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Tesco’s knowledge in the use of digital as well as social media has revolutionized how it relates to customers. Customer engagement is important in the current world through various social media platforms that require companies to create a good relationship with the customers they serve. Whereas digital media provides Tesco with the opportunity to gather details about their consumers for analysis, solitary media provides a telling and interacting channel. Currently, this presentation shall discuss how Tesco defines and applies Digital and Social Media in Customer Relationship Management and how these tools offer value, enhance customer interaction and foster organizational customer retention and organizational success.
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Digital media is a type of media that includes content created or consumed electronically or over any platform which distributes the media content. It includes extensive avenues such as websites, email, online advertisement, search engines, and mobile applications. Digital media more broadly is the new technology used in Customer Relationship Management (CRM) to involve, communicate or keep customers (Angeloska and Angeleski, 2020). 
For instance, through digital media, Tesco can understand more about its consumers to be in a position to appeal to them to satisfy them. Multichannel touchpoints assist Tesco in collecting and analysing consumers' information to deliver data that define marketing attributes for products and the market as a whole.
Social media is a type of digital media that allows users to share information and ideas all within the confines of social network chains. Some of the active ones include; Facebook, Twitter, Instagram, LinkedIn, and TikTok. Specific to the customer relationship management context social media provides an avenue where customers can be interacted with in a friendlier, personal, and more connected way (Atherton, 2023). 
Consequently, social media is paramount to customer relations’ creation and management for Tesco through direct interaction, increased firm visibility, and instant customer establishment. Tesco receives feedback on a real-time basis, interacts with its consumers, and establishes a large following. These forms of engagement build the brand and generate confidence in it to help create the foundation for the kind of relationship that must exist between a business and its customers.
To a company like Tesco, real-time social and virtual media increases the likelihood of making customer relationship management goals and increases the possibilities of creating and sustaining clients. There are also special ways of applying such technologies in branding and marketing in the form of customers' information for the generation of personalized content and messages for the customers. 
From such channels, Tesco can also have intensive interaction with the customers and they in a way can capture what the customers have to say concerning the direction and orientation of its policies and operations. These media facilitate the management of customer relations through enhancing customer loyalty and improving their level of trust, key components of Customer Relationship Management (CRM). Relating to the customers through social media such as Facebook and Twitter to customer concerns and ethical causes also are marks of Tesco’s customer orientation. These interactions assist in detaching the emotion of the customer from the business and adding emotions to the brand.
 In addition, new media communication, namely, bonuses for repeat purchases and special age Internet-only deals enhance customers' repurchase-willingness. It is also noteworthy for Tesco that there are often major disadvantages in using Digital & Social media for CRM. Security and privacy are two important factors: customer data may be lost or exposed, which will harm the relationship. Thus, the usage of the data, especially in their broad sense, has to be transparent, with a strict following of regulations like GDPR (Furwanti et al., 2024). 
The online platforms such as the online store and m-Store are the other communication tools that Tesco uses to help customers shop online. Product lists, purchasing, accessing special offers, and orders and facilitating Clubcard management allow customers to perform these through interactive screens. While as Social Media enable the company to create engaging content, perform paid advertisements and respond to customers. Hence, this dual channelling drives Tesco’s marketing visibility and thus strengthens customer and relationship marketing with customers.
Digital and social media to enhance data-driven CRM. The firm’s digital resources show that Tesco collects a lot of data from its digital platform, such as; buying patterns, web traffic, social media interactions and smartphone application usage. Many companies use web-based technologies, and social media in their operations, these are useful in customer relationships and are components of CRM. The use of social sites such as Facebook and Twitter to interact with customers, reply to customer complaints and increase ethics programs shows that Tesco cares for its customers (Tesco Plc, 2024).  As such interactions are useful in domesticating the brand as well as developing positive feelings towards the customers. 
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With the help of digital tools, Tesco has expanded the range of its possibilities and improved interaction with clients. Another important area of Tesco’s web communication experience is the effective organization of Internet space within the framework of its website and the application. Through Clubcard these platforms allow customers to view products, buy products online, view the offers that are relevant to them and even check their loyalty points (Mason and Jarvis, 2023). 
The website and the applications used by Tesco bear a friendly and easy-to-use design, thereby making shopping easy. The two features of Tesco Digital tools highlighted above include the following: understanding of ease of use, the accessibility of special offers through the digital tools and the ability to selectively target customers’ histories to advance the understanding of the company’s relationship with individual customers.
The company also leverage social media including Facebook, and Twitter as well as Instagram to build a strong customer relationship apart from having its website and mobile app. For example, Tesco often and consistently updates information, sale/promotional events as well as content that compels customer interaction and inclusion. Customer service is also handled through social media since it is fast and convenient for Tesco to attend to any complaint or question from the customers. Such two-way interaction makes it clear that Tesco is an organization which cares about being available and responsive to the side of customers, which in turn contributes to trust and thus customer loyalty (Alexander, 2020). 
Corporate communication using digital media is not merely an avenue through which Tesco promotes its products but it is also information-based. The information gathered through digital contacts is an excellent opportunity to assess customer choice, purchase behaviour and opinions for Tesco. The above data helps Tesco to know how to market its products to the kinds of customers they are likely to attract. For instance, customers who tend to buy some specific products using a particular account may be recommended related products.
In addition, through the deployment of digital media, Tesco can stay in front of consumers enough to meet up with emerging trends in the fast-changing retail environment. With the increasing growth of e-tailing and online grocery, Tesco has continued to grow and sustain itself in the market it dominates. 
One of the most successful case studies of Tesco's online activity is the Clubcard customer loyalty program. Combined with the website and mobile app, Tesco extends unique rewards for the user’s loyalty. The Clubcard app enables a customer to be able to track spending, view promotions based on their shopping patterns, and earn points for future use. But overall, it benefits customers financially as well as the company as it enhances customers' repeat usage and loyal relationship status. Tesco shall be also deemed to be strategic in its utilization of available data as well as in the application of relevant digital tools within the course of its loyalty program (Croucamp et al., 2024). 
In Tesco's case, digital and social media engagement experience has been embraced by most of its activities with certain difficulties and prospects for enhancement. One challenge is the possibility of having substandard to high customer interactions across the various digital touchpoints. Few customers may have problems while dealing with an online interface or they may not receive replies for a long time on social media inboxes. 
To keep the customer experience a positive one, these gaps should be closed to their shores. Regarding, organisational performance, it is also possible to evaluate the success of Tesco’s operational use of digital and social media. The excellent online presence has led to better sales and also the booster of consumer traffic rates in the current period.
In light of the COVID-19 pandemic, delivery capabilities to customers stood out as a core strength within Tesco’s digital network. Its digital plans have enabled the firm to grab more market share of online grocery sales to address the increasing customer need for convenient shopping and home delivery solutions (Schleper et al., 2021). 
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This presentation has pointed out that the application of digital and social media in Tesco has especially strengthened customer relationships because it has allowed differentiation, trust creation, and loyalty cultivation. In maintaining customer relationships and reacting to its environment, Tesco continues to make good use of data and possesses an interface with customers through different channels on the internet. As there were various barriers to keeping consistency and at the same time updating themselves with the recent trends, Tesco by following digital considerations and customer-oriented policies, continued being successful in a competitive environment apace.
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