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[bookmark: _Toc77766028]1.0 Introduction
“Customer relationship management” assists organizations to develop a connection with their customers, which, in turn, develops customer retention and loyalty. This assignment will analyze the quality systems as well as the CRM process of an organization by using some models and theories of CRM.
[bookmark: _Toc77766029]2.0 Company overview
Unilever was established in 1929 with the vision to develop a commonplace with sustainable living. In 2020, the international revenue gathered by the organization amounted to almost 50.7 B euros. Unilever spends a lot of resources to maintain a proper CRM process through effective marketing. However, sustainability marketing is considered a big challenge for the company. For instance, Unilever tried to promote environmental benefits through its product marketing, but the main challenge that the company faced is to get customers engaged with the environment and sustainability. Unilever noticed that a promotion campaign for “Persil’s Mighty and Small product” which aimed at the benefits of an environment of less transport and less packaging impact alone, failed to get a broad and significant purchase preference. Apart from that, Unilever also developed “Comfort One Rinse Laundry detergent” to decrease the water required to “hand wash cloths” in most of the developing countries, however, has noticed that customers have taken a much longer period to adopt the new behaviour. So, Unilever has to face such CRM issues (Baker, 2021).
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The IDIC or “identify, differentiate, interact, and customize” is a vital CRM model developed by the “Peppers and Rogers Group”. Another important theory of CRM is the “trust-commitment model” developed by “Morgan and Hunt”. This part of the assignment will discuss the strengths and weaknesses of the models (Bricci, Fragata and Antunes, 2016).
[bookmark: _Toc77766031]4.0 Selection of the model
The IDIC model will be the best model to apply to the company, Unilever. This model mainly assesses the customer’s expectations as well as their values to the organization’s business. Applying this model will help Unilever to identify customer trends and differentiate its product development process. Apart from that, based on the market research Unilever will be able to interact with its consumers through customized products. It will also help to tackle the risk of developing unnecessary products which helps companies to gain proper profit.
[bookmark: _Toc77766034]5.0 Conclusion
From the study of this assignment it can be concluded that, “customer relationship management” is vital for any organization. Organizations have separate departments which deal with CRM issues. CRM mainly focuses on some vital areas, like, marketing, sales, support, and customer service. This assignment has analyzed the CRM issue and some other factors of CRM of the company, Unilever. Models and theories like, IDIC and “trust-commitment model” have been used.
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