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[bookmark: _Toc103376794]INTRODUCTION
The Oxo Tower restaurant is a high-end establishment that aims to offer customers high-quality products and services. The location of the restaurant on the South Bank facing the Thames, by Coin Street offers fantastic views, and it has a viewing gallery. The Oxo strives for perfection. To ensure this staff are trained to meet the exacting standards of the restaurant. Using the absolute best in British seasonal produce.  The restaurant is one of four London restaurants to have a green Michelin star. The London restaurant business is highly competitive, and it is therefore essential that Oxo Tower offers an outstanding customer experience.
In this report I will be reviewing the factors affecting The Oxo Tower’s quality systems and critically reviewing the following CRM models
[bookmark: _Toc103376795]COMPANY CONTEXT

The Oxo Tower restaurant is part of Harvey Nichols Ltd. In the period ending 28th March 2020, Harvey Nichols reported a loss of 3.7 million. The annual account for this period notes the uncertainty around the impact of Covid-19 and mentions the planned dates of 12th April 2021 for the reopening of non-essential retail and outdoor hospitality and 17th May 2021 for indoor hospitality. (Company house). 
Hospitality was the industry hit hardest by Covid. In April 2020 just under 1,650,000 employees were on furlough. By the end of May 2021 this had dropped to 590,000. The easing of restrictions in May 2021 did see an increase in spending customers on hospitality, but at this point it was at less than 70% of pre-pandemic levels (Anon., 2021). 
With the lifting of all restrictions in July 2021, other factors have come into play which are hampering recovery within the hospitality industry. The rise in the cost of living has meant that customer expenditure is squeezed. Not all consumers, however, are equally affected, and high-end restaurants are predicted to be less affected than mid-range establishments (Anon., 2022).





SWOT
	Strengths
	Weakness

	Global Brand with retail outlets and restaurants worldwide
Unique customer experience and service
Reputation for high quality 
Associated with luxury and special experiences
Steps taken to reduce costs during the pandemic (Ltd, 2020)
Wealthier customers less affected by increases in cost of living
	Cost of living increases has put customer budgets under increased pressure
Tourism not yet returned to pre covid levels
Brexit leading to challenges recruiting new staff

	Opportunities
	Threats

	Continued increase in online shopping post Covid
Following 2 years of restrictions customers are now keen to go out and eat and drink

	Rising energy costs
Rising food costs (war in Ukraine)
Competition from other luxury brands
Brexit – impact on cost of products and staff recruitment



[bookmark: _Toc103376796]PESTLE ANALYSIS

POLITICAL
This includes factors like government policy, foreign trade, corruption, tax policy, political instability. The Oxo will have to look at these political factors before embarking on a new market or project.
ECONOMICAL
Economic growth, exchange rate, inflation rates, in disposable income of consumers and unemployment. These factors may have long term impact on the purchasing power of consumers. It can also affect the way companies price their products and services. 
SOCIAL
When marketing the Oxo takes into consideration. Population growth rate, age distribution, income levels, careers, health, lifestyle, and cultural barriers. 
TECHNOLOGY
With legislation around technology this can be advantage or disadvantage. Research and development activities, technological change, technological incentives, level of innovation, technological awareness
ENVIROMENTAL
Factors like pollution, carbon footprint and other policy set by government. We all have become more aware of ecological issues such as climate change, weather, environmental offsets. Fundamentally we all, including businesses, need to be more conscious of maintaining the planet. 
LEGAL
The Oxo tower restaurant legal team addresses everything that is required by law. Such as, discrimination laws, employment laws, copyright and patent law, consumer protection laws, antitrust laws. This includes health and safety laws, 
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The Oxo Tower restaurant needs to rebuild its market share and diversify in order to recover from the impact of Covid. The use of the Ansoff matrix by The Oxo tower restaurant, will allow it to implement a diversification strategy that reduces risk. Ansoff breaks his matrix down into two basic elements, market and products. The highest risk is selling a new product to a new market, medium risk involves selling either an existing product to a new market, or a new production to an existing market.
Implementing the sale of existing Oxo products such as lunch, afternoon tea and dinner is in the current market development strategy. Renewing and repackaging existing products can also be a useful strategy. Oxo can also create new products such as gourmet ‘Meal in a box’ or Oxo branded products such as gin, tea, coffee, crockery, glassware etc. This can be offered to existing or new markets. The Ansoff matrix is perceived by experts to be an excellent tool to risk assess the different strategies for company’s development.

Product
	Market
	
	Existing product
Marketing penetration
	New product
Product development

	
	Existing
Market
	Lunch menu
Afternoon tea menu
Dinner menu
Tasting menu
Existing customers who have eaten at Oxo previously


	
Meal kits sold to customers who have never eaten at the Oxo
Oxo branded spirits – Gin, Champagne, Tea, Coffee, Crockery, Glassware etc.


	
	New
Market
	Market development
Lunch menu
Afternoon tea menu
Dinner menu
Tasting menu








	Diversification
Oxo branded spirits – Gin, Champagne, Tea, Coffee, Crockery, Glassware etc. 






Market Penetration        = Existing product in existing market
Product Development    = New products in existing markets
Market Development     = Existing product in a new market
Diversification                = Totally new product, new market
The highest risk strategy for Oxo will be to try and sell a new product such, as Oxo Gin, to a new market, that is to people who have never eaten at the Oxo restaurant or shoped at Harvey Nichols previously. The safer strategy would be to trial the sale of Oxo Gin at existing customers of Oxo and Harvey Nichols. Selling existing products such as the lunches, afternoon teas and evening meals to a new market would also be an excellent medium risk strategy. Offering special menus for sale at a slight discount though sites such as Travel Zoo could be a way of attracting in this new customer base who had never eaten at Oxo before.
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Making products and services customised to suit the customer's needs is an essential growth strategy. Growing the relationship between Oxo and existing customers is an important part of this and customer relationship management (CRM) is the second most important initiative for the business, after security.
The IDIC model can be used to manage all aspects of CRM. IDIC stands for identity, differentiate, interact, and customise. Harvey Nichols can identify who its customers are and build a better understanding of them. They can also differentiate which customers have the most value (SSCs) as well as those with future potential. Interaction and social media are recognised as essential components of customer satisfaction and the successes of CRM and customer loyalty. Keeping up to date with social media trends and their many platforms is vital to the Oxo. It can also be useful in monitoring the critical and complimentary reviews that are being said, across all media, about the company. (Kent, 2020) CRM is about ongoing relationships between people, suppliers, and customers. Businesses need loyal customers of a high standard. CRM systems are put in place to ensure customer loyalty and increase profits for the company. However, CRM is also beneficial to the customer by way of rewards. These rewards are not only to make the customer feel good about the company. They also act as an incentive for repeat business. This relationship with customers can change when it is no longer profitable for the company. For example, the customer may only use a charge card less frequent than previously. When this occurs, the company will use tactics of Dissuasion. (Bergeron, 2002)
[bookmark: _Toc103376800]PORTERS 5 FORCES

Porter's 5 forces model is used to analyse the nature of competitive forces that shape the marketplace. The Oxo Tower restaurant will find this especially useful when thinking of entering a new market or starting a new business venture. There are two types of factors that can affect an organisation’s competitiveness. At the macro-level these are factors over which the organisation has no control, for example, changes in the level of government tax. The micro-level is the opposite and relates to factors that are internal to the organisation and entirely under the organisations’ control.
Everyone who is looking for a quality meal in London is a potential customer of the Oxo Tower (or Harvey Nichols). Whether they use its service or purchase something today or tomorrow. The purpose of CRM is to optimise the relationship. Harvard Business School professor Michael Porter said aid it's not about who is the biggest it's about who is the most profitable and profitability is defined by five forces. Customers always want excellent value for money and would always prefer to pay less and get more. In the restaurant business price competition is a factor in customer choice but quality and experience are of greater importance. 
Suppliers will try to increase prices or insist on other more favourable terms. Another source of competition comes from substitute products or services, for example companies such as ‘Hello Fresh’ that are offering gourmet meals to cook at home. 
The toughest competitors may come from new entrants, this can create tension. For instance, they begin offering customers low-cost fine dining, with a variety of discounts on offer. This tactic of reducing costs and offering better deals may force other restaurants to spend more on retaining their customers. New restaurants may also get reviewed favourably in newspapers and magazines and across social media. This can create a fashionable buzz with generates interest from customers.
Finally, Oxo must deal with their competitive rivalry and see them off. The outcome of this style of competition reduces everyone's profitability. In turn, forces them to defend increasingly narrow profit margins. These five forces affect every industry structure and shape the company’s future. Once there is an understanding of them you can make better predictions using more competitive strategies and software to manage and process customer data. The mission is to increase company and customer relationships. With customer loyalty being the key objectives.
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One of the most challenging aspects of hospitality is retaining employees. This has been made worse by the outcome of Brexit and the covid 19 pandemic. Many employees were from other European countries, and many returned to their own country because they felt unwelcome in England.
My experience of working in the high-end, hospitality industry for over 20 years is that I see employee retention as something many employers fail at.  Historically businesses have often felt that they can easily recruit new staff and therefore it has not been a problem to have a high turnover of staff.
Many establishments look great from the perspective of the customer, however, behind the scenes, back and front of house, staff are often either working in poor conditions or their salary does not match their skill set. I, like many other colleagues I have worked with in the past, have a passion for preparing quality food, mixing cocktails and have great people skills. This accompanied by giving a good service and creating great customer experience. Keeping up this type of professionalism, week after week, can be mentally, physically, and emotionally demanding.
Herzberg’s two factor theory does address these types of issues found in the workplace. Along with studies by other theorists.
A straightforward way of understanding Herzberg’s two factor theory; You buy a laptop for its design, colour, speed and apps, camera, and memory. These are the things that motivated you. You now feel satisfied with your purchase. However, you take it home, remove the packaging and turn it on. The laptop runs slowly, the display is not clear, and the apps don’t function very well. These things have made you dissatisfied with your purchase. (Anon., n.d.)
Herzberg named his factor’s Hygiene and Motivation.
[image: Herzberg's Motivation Theory (Two Factor Theory)] (EPM, n.d.)
In the workplace there are the so-called Hygiene factors which are things that dissatisfy employees. However, without them employees would equally be disgruntled and upset. These include things like no job security as a result of zero hours contracts, company policy e.g., annual leave, compassionate leave, sickness, working conditions such as the premises and health and safety, status, and low salary. The motivation factors include responsibility, personal and career growth, achievement, advancement such as promotion, and recognition. So, in the workplace, work engagement is definitely related to job fulfilment. However, the salary for this work should, equally be satisfactory. While on the other hand, for example, work conditions should meet employees’ expectations. (Abu Elnasr E. Sobaiha, 2020).
The Oxo needs to make sure that is offering a competitive salary. This however, is not enough and motivating factors such as feeling a valued member of the team with specialist skills that are valued and appreciated; opportunities for training and skills development that are linked to the chance to progress, and staff benefits such as discounts on meals in the restaurant are important. This emphasis on staff retention is essential at a time when there is a shortage of staff due to many European staff leaving the UK. Training staff also takes time and resources. Retaining staff is therefore also associated with saving money and an ability to provide a better quality of service as staff learn over a period to perform in a way that meets the standards and values of the Oxo Tower restaurant. 
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CUSTOMER RELATIONSHIP MANAGMENT
Collecting data on customers is critical to customer relationships management. Harvey Nichols and Oxo collects this data by means of a customer loyalty scheme (Anon., n.d.). Customers are incentivised to sign up for the scheme by the opportunity to gain benefits. The scheme is highly personalised. Such as name, address, birthdays, items purchased, dates of purchase. This data collection enables Harvey Nichols to segment their customers. This might be for example by post code, amount spent and how recently they have spent. This allows for targeting and development of customer loyalty, with the opportunity for customers to choose the benefits. These range from free drinks in-store, free delivery, and discounts on products and services. The higher the level of loyalty card purchases the bigger the increase in the level of loyalty rewards.
The loyalty scheme enables Harvey Nichols and Oxo to track customers’ purchases and dining habits. Regular updating, data input of the CRM system, will build up a profile of them. This is a necessity for Harvey Nichols to tailor deals and offers that suit customer requirements and needs (Khanlari, 2015, pp. 244 - 248).
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Meeting and exceeding customer expectations is key to building and retaining business. In order to do this is it necessary to understand the customer experience. Meeting customer expectations can be done in a number of ways. For example, through looking at customer reviews on sites such as Trip Adviser, OpenTable, Google reviews, Twitter and other social media sites. It is important that Oxo continues to engage with customers through these sites actively, thanking people positive reviews and responding positively to any complains in the service experienced (Khanlari, 2015, p. 246). 
A study by Pontus Bostrom on CRM through social media (SCRM) and the attitudes to brand loyalty, found that SCRM is merely a communications channel. The opposite, in business, being mass marketing. This style of marketing would bombard customers with messages to purchase. SCRM has taken its place. 
Harvey Nichols and Oxo can use CRM to tailor the communications it has with its customers.  By offering discounts and unique offers at various touch points, Harvey Nichols and Oxo websites, social media, restaurant reviews and booking sites, etc. The Oxo Tower Restaurant could get people in to eat. This can include unique offers for groups, and birthday offers for loyalty card holders. Once the customer is in the restaurant there is then another opportunity to sell them additional products and services. This may include, for example, special drinks and free taster platter offers.
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The Oxo Tower restaurant has like most hospitality business in the UK severely impacted by Covid. It is also now facing the impact of rising energy costs, and inflation and Brexit is impacting the cost of raw materials used in the restaurant.
With customers still not returning to eat out at restaurants at pre-pandemic levels there is a need for the Oxo to diversify to increase revenue. Management of this risk is important, so that resources get directed in the most profitable and effective way. This might include offering experiences at the Oxo Tower as a gift to existing customers. If this proves successful, selling gift experiences can be expanded to a new customers base. This fits well with the trend of individuals increasingly looking to have unique experiences rather than acquire more possessions. Being able to buy the experiences online would also makes it an easy last-minute purchase. Similarly new products such as Oxo own branded items that include gin, teas, chocolates offer the chance to diversify. In the first instance these can be sold to customers who are already visiting the restaurant but if this is successful the market can be expanded to sell in out outlets and online.
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