theory 
The STP Model means Segmentation, Targeting and Positioning.
Segmentation means putting customers into groups, such as children, teenagers, and adults. Targeting means choosing which group F&F wants to sell to. Positioning means showing customers what makes F&F different, such as offering affordable and fashionable clothes. The Market Segmentation Theory helps F&F understand that different customers have different needs. This helps F&F choose the right products and adverts for each group (Dolnicar et al., 2022).

4.3 Customer Centrality 
Customer centrality means putting customers at the centre of business decisions.F&F can do this by having a customer-focused culture, where staff listen to customers and provide good service. Customer feedback, such as reviews and surveys, helps F&F understand what customers like and dislike (Rosário & Casaca, 2023). Personalization means giving customers offers and products based on what they like. This can make customers feel valued and improve their experience (Chhabria et al., 2023). F&F can put customers first by listening to them, using their feedback and giving them suitable products.
4.4 Critical Evaluation
Customer segmentation helps F&F put customers into groups based on things like age, shopping habits, and interests. This can make marketing more useful. One benefit is better targeting. F&F can show the right products and offers to the right customers. This can make customers happier because they see products they may like (Dolnicar et al., 2022). It can also lead to more sales, as customers are more likely to buy products that match their needs. However, there are some challenges. Customer information may not always be correct or up to date. People can also change their likes and shopping habits, so a group that works today may not work later. Businesses also need time, money, and staff to collect and study customer information (Sun et al., 2023). segmentation can be useful for F&F because it can improve targeting, customer satisfaction, and sales. However, F&F needs to keep customer information accurate and update its groups when the customer needs to change.

10. Conclusion 
This report looked at how F&F looks after its customers and how well it uses Customer Relationship Management (CRM). Overall, F&F uses CRM to understand customers, communicate with them, and encourage them to shop again. Using customer information and personalized offers can help F&F build good relationships. However, problems such as poor service, incorrect customer information, and complaints can affect customer satisfaction. The customer life cycle showed that customers go through different stages. These include finding out about F&F, thinking about buying, making a purchase, coming back, becoming loyal and recommending F&F to others. F&F needs to look after customers at every stage. Customer experience is also important. Customers are more likely to return when they receive good service, can shop easily, and find products they like. F&F should make sure customers receive good service both online and in stores. The quality process showed that good-quality clothes, helpful staff, and quick responses to complaints can keep customers happy. The main recommendations are for F&F to improve customer service, use customer information safely, deal with complaints quickly, and provide useful offers. 
Overall, this report has met the learning outcomes by explaining CRM, the customer lifecycle, customer experience and customer value. It has also looked at what F&F does well, what could be better, and how it could improve its customers relationships.
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