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[bookmark: _Toc80801760]1. Executive Summary
Like almost any other pandemic, the COVID-19 pandemic has had significant impacts to the society. Businesses have especially felt these impacts as the pandemic has forced customers to stay at home, forcing many businesses to shut down. While other businesses have not shut down, the pandemic has affected customer relations, with most customers’ needs not being met. A good example of this can be seen in McDonald’s UK that has been significantly impacted by lockdowns and curfews. The consequence of this has been poor sales and. resultantly, negative profitability. This means that it is upon McDonald’s to engage in effective and viable customer relationship management (CRM) that will help enhance ensure it can meet customer needs and expectations, thereby attracting them to visit the and purchase from the shop. In this regard, this report looks some of the ways and models that McDonald’s can achieve this. Through this, it realizes that the development of a strong CRM enhances profitability.







[bookmark: _Toc80801761]2. Introduction
Among the factors that enable organizational success in almost any industry is the effectiveness of quality processes and customer relationship management (CRM). Quality processes enhance employee competence and overall organizational effectiveness, consequently contributing to customer satisfaction. Similarly, excellent CRM helps companies to better understand their customers and, consequently, streamline their processes in the effort to ascertain that customer needs are met in the most effective manner, further contributing to exemplary customer satisfaction. In essence, this means that organizations that strive to ensure excellent customer experience are bound to gain increased market share and customer loyalty. While this is so, it is important that organizations understand that there are external and external factors like the COVID-19 pandemic that are bound to influence quality systems and CRM, consequently impacting their profitability. In this regard, this report endeavors look at how internal and external factors including the COVID-19 pandemic influence quality systems and customer controls within an organization and how best the organization can deal with the emerging situation and attain set business objective through the development and maintenance of positive customer relationships. 
To achieve the above, the report will focus on McDonald’s UK, a leading retailer in the UK. In this regard, the report will begin by offering an overview of McDonald’s in the Company Context section, where it will also look at its relevance in terms of possible CRM problems and how it aims ate ensuring positive CRM and the benefits it expects from addressing the same. Following this, the report will engage in a critical review of two of more CRM models in the Models Review section where it will consider the relevance of the given models, their strengths, weaknesses, and evidence of successful applications. In the subsequent section, Model Selection, the report will engage in an analytical selection and justification of the chosen model to apply to McDonald’s ’s CRM problem. Following this, the report will focus on the application section where it will engage in an analytical application of the selected CRM model to McDonald’s ’s problem. It will then offer recommendations and finalize with conclusions and key benefits of the findings. 
[bookmark: _Toc80801762]3.Company Context
McDonald’s is among the leading organizations in the UK. Established by Maurice and Richard McDonald, McDonald’s is a fast-food company that deals in hamburgers, cheeseburgers and French fries. It also offers chicken products, breakfast items, soft drinks and other related soft drinks. McDonald’s UK was established in 1974 in London from where it has since spread to other parts of the UK. McDonald’s UK today has over 1000 outlets in the UK and boasts a total turnover of more than £1 billion (McDonald’s. n.d). The company continues to experience expansion and growth in the UK region, one that continues to contribute to its elevated status. 
While the above is so, the company’s quality systems and controls of customers is continuously impacted by internal and external factors creating the need for effective solutions to remain functional and viable. An even more relevant example can be seen in the case of COVID-19 pandemic that has interrupted normal business operations and consumer perceptions and priorities. During the COVID-19 period, the company has seen a reduction in sales as consumers have been forced to stay at home. However, towards the end of 2020, McDonald’s US saw a growth in sales, with sales rising as the consequence of people beginning to visit restaurants. However, not every region has recently experienced positive return in sales including the UK, with McDonald’s UK among others experiencing significant drops in revenue (Bloomberg 2020). There is the realization that while the company may have experienced growth in sales and revenue albeit at poor levels considering that the UK society is only recently engaging in efforts to return to normalcy, the costs associated with COVID-19 have offset the surge in sales. For instance, the company recently hired a huge number of employees, around 20,000 that has heightened operation costs (BBC 2021). With the company not making significant sales, such costs have ensured that revenue earned is directed towards covering efforts to overcome the pandemic.
The fact that the company has experienced a poor increase in sales following a tumultuous COVID-19 pandemic era can be attributed to the idea that consumers are yet to fully embrace eating out at fast food joints and other related outlets. This has affected the company’s production and sales (Bloomberg 2020). The fact that many consumers are today cooking at home has meant that the organization misses out on market share as other businesses, especially online businesses that focus on online purchase of food and deliveries such as Tesco see a positive growth in sales. As such, the task for McDonald’s is to ensure an increased demand in sales and the development of COVID-19 related measures that would see more consumers feel safe to visit McDonald’s. Such measure would ensure even more sales that would allow the company to accumulate increased sale, enough to cater for the associated costs and ensure positive profitability. 
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It is way more affordable to keep an existing customer than to acquire a new one. To ensure this, however, companies have to employ effective CRM as it will help develop strategic approaches to gaining customer loyalty and enhance buyer experience. In this regard, CRM acts as the foundational strategy upon which an organization develops a culture that is customer centric such that it ensures focus on the management and maximization of existing and future customer relationships (Buttle 2009). In essence, CRM empowers organization to evaluate data concerning interactions with customers and in the process allowing them to improve the value they offer to customers. More specifically, it enables a comprehensive understanding of clients in the effort to satisfy their need, offer value and exceed their expectations (Buttle 2009). Through this, the organizations get to accrue profits and sustain profitability. 
[bookmark: _Toc80801764]There are different models of CRM that organizations can leverage to benefit from this concept. This report will look at four of these in the bid to settle on an appropriate one to apply with regards to McDonald’s case. 
[bookmark: _Toc80801765]3.2 The IDIC Model
One among the CRM models is the IDIC model. Developed by the Peppers and Rogers Group, the IDIC model reflects the four stages of implementing CRM that include Identify, Differentiate, Interact and Customize (Siddiqi, Akhgar, Wise and Hallam 2006). In this regard, the model argues that the first step of implementing CRM is to identify target or intended consumers (Lucidchart n.d). Organizations can achieve this by collecting relevant information about the customer. Such information can include client’s name and purchase history (Lucidchart n.d). The effectiveness of this step is hinged on gathering as much information as possible on the different customers to help develop a comprehensive understanding regarding their needs, desires and purchasing patterns. 
The second step of the IDIC model is the differentiating phase. This involves segmenting clients based on their existing and potential lifetime value. This is important as it helps to prioritize customers based on their value (Lucidchart n.d). Consequently, it allows the company to design interaction to best suit the different segments to enable maximum profitability (Siddiqi, Akhgar, Wise and Hallam 2006). Interaction represents the third step of the IDIC model. It involves the application of the associated CRM plans in customer interactions. Following the analysis and grouping of customers, one gets to engage in the interactions that best fit the different customer categories (Siddiqi, Akhgar, Wise and Hallam 2006). For instance, for valued customers, the organization can provide them with loyalty benefits to promote both retention and long-term spending. According to the model, it is important to learn from the interactions to allow informed interactions in future. 
Lastly, it is important to customize the given interactions. In essence, after documenting the interactions it is vital to evaluate them for the development of more customized interactions. The aim of the customization function is to ascertain that the needs and expectations of the customer are met in the most effective manner. 
[bookmark: _Toc80801766] 3.3 Payne’s Five Forces Model
The Five Force model of CRM was created by Adrian Payne and Pennie Frow. The model reiterates the significance of applying a cross-functional strategy to achieve effective CRM processes. The model is characterized by two major components that include cross-functional processes of CRM and vital elements of CRM implementation (Lucidchart n.d). With regards to the former, Payne highlights five CRM processes that include strategy development, value creation, information management, multichannel integration and performance assessment (Grazdane 2013). On the other hand, he highlights for essential elements to ensuring effective and successful CRM implementation. Payne and Frow reiterates the need for organizations to have an understanding of performance using profit margins, customer interaction, shareholder value and returns (Grazdane 2013). The model adds that the assessment of a business performance should consider the monitoring of customer satisfaction. 
[bookmark: _Toc80801767]3.4 Quality Competitive Index (QCI) Model
The QCI model is a customer-oriented management model that looks at three major activities that include acquisition, retention, and penetration. The model begins with the external environment at the very top (Lucidchart n.d). Ideally, the customer’s areas of pain/need, business goals and other related issues will influence whether they are likely to interact with the product or sale team. This ensures that the experience of the customer is impacted which in turn influences customer proposition and related customer management activities (Lucidchart n.d). The model also highlights the importance of people and technology responsible for the running and maintenance of the system. 
[bookmark: _Toc80801768]3.5 CRM Value Chain Model
The last model that this report looks at is CRM Value Chain. This can be defined as a high-level framework that pinpoints the processes that an organization employs to come with an end product or service for the market (Lucidchart n.d). The main aim of the value chain framework is to recognize and prioritize the most important activities to the organization and enhance processes to attain competitive advantage (Buttle 2001). It is this principle that the model applies to customer relationships. It is also worth noting that the framework observes every stage and activity essential to developing organizational relationship with customers. 
The activities are categorized into two stages that for one include the primary stage which is characterized by five major processes that support the strategy. These processes, for one, include the customer portfolio analysis that involves the analysis of customers to better understand and address their needs and expectations, while also developing approaches to optimizing their lifetime value (Buttle 2001). Secondly, it comprises of customer intimacy that is involved with interacting with customers to develop a positive relationship that contributes to positive customer satisfaction. Thirdly, it involves network development which involves informing the processes at every network level using client data to allow the whole system to operate together to maximize client experience (Lucidchart n.d). Network in this case refers to every entity and individual involved in the value chain. Following network development is the development of value proposition, which involves creating value for the target customers. The last phase of the primary stage is relationship management that involves managing the customer cycle (Lucidchart n.d). It involves assessing the organization’s organizational structure and business process to help manage customer acquisition, retention, and development. 
Following the primary stage is the support stage. The support stage reasons that there exist five supporting conditions that are essential in enabling the effective implementation of the strategic processes seen in the primary stage (Buttle 2001). These conditions include the design of the organization, data management processes, human resources (HR) management processes, leadership and culture, and procurement processes. It is through the effective development of these conditions that an organization will achieve a desirable implementation of the CRM value chain. 
[bookmark: _Toc80801769]4. Model Selection
Looking at the four models, this report settles on the IDIC model. This is considering that it offers a simple systematic, yet effective framework upon which an organization can better understand its customer base and develop strategies to meet their needs and expectations in the most effective manner (Siddiqi, Akhgar, Wise and Hallam 2006). The main issue is to try and understand the customer base from where the organization can decide on the best measures to take. The model helps achieve this through the 4 different yet related steps that it is characterized by. McDonald’s CRM problem with regards to the COVID-19 pandemic is to develop a comprehensive understanding of its clientele base so as to realize the strategies that it can employ to try and ensure more sales and, subsequently, a return to profitability. In this regard, it needs to understand why despite the fact that the country is opening up it still experiences poor customer visits and in return poor sales. While there are numerous factors that may be responsible for this, analyzing customer behavior and trends is increasingly vital towards realizing reasons for poor purchase. 
Using the IDIC model McDonald’s will be able to identify each of its customers, segment them into the levels of importance and better target them. By understanding each of the segments with special consideration to the current pandemic situation, McDonald’s will be able to realize how best to interact with its consumer base. This will allow the company to attract them back to purchasing fast foods following a period in which many of them have gone back to cooking at home and may have become comfortable doing this. Based on this, there is the realization that the IDIC model remains ideal because it emphasizes the importance of interactions which is fundamental to developing effective customer relationship. Ideally, it is through interactions that an organization presents itself positively and, in the process, developing and sustaining customer loyalty (Siddiqi, Akhgar, Wise and Hallam 2006). Besides it is important that an organization identifies each of its customers considering that each customer is unique. It is in doing this it gets to tailor its services to meet each individual’s needs and expectations. The IDIC model offers the opportunity to achieve this further emphasizing its importance. 
The above is not to suggest that the other models are not relevant. While they could be applicable, they are either complex or limited in function. For instance, Payne’s Five Forces Model is characterized by different integrated procedures that are, for instance, seen in the CRM processes. The processes are themselves complex compared to IDIC’s simple system, making the latter ideal. On the other hand, while simple, some of the models such as Quality Competitive Index (QCI) are limited in usability or capacity. The QCI focuses on just three factors that include acquisition, retention, and penetration. While these are important, the model does not ensure holistic implementation, for instance, not being elaborate on how to go about these. It is for these reasons that IDIC model appears ideal especially considering its simplicity. 
[bookmark: _Toc80801770]5.Application
As highlighted earlier, over the course of the COVID-19 pandemic, McDonald’s like almost any other company in the fast-food industry has had its share of challenges. Related measures towards the management of the pandemic have forced consumers to remain at home, a fact that has meant that the company does not operate for some time. While the country has seen a semblance of reopening allowing people to visit places of businesses including fast food joints, traffic is still low (Bloomberg 2020). This has only contributed to negligent sales further impacting revenue accumulation and profitability. It is not just the pandemic that has impacted sales but also the way consumers have been forced to respond to the event (Ahmed 2021). As seen in the case scenario, the pandemic has ensured that people today readdress their individual priorities and values, a fact that also causes a shift in their expectations as customers. This has meant that where businesses used to be concerned primarily with making sales, they have to start considering other businesses qualities such as ethos, their communication approach and levels of customer service. 
As seen in the section above, the IDIC model offers respite to McDonald’s CRM problem. For one, using the identify step of the IDIC model, McDonald’s can get to identify its customers. From a general perspective, McDonald’s customers comprise individuals who lack the time, energy, or zeal to cook at home. Often, such individuals will purchase food products and drinks from fast food joints or other related eateries. However, the pandemic may have meant that due to emerging values and priorities, McDonald’s may have lost some of its customers. As such, it is vital that it engages in a fresh endeavor to identify its customers. This will help in realizing the low interest in its offerings or fast foods. McDonald’s can best identify its customers by looking at its customer database and engaging in more research (Lucidchart n.d). The important information that it should consider include things such as income, occupation, age, gender and spending pattern. Naturally, the company segments its consumers based on these factors which will make it easier to acquire information and data about consumers (Howard 2015). Through collecting the highlighted information, the company is capable of identifying the needs and wants of each of its customers. For instance, it may realize that female customers desire a particular product, while those with relatively high income may spend more for a given product. 
Following the identification process, it will be important for McDonald’s to differentiate its customers. As suggested above, the organization’s segmentation occurs in four different aspects. These include the geographic, behavioral, demographic and psychographic (Howard 2015). The geographic aspect considers the fact that individuals from different regions have different eating habits, while the behavioral construct looks at the patterns of behavior that a customer displays when interacting with the organization. The demographic approach, on the other hand, considers factors such as age, income, occupation, gender, and religious beliefs, while the psychographic approach considers psychological traits that influence one’s lifestyle choices and preferences when it comes to consumption. 
Of these, there is the realization that the behavioral, demographic, and psychographic will best allow McDonald’s to segment its customer base. The behavioral approach is especially important considering that the COVID-19 pandemic has influenced people’s purchase behavior. It has ensured that reconsider their priorities. For instance, the need for people to maintain good health and the idea that obesity worsens COVID-19 outcomes has ensured that more people are on the look for healthy food and would likely avoid fast foods (Butler and Barrientos 2020). This is because of the association of fast foods with high calories and obesity. On the other hand, the tough economic times have ensured that people limit unnecessary purchase. In terms of behavior, McDonald’s has segmented its customers in terms of degree of loyalty and benefits sought (Howard 2015). Through this, the company will, for instance, consider customers who are increasingly loyal and those who are likely to switch, and also consider the benefits that the different groups of customers seek to accrue.  
The demographic approach is equally vital. This is considering that demographic factors that influence purchase behavior such as occupation and income have been impacted by the pandemic. It has ensured the closure of businesses affecting income opportunities (CEPAL 2020). McDonald’s also understands the significance of factors such as age and gender. For instance, the company values teenagers and young adults who will most likely visit a McDonald’s shop because of their busy schedule. At a time that the COVID-19 pandemic has restricted livelihoods, it is also only prudent that McDonald’s also differentiates its customers based on lifestyle choices and preferences. Looking at this analysis, there is the realization that the customers who fall under the highlighted three segmentation approaches offer the company most value. As such, the company should prioritize its CRM based on these segments, ensuring to tailor its interactions to better fit them for maximum profitability. 
Differentiating the different groups of customers will allow McDonald’s to develop effective customer interactions. Effective customer interactions offer beneficial insights to into the needs and expectations of the customer. On the other hand, they also help attract customers and in the process, encouraging more sales. McDonald’s interactions with customers begin from its advertisement and promotional endeavors (Raduzzi and Massey 2019). Here, the company engages in different advertisement endeavors that target the different customer segments. For instance, the company has previously used toys to compel children to buy Happy Meals. However, this led to accusations of engagement in deceptive marketing practices targeting children. Regardless this is an example of the company’s interactions with the different segments of customers. Additionally, the company employs both persuasive and informative adverts in its interactions with customers. While the persuasive adverts are aimed at persuading and compelling people to purchase McDonald’s products, the informative adverts are concerned with enlightening customers to eat healthy (Raduzzi and Massey 2019). The latter appears increasingly strategic in the current COVID-19 Pandemic where positive and strong health is considered among the measures towards fighting the disease. This means elevating and utilizing this communication approach will ensure that McDonald’s become a desirable business organization among its different customer segments, allowing it to attract more sales and regain its profitability. 
In line with the above, the company can introduce desirable loyalty programs that are characterized by rewards and other loyalty benefits. This create in customers the idea that they are valued, especially in these times of COVID-19, and in the process encouraging them to visit McDonald’s especially once the company fully returns to normalcy. Interactions also include the manner in which clients are served especially with considerations to their expectations. Older clients may for instance desire to be served food that is less tasty i.e sugary or salty. Younger adults may consider things such as size as well as taste. They may also desire appealing food products. This means that Ensuring competence while serving customers may also contribute to positive CRM. For instance, it will be important to ensure quick and satisfactory services, which is the essence of the fast foods concept. In essence, most people visit fast foods because they lack the time to prepare meals and want to eat something as quick as possible. It is only proper that their food is not delayed as they will likely move to other providers that can ensure quick service delivery. 
To better leverage the highlighted interactions, it will be important for McDonald’s to analyze them and customize them. Customization is vital because it allows the target customer to feel valued (Raduzzi and Massey 2019). The mere fact that efforts are made to ensure that their specific needs are met allows them to see the value in the associated product that is custom made in line with their needs and expectations. As such, customization has the potential to enhance customer experience, heighten engagement and in turn increase revenue and improve profitability. McDonald’s understands the significance of customization and, as such, engages in customizations of its own. One of the prominent attempts at customization can be seen in the “Create Your Taste” menu strategy that offered customers the opportunity to customizers their burger orders. While the company eventually, shut down the program citing cost and efficiency issues, the program was welcomed by many and offers proof of the importance of the company customizing the identified interactions.
Despite the noted failure, the company can leverage technology to ensure even more effective interactions. This is especially ideal in the COVID-19 pandemic times in which internet technology has played a significant role in keeping people informed and ensuring that they meet specific needs. Online retailers such as Tesco have, for instance, embarked on a robust online presence aimed at ensuring effective production acquisition and delivery by customers and associated organizations, respectively. Taking cue from these companies, McDonald’s can ensure customer personalization that is in line with the interactions they engage in. This will allow customers to feel appreciated and encourage more visits and sales. 
[bookmark: _Toc80801771]6. Recommendations
As given in this report, McDonald’s CRM problem in the COVID-19 pandemic period is the failure to attract customers and ensure enough sales and revenue to sustain its profitability. Because of the associated measures such as lockdowns and curfews, the company has seen many customers discouraged from visiting its locations. On the other hand, some customers have had to reconsider their priorities in the bid to overcome financial challenges and also achieve a healthy life. However, from the above revelations, it is evident that there are certain things that McDonald can do attract consumers to its shops especially now that the country is opening up. One among this is engage in an intense research geared at discovering possible change in behavior and lifestyle among its customers that may have been triggered by the pandemic. This will help the company to better understand its customers and develop equally creative and effective interactions. In developing these interactions, it is important for the company to ensure that they are customized enough for its customers to feel valued. At a time when the pandemic has increasingly taken a toll on people, customers will want to feel appreciated for the work they do by purchasing products to allow businesses to stay afloat. In line with this, it will also be important for the company to consider a price reduction approach albeit for a time to cater for the financial turmoil in which its customers have been subjected throughout this period. This is an interactive approach that will further enhance customer loyalty. 
[bookmark: _Toc80801772]7. Conclusion
CRM remains increasingly vital for the success of almost any organization. This is especially true with regards to COVID-19 and its current and expected impacts following its successful management. The pandemic has, to a certain extent, interfered with the relationship between customers and business organization, with customers having to reconsider their priorities. Additionally, the measures associated with the pandemic have forced businesses to close and customers to stay home albeit for given periods. Despite this, there is the realization that using CRM models such as the IDIC model, organizations can overcome the associated changes and work on their CRM, ensuring positive and beneficial customer relationships. The IDIC model will, for instance, allow companies such as McDonald’s to identify their customers, differentiate them, and interact and customize its interactions with them. In the process, it will ensure positive relationships that encourage the desired sales. As such, businesses must remain strategic when it comes to developing effective and beneficial CRM. 
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