Presentation speaker notes Task 5:

Late last year, John Lewis launched its CRM-based ‘my John Lewis’ programme, with the intention of making a seamless client enjoy throughout online and offline channels and gaining a deeper knowledge of clients’ choices. Head of consumer advertising Chris Bates explains that in change for clients sharing who they are, what they purchase and what they would like to buy, the store provides a greater customized carrier within the form of relevant and contents that have access to unique activities and rewards (Smith 2014). Every year during the Christmas period and other seasonal times, John Lewis uses its unique advertising strategy as part of their CRM system. This is to relate with all different types of products that come in every season to attract customers attention to know what is in store for them.



Chris Bates who is the head of CRM and digital marketing at John Lewis, who launched a ‘my John Lewis’ loyalty card five years ago for the retailer. This card was to be used every time a customer made a purchase in store. This loyalty card is reviewed every month and the higher purchaser gets a free treat with tea and cake. According to Baldwin (2019), this treat has encouraged the customers to shop more often in-store and John Lewis’s cafe was flooded with loyalty card holders that have increased in that period. However, the free treat might have surprised the employees in the café of John Lewis, but it had a positive impact on how the customers viewed the store. Furthermore, John Lewis data have increased double to what they had started with over the five years after launching this programme.



John Lewis is getting to provide customers with a much better online expertise by operating the CRM system, on its johnlewis.com web site through the Monetate selling platform.
The company joins the likes of JD Williams, QVC, The North Face, National Geographic and Charles Tyrwhitt, who have enforced the CRM system, that permits brands to focus on completely different client segments supported knowledge like location, weather, previous behaviour, incoming campaigns, device and CRM data. Utilising the personalisation platform not solely permits the complete to have interaction additional effectively with its customers, it additionally leads to build loyalty and customer engagement. The senior manager insists that customer satisfaction is a key cornerstone of their proposition across all channels. With constant growth and the number of increasing consumers who are looking to shop online, John Lewis aims to use the Monetate platform to optimise the online customer journey (DecisionMarketing, 2017).


John Lewis has been very successful within the United Kingdom and has performed extraordinarily well in spite of additional negative financial problems and different dynamics impacting upon the retail sector at large, predominantly in light of declining client financial gain, technological advances like the net and exaggerated competition. The company have succeeded these due to the commitment towards their purchasers in providing innovative solutions. The company achieved this by improving awareness of customer needs, therefore the significance of making a reliable customer base that ensures positive word of mouth associated the company. John Lewis has achieved this due to its commitment to providing innovative solutions to customers as well as a heightened awareness of customer needs and further recommendations to extend new revenue streams through an acceptable CRM system in place (John Lewis, 2017).

The benefits of a CRM data system are that John Lewis is able to keep a track record of their new and potential customers. These accounts were created by each individual consumer with their personal information so that they can become a member. The data helps the company to communicate with its customers via emails and posts. John Lewis values their customer by staying in touch with them in every season and all new products that have come in the store. John Lewis is able to recognise customer needs and what their expectations are. Moreover, the system has a chat site where staffs are available 24 hours a day, where they provide good service and always there to help with any types of queries the customer might have (Preez, 2014). The company makes sure that all staff are well skilled to communicate in a good manner way with all customers from different countries all over the world. John Lewis main aim is to engage with their potential customers and build a good relationship which will achieve customer loyalty. However, the company has provided good deals and discounts for customers who have registered online. These deals have attracted customers to become a member of their online system and they are making purchases which have been profitable for the organisation (Customer Support Team, 2019).

Most consumers prefer to log in as a guest rather than being registered with any organisations. Many online retail stores are more likely to force consumers to create an account before even selecting an item which they are viewing, this is one of the common causes of basket abandonment. However, John Lewis avoids this type of distress that could disengage the customers and ask for registration at the very end of purchase when consumers are ready for checkout. John Lewis tries to simplify and make life easier for customers so that they can enjoy their shopping online. This loyalty scheme has worked really well for the organisation, where they have achieved to join more new members on their system (Moth, 2013).

John Lewis has a lot of benefits with the CRM system, however, there are some drawbacks which are disengaging the customers. Many customers are looking elsewhere, where they find the same products as John Lewis, but only are being sold much cheaper. This raises the question of whether the company are implementing their CRM strategy and fulfilling customer needs. This drawback is not only affecting customer engagement, but it is also proving difficult for the organisation, as trying to keep up with competitors using the price promise strategy is impacting John Lewis profit margins, forcing them to make reductions to partner profits. However, according to Vizard (2018), John Lewis believes that to form a deep relationship with customers, having a commitment to offering value and good pricing is a key to achieve customer loyalty (The Guardian, 2019). 
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