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Executive Summary
This report investigates Dove Cosmetics' Customer Relationship Management (CRM) for maximising consumer value. As a result of the increasing transition to online purchasing and immediate customer expectations, the greatest obstacle is assuring 24/7 customer service support. To address this challenge, the IDIC CRM model is employed, along with the integration of Maslow's Hierarchy of Needs and the Communication Mix. There are provided recommendations for enhancing CRM efforts and maintaining consumer relationships. The report concludes by highlighting the potential benefits of exceptional customer experiences, such as increased customer loyalty and a competitive edge in the cosmetics market. Dove Cosmetics can increase consumer satisfaction, brand loyalty, and long-term success by adopting these strategies.
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Organisation’s Quality Systems and Customer Relationship Management
[bookmark: _Toc142824208]Introduction
For a company to be successful over the long term in today's fast-paced and competitive business environment, it is essential to win the satisfaction and continued patronage of its target audience (Salesforce, 2022). Companies like Dove Cosmetics need to handle the problem of offering outstanding customer experiences round-the-clock to keep up with the transition towards online purchasing that is occurring in the cosmetics business.  The present report assesses how Dove Cosmetics' quality processes and controls for customers' 24-hour customer service are impacted by internal and external influences. Moreover, this report describes how to use the IDIC CRM model, along with the successful integration of Maslow's Hierarchy of Needs and the Communication Mix, and how to address the CRM problem of sustaining customer connections around-the-clock. The benefits of these strategies including improved customer happiness, loyalty, and possible bottom-line advantages like higher retention and a competitive edge in the market are highlighted in the conclusion.
[bookmark: _Toc142824209]Company Context
Unilever, a consumer products business with offices in London and Rotterdam, owns the widely recognised personal care brand ‘Dove’. More than 150 nations sell the goods, which are available for infants, children, men, and women. A silhouette of the brand's namesake bird [image: Dove Logo and symbol, meaning, history, sign.]appears in the Dove logo (Dove Beauty, 2023). 
[bookmark: _xvir7l]Figure 1: Dove logo (Dove, 1957)
The first Dove manufacturing patents were given to Vincent Lamberti in the 1950s when he was employed by Lever Brothers (BrandYuva, 2019). There is a large selection of products that can be purchased there, including cleansers, body washes, shampoos, conditioners, and skincare medications. Dove has built a strong reputation as a company that advocates for "body acceptance" and "empowering genuine excellence" with advertisements that challenge conventional conceptions of beauty.
[bookmark: _Toc142824210]CRM Problem in Developing Good CRM
A company or other organisation manages its relationships with consumers using a process called customer relationship management, which often involves studying a lot of data through data analysis (Chai et al., 2020). [image: Why CRM Is Key To Unlocking Business Growth Potential][bookmark: _3hv69ve]Figure 2: Customer Relationship Management (CRM) (SuperOffice, 2023)

When it comes to developing an efficient Customer Relationship Management (CRM) system, one of the most challenging challenges that Dove is likely to face is the challenge of being able to provide assistance to consumers at all hours of the day and night. In view of the rising trend towards online purchasing and the expectation of rapid answers from customer care agents, Dove needs to handle this aspect of the company to boost customer satisfaction and loyalty.
[bookmark: _Toc142824211]Evidence of the CRM Problem
Evidence of Dove's CRM problem with 24-hour customer support may be seen in online reviews and consumer comments. Following are a few possible instances of client complaints or comments:
[bookmark: _Toc142824212]Delayed Responses
When customers contact Dove's customer support outside of regular business hours, they may get frustrated if they encounter delays in receiving answers to their questions or problems.
[bookmark: _Toc142824213]Limited Support Hours
Customers may comment in reviews that Dove's customer support has a limited schedule, which conflicts with the availability of the brand and their purchasing patterns.
[bookmark: _Toc142824214]Unfavourable Attitudes
Poor experiences brought on by the absence of round-the-clock help may result in unfavourable attitudes in online reviews, which might harm the image of the Dove brand.
[bookmark: _Toc142824215]Expected Benefits of Addressing the Problem
Dove might anticipate various advantages if it effectively resolves the 24/7 customer care problem and enhances its CRM:[image: What is CRM process? 5 steps + main components | Zendesk India]
[bookmark: _1x0gk37]Figure 3: CRM (Coffman, 2022)

[bookmark: _Toc142824216]Improved Customer Satisfaction
Offering quick and accessible service can boost client satisfaction, resulting in more favourable testimonials and referrals.
[bookmark: _Toc142824217]Increased Brand Impression
Dove may increase its brand impression as a customer-centric business by displaying a dedication to swiftly resolving client requirements.
[bookmark: _Toc142824218]Increased Brand Loyalty
Happy clients are more inclined to stick with the brand and keep buying Dove goods, resulting in the development of long-lasting client connections.
[bookmark: _Toc142824219]Competitive Advantage
Dove has an advantage over other brands by providing 24/7 customer care, which sets it apart from those who may not provide the same degree of assistance. Improved CRM may result in improved customer retention rates, lower customer turnover, and increased lifetime value of customers.
[bookmark: _Toc142824220]Important Customer Insights
Dove may more effectively adjust its marketing strategy and product offers by gathering important customer data and insights from a well-implemented CRM system.
Dove may strengthen customer connections and maximise customer value by recognising and resolving the CRM issue of round-the-clock customer service, which will eventually lead to company development and success in the cutthroat cosmetics industry.


[bookmark: _Toc142824221]Internal and External Factors Leading to the CRM Problem
[bookmark: _Toc142824222]SWOT Analysis of Dove Cosmetics
[bookmark: _Toc142824223]Strengths
[bookmark: _Toc142824224]Brand Reputation Strong
Dove has a great reputation as a brand and is widely recognised for supporting true beauty and body acceptance, all of which may contribute to the development of consumer trust and loyalty (Shastri, 2022).
[bookmark: _Toc142824225]Product Excellence
Dove products are renowned for being gentle on the skin. The technology and materials that Dove's researchers and developers developed are kind to the skin and don't irritate it. To create products that protect and nourish the body and hair, scientists have conducted studies. Customers adore Dove's because it combines soap with cream, making it both soft and fresh (Shastri, 2022).
[bookmark: _Toc142824226]Weaknesses
[bookmark: _Toc142824227]24/7 Customer Service is scarce
Customers may get dissatisfied if there isn't 24-hour customer service available, particularly if they anticipate getting help right away for questions about products or for making online purchases.
[bookmark: _Toc142824228]Rising Prices
Fuel price increases are driving up the cost of transportation and distribution, and shifts in labour costs have an impact on product pricing. The CEO of Unilever, Alan Jope, claims that materials are becoming more expensive. They said that their product prices will also rise.
[bookmark: _Toc142824229]Unreliable Customer Experience
Customers may get varied degrees of service quality depending on the time of their enquiries due to the lack of 24/7 help, creating an uneven customer experience.
[bookmark: _Toc142824230]Opportunities
[bookmark: _Toc142824231]Adoption of Technology
Dove might benefit from investing in cutting-edge CRM tools like chatbots and AI-driven customer care solutions that provide automatic and prompt responses even outside normal business hours (Brush & Scardina, 2021).
[bookmark: _Toc142824232]Using influencers
Collaborations with influencers that share Dove's values may broaden the brand's exposure and reach, bringing in new clients and creating loyalty (Nurfadila, 2020).
[bookmark: _Toc142824233]Threats
[bookmark: _Toc142824234]Competition
Competition is a significant threat to any personal care firm, necessitating the preservation of each brand's core strengths while addressing the remaining shortcomings. Nivea, Olay, and other domestic and foreign brands are fierce rivals of Dove. To increase their product offerings and win market dominance in their respective industries, they are all seeking acquisitions and product advances.
[bookmark: _Toc142824235]Unfavourable online reviews
Due to limited 24/7 assistance, unresolved customer complaints may lead to unfavourable internet reviews that harm Dove's brand and discourage future consumers (Cai & Chi, 2018).
[bookmark: _Toc142824236]Changes in Consumer Trends
It might be difficult to remain relevant and satisfy changing client expectations when consumer tastes and behaviours are changing.


[bookmark: _Toc142824237]Marketing Mix Analysis of Dove Cosmetics:
The 7 Ps of the marketing mix must be taken into consideration by businesses when developing their marketing strategy.
[image: C:\Users\Aroba Ashar\Downloads\mmmm.JPG]
[bookmark: _4h042r0]Figure 4: The seven elements of the marketing mix (Hanlon, 2023)
Below there's an analysis of how every one of the 7 Ps connects with Dove Beauty care products' principal trouble of making viable customer relationship management (CRM) in the illumination of the developing progress to web-based buying and the requirement for brief reactions:
[bookmark: _Toc142824238]Product
Dove gives a wide choice of restorative merchandise, for example, cleansers, body washes, shampoos, conditioners, and skincare items. Its items are eminent for their accentuation on saturating and fragile consideration, making them well known with shoppers looking for strong however non-forceful magnificence items. The primary trouble in this present circumstance is coordinating purchaser assumptions with item offers, especially when clients expect to get quick help for questions or issues connecting with the item (Xaif, 2022).
[bookmark: _Toc142824239]Price
Dove positions itself as a great individual consideration brand by charging an exceptional cost. The adequacy of the item and the standing of the brand might uphold the expense. It is hard for Bird to match these assumptions since clients who pay premium rates additionally need premium client care, including nonstop help.
[bookmark: _Toc142824240]Place
Dove has a huge web-based presence because of its true site and a few web-based business stages, particularly considering the developing pattern of internet purchasing. Online channels give comfort, however, they likewise need general on-client help. Unsatisfied clients and an unfortunate shopping experience could come about because of neglecting to answer client inquiries beyond common business hours (Azizan, et al., 2019).
[bookmark: _Toc142824241]Promotion 
Dove has a solid marketing strategy that emphasizes true beauty and body positivity. Much of the time focuses on a different crowd in its promoting endeavours to engage clients of any age, sex, and beginning. Anyway, strong every day of the week client care is supposed to assist the responsibility that these missions with making to manage the extra client enquiries that could result from compelling progressions (Brush & Scardina, 2021).
[bookmark: _Toc142824242]People 
People are the face of the company, and the customer service employees and reps are an integral part of that face. It is pivotal, to give a superb client experience, to employ and instruct client care experts to proficiently oversee client enquiries, as well as to furnish those equivalent people with the devices and assets important to give assistance nonstop.
[bookmark: _Toc142824243]Process
Streamlining customer service procedures and developing effective CRM systems are crucial to enable timely replies to client questions, regardless of what time of day or night they may take place. The process of providing customer service may be improved by using automated answers, live chat assistance, and explicit escalation mechanisms.
[bookmark: _Toc142824244]Physical Evidence
In the context of online buying, the term "physical evidence" may relate to the user interface and the whole online experience that Dove offers its customers. Both the consumer's level of happiness and their opinion of the brand are impacted by the website's ease of use and its ability to communicate clearly about the availability of customer assistance (Vyshnavi, 2023).
[bookmark: _Toc142824245]Models Review
The IDIC model and the QCI model are two CRM models that are compared in this section. The examination discusses the models' applicability, their advantages and disadvantages.
[bookmark: _Toc142824246]IDIC CRM Model 
The Peppers and Rogers Group created the IDIC model as a general implementation guide for CRM in many contexts. IDIC stands for identify, distinguish, interact, and customise, which are the four steps in the CRM implementation process (Lucidchart, 2020).
[bookmark: _Toc142824247]Identify
Finding the clients is the first stage in the IDIC CRM approach. At every point of contact within the organisation, businesses may do this by gathering information such as the customer's name, address, and purchase history.
[bookmark: _Toc142824248]Differentiate
The IDIC model's next step is to segment or distinguish your consumers based on their expected and actual lifetime value. One may focus the customer relationship efforts on the most valuable clients and customise your interactions to best match each group by distinguishing the customers depending on their worth to the business. This will increase profitability (Peppers et al., 2016).
[bookmark: _Toc142824249]Interact
The third step is when you put your CRM strategies into practice for communicating with your clients. Once your consumers have been analysed and categorised, you may create interactions that are specifically tailored to them. For instance, you can provide loyal customers with awards or bonuses to promote their retention and ongoing purchasing (Peppers et al., 2017).
[bookmark: _Toc142824250]Customize
One may analyse the client interactions once they have recorded them to provide more individualised one-to-one service. The objective is to make sure that your consumers' expectations and wants are satisfied, and that you have identified each one of them specifically (Lucidchart, 2020).
[bookmark: _Toc142824251]QCI CRM Model 
The Quality Competitive Index concept, which is referred to be a customer management model as opposed to a customer relationship model, focuses on three key activities: acquisition, retention, and penetration (Feng & Jiadong, 2008).
The QCI model begins with the external environment of the customer at the top; their problems, business objectives, and other aspects will influence whether they are prepared to make a purchase or contact your sales staff, which in turn affects the customer experience. The customer proposal (what you give the customer) and customer management operations are then impacted by the customer experience. The enlarged image of the inner circle shows how several actions are taken to attract and keep clients (Lucidchart, 2020).
Due to its focus on personalisation, customer-centric approach, and shown efficacy in fostering strong client connections and loyalty, the IDIC model was selected for the case of Dove Cosmetics.
[bookmark: _Toc142824252]Model Selection and Application
Dove Cosmetics may implement a successful Customer Relationship Management (CRM) strategy that guarantees round-the-clock customer service to meet the increased consumer demand and accomplish its business goals of improving customer happiness and loyalty. The IDIC CRM model, which stands for Identity, Differentiate, Interact, and Customise, is one applicable CRM model in this situation. 
[bookmark: _Toc142824253]Relevance of IDIC CRM Model 
Dove Cosmetics needs the IDIC CRM model to build and manage consumer interactions 24/7/365. Dove requires a complete solution to handle customer contacts in the digital age when online buying is common and consumers want rapid replies. The IDIC model's focus on client groups, distinguishing value, communicating across various touchpoints, and customising experiences matches Dove's demand for 24/7, personalised customer service. Dove may use the IDIC model to prioritise its most valued clients and provide timely and personalised interactions for all consumers. This method tackles the CRM issue of 24-hour customer assistance highlighted by online reviews and positions Dove to meet its business goals of improved customer happiness, loyalty, and long-term profitability in the competitive cosmetics sector.


[bookmark: _Toc142824254]Application of the IDIC CRM Model 
Below is the examination and justification of its applicability to the CRM issue with 24-hour customer support at Dove Cosmetics:
[image: IDIC Model (Pepper and Rogers, 2004)]
[bookmark: _2w5ecyt]Figure 5: IDIC CRM Model (Rogers, 2022)
[bookmark: _Toc142824255]Identify
In the "Identify" phase, consumers are understood and divided into groups based on their requirements, behaviour, and preferences. This entails collecting client information from numerous sources, such as online interactions, purchase histories, and social media engagements, for Dove Cosmetics. Dove will be better able to tailor its services to its client's needs by understanding their expectations for 24/7 assistance via the identification and analysis of consumer trends (Rogers, 2016).
By accurately identifying client segments and their preferences, Dove may concentrate resources and efforts on the most important customer groups to satisfy the various needs for 24-hour customer service.
[bookmark: _Toc142824256]Differentiate
The "Differentiate" step entails classifying clients according to how valuable they are to the company. Different clients have different effects on Dove's company. clients might range from high-value, devoted clients to sporadic purchasers. Dove can properly deploy resources and provide its most valued clients with 24/7 service by differentiating its consumers.
Dove can increase customer loyalty and stimulate repeat purchases by distinguishing consumers and providing specialised services to high-value clients. This would considerably help Dove achieve its commercial goals.
[bookmark: _Toc142824257]Interact
The "Interact" phase focuses on interacting with clients via a variety of channels to build lasting connections. This entails Dove being accessible to clients around-the-clock through a variety of touchpoints, including internet chat, social media, email, and phone support. Maintaining great customer relations requires proactive communication, response, and prompt inquiry resolution.
By providing round-the-clock customer service across a variety of channels, Dove may facilitate smooth interactions, respond to client problems quickly, and leave a great image, encouraging client loyalty and advocacy.
[bookmark: _Toc142824258]Customise
During the "Customise" phase, specific client preferences and wants are taken into account while creating new goods, services, and communications. According to the information gathered during the identification process, this involves tailoring the customer experiences for Dove. The total customer experience may be improved with personalised promotions, product suggestions, and follow-up communications.
As it allows the business to recognise its customers, distinguish high-value clients, engage proactively across numerous channels, and tailor its services, the IDIC CRM model is well-suited to handle Dove Cosmetics' CRM issue with 24-hour customer care. Dove can meet new consumer demands, meet its corporate goals of increasing customer pleasure and loyalty, and preserve solid client connections 24/7/365 by efficiently using this strategy.
[bookmark: _Toc142824259]Potential Benefits of the Application of the CRM Model 
· Dove can successfully use its resources to serve the most important client segments by recognising consumer segments, understanding their preferences, and meeting their demands. This may result in better client targeting, more individualised marketing initiatives, and more effective use of customer care resources. As a consequence, Dove may increase customer satisfaction and loyalty since consumers get quick, relevant help that is catered to their individual needs.
· Dove can respond to consumer questions quickly and provide in-the-moment support because it actively engages with customers across a variety of channels, including internet chat, social media, and email. With this strategy, client connections are strengthened, customer satisfaction is increased, and complaint response time is decreased.
· Dove may provide a unique and satisfying customer experience by personalising product suggestions, incentives, and messaging based on unique client preferences. Increased client loyalty, greater conversion rates, and favourable word-of-mouth recommendations may all result from this strategy.
[bookmark: _Toc142824260]Challenges of the Application of the CRM Model 
· Accurately collecting and analysing client data is the biggest barrier during the identification stage. When using consumer information, Dove must guarantee data privacy and compliance to stay clear of any possible moral and legal pitfalls.
· Developing precise criteria for distinguishing clients is one of the difficulties. Dove must balance rewarding devoted consumers without alienating other client groups.
· A lot of resources, including employee availability, technology, and infrastructure, are needed to provide 24/7 customer service. It could be difficult to maintain service quality consistency between peak and off-peak times.
· For customization to effectively handle massive volumes of consumer data, it has to have strong data management and analytical skills. It is possible to misread client choices, which might result in inappropriate messages and unhappy customers.
[bookmark: _Toc142824261]Reference to AI Efficiencies
The IDIC CRM approach may be used by Dove Cosmetics to maintain client interactions 24/7/365, and this can provide both obstacles and opportunities. Here are some ways that AI may improve CRM strategy:
Machine learning algorithms and data analytics powered by AI are capable of processing enormous volumes of client data from several sources, including online interactions, social media, and purchase history. This makes it possible for Dove to gather insightful information about the behaviour, preferences, and requirements of its customers, enabling precise consumer segmentation and targeting (Hakes, 2023).
AI may assist in automating the process of classifying clients according to their worth to the business. Dove can more easily allocate resources and provide individualised service to its most valued customers by using AI algorithms to identify high-value consumers by analysing customer purchasing habits, loyalty, and engagement data.
Virtual assistants and chatbots driven by AI can respond instantly to client enquiries around-the-clock. When necessary, these virtual agents may manage basic consumer contacts, respond to frequently asked queries, and escalate difficult problems to real agents. Even during off-peak hours, this automation assures fast and consistent help (Mikalef  & Khorana , 2022).
By analysing consumer data and determining each user's interests, AI systems may provide tailored product suggestions and send notifications and offers to them. Dove may improve its customisation efforts and continually learn from client interactions by using machine learning models, resulting in more precise and relevant personalisation.
[bookmark: _Toc142824262]
Integrating Maslow's Hierarchy of Needs with IDIC CRM Model to Improve Customer Relationships
Maslow's Hierarchy of Needs, which may be successfully incorporated into the IDIC CRM model application, offers insightful information on human motivations. 
[image: Maslow's Hierarchy of Needs]
[bookmark: _1baon6m]Figure 6: Maslow's Hierarchy of Needs (By et al., 2023)
[bookmark: _Toc142824263]Identifying Physiological Needs
Maslow's hierarchy of needs lists fundamental physiological requirements including food, drink, and shelter as its first rung. The "Identify" stage of the IDIC model entails comprehending and segmenting clients according to their requirements and preferences.
Data analytics and customer feedback may be used to determine consumer preferences for certain product categories or characteristics. For instance, examining sales data and consumer surveys may demonstrate a significant demand for certain skincare or cosmetic goods.
[bookmark: _Toc142824264]Safety Needs
The need for security, stability, and protection is referred to as having safety needs in Maslow's hierarchy. In the "Differentiate" stage of the IDIC model, businesses concentrate their efforts on high-value clients.
Initiatives to distinguish and reward loyal consumers may be shown through customer loyalty programmes and customer segmentation based on purchasing patterns. The effectiveness of differentiation techniques may also be shown by high-value customers' testimonials indicating happiness with privileged access to offers or individualised services.
[bookmark: _Toc142824265]Needs for Love and Belonging
Maslow's hierarchy of requirements places social demands for belonging and connection at level three. Companies interact with clients in the "Interact" stage of the IDIC model to build lasting bonds.
Positive customer feedback and ratings on social media sites or in customer satisfaction surveys show that engagement attempts were effective. The satisfaction of demands for love and belonging is shown by customer feedback that praises personalised encounters and welcoming customer service.
[bookmark: _Toc142824266]Needs for Esteem 
The need for acceptance, deference, and self-worth is referred to as an esteem need. Companies adjust their offers to suit the interests and objectives of specific customers in the "Customise" phase of the IDIC model.
Customer testimonials and reviews that praise customised product suggestions or special deals that are catered to their tastes demonstrate the effectiveness of customisation initiatives. The satisfaction of esteem requirements is further supported by feedback demonstrating improved brand loyalty and repeat purchases as a result of personalised encounters.
[bookmark: _Toc142824267]Needs for Self-Actualization
Self-realization, which mirrors the drive for the individual turn of events, personal development, and understanding one's maximum capacity, is addressed by the high level of Maslow's Order. This is steady with conveying special and significant client encounters inside the system of the IDIC model.
Customer comments showing appreciation for motivational marketing initiatives or encounters that foster self-assurance and personal attractiveness are indicative of the satisfaction of self-actualization demands. Reviews that describe how the company created emotional ties with customers via tailored encounters also show that this endeavour was effective.
The IDIC CRM model application extends the customer relationship management process by including Maslow's Hierarchy of Needs. Companies like Dove Cosmetics may establish solid and enduring connections with their clients by attending to their physiological, safety, love, esteem, and self-actualization requirements. 


[bookmark: _Toc142824268]Integrating Communication Mix with IDIC CRM Model to Improve Customer Relationships
The IDIC CRM model application may further improve customer interactions and promote corporate success by integrating the Communication Mix (advertising, public relations, sales promotion, personal selling, and direct marketing). 
[image: Marketing Communication Mix: How to Build Strong Connections with Your  Customers | Process Street | Checklist, Workflow and SOP Software]
[bookmark: _3vac5uf]Figure 7: Communication Mix (theintactone, 2019)
[bookmark: _Toc142824269]Advertising
In the "Identify" stage of the IDIC model, advertising is essential for contacting prospective consumers and raising awareness of the goods and services offered by the business.
Metrics like website traffic, click-through rates on online advertisements, or the number of leads produced by certain advertising campaigns show that prospective buyers may be successfully identified and targeted.
[bookmark: _Toc142824270]Public Relations
Public relations activities help with the "Differentiate" stage by resonating well with the target market and enhancing the brand's image.
Consumer opinions expressed on social media or review sites, as well as press mentions and media coverage, may provide insight into how the audience views the brand's distinctive value proposition and differentiation tactics.
[bookmark: _Toc142824271]Sales promotions
By offering incentives for consumer involvement and brand contact, sales promotions support the "Interact" stage.
Analysis of promotion response rates, coupon or discount redemption rates, and customer comments on special offers may show how well a sales campaign encourages customer interactions.
[bookmark: _Toc142824272]Personal Selling
By fostering personalised connections between sales professionals and clients, personal selling adds to the "Interact" stage.
Surveys on customer satisfaction with the amount of personal attention received, consumer feedback on the helpfulness of sales employees, and feedback on customer contacts with sales representatives may all support the success of personal selling attempts.
[image: Communication Mix: Components]
[bookmark: _2afmg28]Figure 8: (Steve Dryden , 2022)
[bookmark: _Toc142824273]Direct Marketing
Direct marketing allows businesses to tailor messages and offers to specific client preferences during the "Customise" stage.
Customer comments on the usefulness and relevance of the personalised content, response rates to personalised email campaigns or direct mail, and effective customisation via direct marketing (Kenton, 2023).
The IDIC CRM model application is enriched by integrating the Communication Mix into the process of customer relationship management. Sales promotion and personal selling enable encounters with consumers, while advertising and public relations help to identify and differentiate the brand. Companies may tailor their offers via direct marketing to suit customer demands and preferences. The pertinent facts, such as customer reviews, sales figures, and reaction rates, provide light on how well each element of the Communication Mix supports the phases of the IDIC model. Companies like Dove Cosmetics may create meaningful and personalised client experiences by using these communication techniques, which will increase consumer happiness, new customer loyalty, and revenue.
[bookmark: _Toc142824274]Recommendations 
The following practical suggestions may be used by Dove Cosmetics to improve its CRM and address the CRM difficulties the firm is now facing based on the use of the IDIC CRM model and the integration of Maslow's Hierarchy of Needs and the Communication Mix:
· Customer service employees should be well-trained and given the authority to provide individualised help in situations when AI-driven solutions may not be sufficient. Encourage reps to show empathy and emotional intelligence to tackle tough questions and attend to clients' demands for self-actualization to improve personally and gain confidence.
· Make efficient use of customer data to customise messaging, promotions, and product suggestions. Dove may personalise its marketing messaging to match consumers' wants and goals by learning about their unique tastes and purchasing patterns, strengthening their emotional connection with the brand. This strategy meets the social and esteem requirements of the clients, fostering a feeling of appreciation and belonging.
· Strengthen Dove's loyalty programme by providing special prizes and perks for valuable clients. Loyal customers may be distinguished from and given more priority by Dove, demonstrating gratitude for their ongoing patronage, meeting their requirements for respect, and fostering brand advocacy.
· Establish a systematic feedback-gathering process to obtain consumer insights and identify areas that need improvement to achieve continuous improvement. To address customer pain points and constantly improve CRM strategy, analyse consumer input from a variety of venues, including online reviews, surveys, and comments on social media.
By following these suggestions, Dove Cosmetics may develop a strong CRM strategy that overcomes the difficulty of offering round-the-clock customer service and improves client pleasure, adherence, and long-term success in the cutthroat cosmetics business. The success of these suggestions will be ensured by regular monitoring and assessment of CRM initiatives, which will also encourage the continuous development of customer connections.
[bookmark: _Toc142824275]Conclusion
This report evaluated Dove Cosmetics' capacity to raise client value via efficient customer relationship management (CRM) techniques. Dove's main obstacle was providing round-the-clock customer care in light of the growing trend towards online buying and the demands of its clients for prompt assistance. The IDIC CRM approach, which emphasises the phases of Identifying, Differentiating, Interacting, and Customising client connections, was used to overcome this difficulty.
The Report highlighted the IDIC model's applicability to Dove Cosmetics since it precisely satisfies the demand for the firm to provide 24/7 customer service and customised experiences. Additionally, the CRM programme was improved by including Maslow's Hierarchy of Needs and the Communication Mix, which allowed Dove to better comprehend and respond to consumer motivations and preferences.


[bookmark: _Toc142824276]Glossary of Terms
	[bookmark: _Toc142824277]Abbreviation
	[bookmark: _Toc142824278]Term

	CRM
	Customer Relationship Management

	TQM
	Total Quality Management

	IDIC
	Identify-Differentiate-Interact-Customize

	QCI
	Quality Competitive Index
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