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Introduction 
 
Customer relationship management (CRM) refers to the process of managing and exceeding consumers' expectations by providing better products and services than the industry's competitors. CRM that is effective generates profits for the company and aids in the improvement of the organization's overall financial situation through continual earnings. Any corporation in the world may easily manage customer relationship management by providing their customers with business items at lower rates and of higher quality than their competitors. 
 
Customer relationship management can be assessed by how many brand-loyal customers a company has and whether or not it retains those consumers. Customer relationship management requires businesses to provide value for their customers by giving them things and expecting financial returns. In this competitive market, customer relationship management is primarily concerned with how the company can keep its present clients. Customer service is inextricably related to a company's success. If a company excels at customer relationship management, its performance will immediately improve. (Harvard Business Review, 2021) 
The quality of a company's customer service has a substantial impact on its bottom line. By 80 percentage points, companies that provide a great customer experience outperform their lagging competitors. Good customer service boosts profitability from both the top and the bottom, by reducing superfluous expenses and increasing market share and income.(Customer Think,2021) 
The following report will present the company's context, CRM model review, a CRM model will be selected that better represents the company, and the company will be reviewed from the CRM point of view. Moreover, recommendations on how to better use CRM in Morison's company will be made and the conclusion. 

Company context
Morrisons background
Wm Morrisons Supermarkets PLC, based in Bradford, West Yorkshire, UK, operates a supermarket chain with over 500 locations offering goods and food. It was founded in 1899 by William Morrison and is now the United Kingdom's fourth-largest supermarket. In 1899, William Morrison, who was in the egg and butter business, opened the first stand in Bradford Market, which inspired him to expand into large-scale retailing. In 1958, the first market with three checkout lines opened. It was the first to offer self-service and three different checkout options. It converted a 5000 sq ft cinema hall into its first store, Victoria, in Bradford in 1961. It became a public limited company in 1967, and its share offering was 174 times oversubscribed, with 80,000 applicants. Ken Morrison, William Morrison's son, took over the company's operations in 1952 when he was only 21 years old. (Morrisons,2021)
Customer relationship management issues in Morrisons
A problem that has been in Morrisons company and the company has tried to fix it in recent years is developing a properly working IT infrastructure. As an example, Morrisons was one of the retailers that failed to offer a multi-channel approach in order to serve their customers. It has been reported that the firm has withdrawn its "outdated" IT infrastructure, which prevents it from running a loyalty card scheme, for example, causing the firm a major competitive disadvantage. 
The firm entered the online grocery market with Morrisons.com in 2013, years after its main competitors, Tesco and Sainsbury's. Morrisons currently only distributes food to about 20% of UK households, mostly in Warwickshire and Yorkshire. As part of a more aggressive expansion of its online presence, Morrison intends to sell its online children's store, Kidicare, which was launched in 2011 with the intention of using the firm's technology and expertise as the basis for its online food business. was acquired. In this case, however, the idea of teaming up with Ocado to try and use the Kidicare infrastructure to try and launch an online offering "long ago" rather than trying to develop your own in-house solution. The decision was taken. This resulted in a write-off of £27 million in online spending in the first half of 2013 as Morrison set up an independent online operation. Kidicare's performance was also found to be disappointing, which contributed to the decision to end the operation. (Lauchlan,2014)
Morrisons is still failing to deliver technology-related customer service. According to the website Morrisons Reviews and Complaints @ Pissed Consumer (2021), customers are still reporting several issues with failing to get in contact with Morison's customer service, failure to add points on the More card, failure to deliver goods for orders placed online, and orders mismanaged for online orders. Overall, Morisons is still failing at being effective at using technology and its benefits for customers. 
Failing to have an effective loyalty program in terms of exploiting the technology is an issue and a disadvantage for a company as CRM is about loyalty programs. Loyalty programs are common in many industries, such as car rental, airlines, retail, and hotels. Customers accumulate credits, such as air travel, through purchases. They will then be redeemed at some point in the future. Most loyalty programs require new members to complete an application form when they join the program. This demographic information is often used in conjunction with purchasing data to help companies improve customer loyalty and develop product ranges. Some CRM implementations include loyalty programs, but not all. Loyalty programs can play two roles in CRM implementation. First, it generates data that can be used for customer acquisition, retention, and development. Second, loyalty programs can act as a barrier to exit. Customers who have accumulated funds in the system may not want to end their relationship. Accumulated credits reflect the value of the investment that the customer has made in the program and, therefore, in the relationship. (Buttle, 2009).
As we are living in the era of social customers, the customers are not anymore the usual ones as they used to be decades ago, where they used to communicate with the seller using classic communication tools such as phone calls, letters, and simple in-store communication between buyer and seller. (Greenberg, 2009). Customer experience has moved online, where potential customers can browse online brochures, compare prices, consult reviews regarding what quality of services a company can deliver, and so on. Moreover, customers can simply place their orders online, so the sellers need to seriously consider the online services provided to their customers. 
However, Morisons decided to use Amazon services in order to improve their IT platform. In 2019, Morrison migrated to Amazon Connect, a cloud-based omnichannel contact centerer tool that enables automated interactions. In just 8 weeks, the team developed and implemented an agile, scalable solution that enabled the company to deliver a new customer experience and become operationally self-sufficient. And when the COVID-19 pandemic significantly increased contact center volume, Morrison was able to quickly add staff and provide new services to its customers. 
The new scalable solution enables Morrison to respond quickly to COVID-19 epidemic challenges. With Amazon Connect's integration with the sales force, Morrison gained insight into why customers are calling and using automated messaging to help them. Amazon Connect made it easier for Morrison to increase staffing and make rapid transitions to the liaison center during epidemic outbreaks. (Amazon Web Services 2021.) 
CRM models review 
CRM stands for Customer Relationship Management. This includes the type of services you offer, the interactions you have with them, and the resources you share to meet customer needs. The CRM model is an outline of how your company manages these customer relationships, from acquisition to maintenance. The better you understand potential and current customers, address their weaknesses, and build trust/relationships, the more likely they are to stay. 
Many CRM models have been created over the years, but they all pretty much have the same message: learn everything you can about individual customers in the prospecting stage of the sales funnel and use this information to provide an amazing experience throughout the life of the customer. 
QCI model 
One of the CRM models is the Quality Competitive Index Model (QCi model). The QCi model describes the actions that a company should take in order to acquire and retain customers. This model explains how technology is used in people's aid processes. The QCi model focuses on the process of customer interaction without considering the external environment, and this process affects the planning activities of the business. Customer experience affects customer proposition, measurement, and management. Not the CRM, but the client is the canter of the QCI approach. To be effective in the CRM application plan, three aspects must be considered: acquisition, retention, and penetration (Buttle,2009). People and organizations are supporting aspects that are influenced by customer experience and the external environment.
The Quality Competitive Index approach, which is described as a customer management model rather than a customer relationship model, focuses on three key activities: acquisition, retention, and penetration. The QCI model begins with the customer's external environment—their pain areas, company goals, and other factors will influence whether they are ready to buy or interact with your sales staff, affecting the customer experience. Customer proposals (what you give the customer) and customer management activities are then influenced by the customer experience. Within the QCI model, several activities are engaged in acquiring and retaining consumers, as well as the people and technology required to keep the system running. 
Payne's five forces 
The third procedure in Payne & Frow's Five-Step Process Model provides consistency in the client experience across all departments (not just sales) (multi-channel integration process). 
The model's five processes are classified as follows: 
Strategy development: This process is divided into two parts. The first looks at business strategy, identifying the vision of your product/service and how it competes in the industry, and the second looks at marketing strategy. You define the qualities of your present and potential clients with a customer strategy. 
The process of generating value: This process considers both the value customers provide to your company and the value you provide to your customers. Make a value proposition based on the information you've gathered. 
Integration across several channels: Every department participates in this process. Customers obtain a consistent experience when all departments (such as marketing, sales, and support) are on the same page and appreciate the value that your organization brings to the table. 
Evaluation of one's performance: Examine how effective your value proposition is. Is there an increase in earnings? Is your clientele content? Is your customer service team active?
The management of data: IT systems, analysis tools, front-office apps, and back-office applications are all part of this process, which is also known as "Data Repository." 
 
 
The IDIC model – Identify, Differentiate, Interact and Customize 
The IDIC model describes the steps that business organizations must take to convert existing customers into loyal customers. According to the model, firms seeking to increase customer value through managed relationships must identify their customers, differentiate them, interact with them, and customize certain aspects of their behaviour toward customers (Pepper and Rogers, 2011).
Identity: The organization has taken steps to recognize and contact many of its customers and collect enough data about them, like names, contact details, wants, needs, preferences, values, complaints, etc. Provide personalized services that satisfy the needs and wishes of the client. The identification can be made when a customer uses a Clubcard, a password to login into a website, or just a fingerprint. At this step, the company should be able to identify the customer at any time when the customer uses this particular tool to access the company's website. By identifying each individual customer, it means linking all the particular information collected about him and getting to know him as much as possible, so a conclusion can be drawn regarding his habits, preferences, and unique characteristics. 
 
Differentiate: refers to the process of identifying customers with value in the very near future for the company. In practice, customers offer different value to a company, so this is the reason why they are all different. Thus, differentiation allows the organization to formulate and implement specific strategies to meet the different needs of customers. Therefore, consumers are classified according to their value and their needs (Pepper and Rogers, 2011). According to the collected data, the organization has information on how much each individual customer has behaved in terms of purchase and spending. By looking at the total cost of what products they have purchased and how much they have purchased, the business can value that particular customer in the business. In addition, the company can draw conclusions about its individual needs from the products it buys. This allows customers to be grouped according to specific variables. In customer distinction, the company categorizes its customers according to their price and their needs. This phase allows the organization to focus its resources on the clients that they bring more value to the organization in terms of spending. In addition, they can do customized promotions to meet the different needs of each type of customer. 
Interaction: This refers to the CRM interface that is used to gather as much information as possible from valuable users. Information is collected primarily in the process of communication between the organization and the users. Interactions can be performed in a more targeted and efficient way. Better communication leads to a better understanding of customer needs. By differentiating their interactions, businesses can add more value to the most important customers because their loyalty is more valuable to them.
Customize: This is the final component of the proposed CRM framework and relates to the use of all information collected about the customer in other processes that provide real-value services or product offerings that meet the needs and requirements of the customer. Focusing on the needs of each customer, and tailoring according to their behaviour regarding their needs enables the company to create a strong relationship and make them loyal by satisfying the needs required by them.
The IDIC model is working very good for a watchmaker company as Patek Philipe. This particular company it uses as an identification tool their watch identification series. This process it only works if the customers are registering their watches after they have bought it. However, the company also uses Facebook and Twitter to track the customers and they can identify customers whilst they are logging in on the company website.
When tracking a customer and having an idea of how much he has spent, the company can establish the value of this customer and their needs. The company is categorizing the customers and it focuses on the most important ones and interact with them in the next stage. Customers by being differentiated are treated according to their values and needs. Moreover, the company must demonstrate to its customers that they are valuable and establish a special relationship before their purchase. In order to interact efficiently with your customers is very important to have a database from each customer and analyze it in order to observe the customers behaviour. The company must continuously update the database so they can track the behaviour of customer lifestyle.
The interaction with each customer becomes very personal in the personalization process in the Patek Philip company terms. They are offering customized levels of service for important buyers, like a handwritten invitation to Geneva, where the customers are picked up by limousine and placed in a hotel at the company expense so they can attend the latest Patek Philip collection. (Weber,2012).
  
CRM Models that are working for Morrisons Company 
Analysing the company's problems stated earlier, on poor customer service related to technology management, and trying to correlate with the CRM models, it can be stated that all these theories would help to improve the CRM in Morrisons. The IDIC model would apply to the company as all the steps can be applied to the customer experience and it is a straightforward approach to the customer that would work for almost any business that has the flexibility to understand the customer and create an individual experience based on their needs. 
QCI, on the other hand, gives more importance to people and technology to meet customer needs. Relationships within this CRM model are less important for creating value for customers. However, technology is where Morisons has to improve, so this particular model could be successfully used to improve CRM. With the strength of technology, which is vital these days, the model also has a very complex structure that defines how a strategy should be created. The model suggests that analyzing and planning could start the basis of creating better customer value. Analysis and planning lead to the proposition of what should be done according to the issues identified. Information and technology are an important aspect that has to be considered according to the model, but people also play an important role that can make things move. 
The entire process has to be managed accordingly, so as sales, marketing, and customer support are important for the company by providing continuous customer support and predicting shortcomings. 
Customer management activity consists of acquisition, penetration, and retention of customers, and the model suggests that the effect should be measured in order to closely monitor the effect. Customer experience is the last aspect that the model suggests that has to be considered, and it points out a detailed process of how to establish a connection with customers, especially in these challenging times, when interacting with customers is to be avoided with the social distancing put in place. Overall, the model shows many advantages for the company in the case that it would be used as a CRM instrument to improve customers' experience of the identified issue. 
The Payne five forces model is also a valuable tool to be used for the company. Compared to the QCI model, it can be stated that it begins with analysis and strategy development, readiness to create value, and a proposition to do it. Both models state that technology is important for developing a good CRM, but the Payne five forces model points out the need for information management, which is very important for managing customers' valuable feedback and data collected. Performance assessment is another strength of the model that would help companies track the effectiveness of the implemented strategy on CRM. 
 
The QCI model was applied to Morrisons company.
However, in order to apply a model in order to improve Morrisons CRM, the QCI model will be used and all the relevant steps will be evaluated in the company context. 
Analyzing and planning is the first step that the model suggests has to be done for effective CRM management. In terms of analysis, Morrison would have to analyze how the current system is effective and what improvements need to be made in order to solve the stated problem. Once the conclusion is drawn that the company is not successful appropriately using technology and online related tools, they have to plan on how to improve and how to repair all those issues so the customers will experience better-delivered services. In terms of using technology, customers have faced very frustrating problems in the Covid context and lockdown rules, as they had to wait days to be able to place an online order and another couple of days to get their products delivered. With a new online platform recently implemented, Morrisons was surprised by the virus and the challenges coming along. Planning is a very important aspect that the company has to consider. 
The Proposition as a next step is where the company is proposing to show its customers that the company has improved and they can rely on the company's services for their next shopping session. Morrisons has to propose to deliver better services compared to competitors such as Asda and Tesco, which at the moment are ranked in front of Morrisons in terms of market share. Moreover, the company has not only to demonstrate to the unsatisfied customers that they can deliver quality services but also to attract new customers by showing that they can offer a good experience and they can appropriately handle the Covid situation. 
Information and technology are assets that a company can use to improve performance. With the "much and more" system, the company is able to monitor the customers and their behaviour in terms of purchases, but also the Morrisons website, where the customers are registered and they are shopping online, provides the company with data that can be used towards customer satisfaction and company success. 
People and the organization are the parts of the chain that can make a difference in the experience of the customers. People can control technology and make decisions on how things should be done for customer satisfaction. People within the organization are able to consider customers' feedback and manage the data for the company's benefit. In this section, we find support for the customers' concerns and queries to provide them with a valuable positive experience. 
Process management as part of the model steps points out that Morrisons company has to support its customers by making sure that they manage processes accordingly. Customers don't have to be neglected and the entire process of managing feedback, improving services, dealing with complaints, and preventing problems from happening makes for a better customer experience. As per example, the whole process of an order placed online, starting from entering Morrisons website to placing an order until the product arrives at the door, has to be a very smooth process without the customer facing any issues. This is an aspect where the company has to improve if we study the customers' complaints. 
Customer management activity is the core of the model and it has three different subcategories. Customer acquisition, The company has to work hard as it is only in the fourth place in the market share rank in the UK by trying to provide better services, as stated earlier, even if it was the last to introduce online services and support. The company is improving in the last year, trying to cooperate with Amazon and other online platforms to improve its services. The next sub-activity consisting of penetration is related to understanding the customers' needs through the information collected so the company can provide what they are looking for. Retention of the customers could be made if the Morrisons company delivered value to the customers, so they would have more reasons to stick with the company, which would be a win-win situation. 
Measuring the effect is the step where the company evaluates the progress during the process. In this particular case, the company will be able to track the performance of the implemented technology and the improvements and decide if it has to change something or if it is working as it should. For example, Morison has proposed to trial an unnamed store in the Bradford quarters which is only based on technology and no face-to-face contact. This store was specially designed in the covid context and is designed for shoppers that don't want to spend too much time in a shop. With this experiment, the company can see how the market is behaving in this experience context and make the right adjustments. (ITV News, 2021) 
Customer experience is the last step of the model where the company has to measure the customer experience and review it. Measuring the customers' experience will help us understand the customer's needs and what kind of experience they expected. 
 
Recommendations 
In terms of recommendations, it can be suggested that the company should focus more on the era of technology and related tools. Covid 19 has taught retailers that the online environment is the best alternative to physical shopping and it has to be exploited accordingly. Morrisons have to learn from their own mistakes in the past, where they were amongst the last ones to provide online services. Trying to be the first to implement a system where physical interaction is not necessary is a good start to improving. Adopting a model where combining technology with people, like the QCI model, is a plus for the success of the company. 



 
Conclusion 
Customer management is very important for a company and the way the company manages this aspect. Customers are the core value that makes the company what it is, so the way that the customers are treated by the company makes a difference in how successful the company can be. A company should always put customers on the first place, as a happy customer means a successful company. CRM theories are coming with the help of companies and are showing them the path to successful management of customers and guiding them on how to treat customers for the company and customers' benefit. 
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