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Executive summary
It is obvious that CRM policy is very significant in the modern era because it directly affects customer happiness, can help with acquiring customer loyalty, and can ultimately boost the profitability of the company. The value chain model was chosen over the CRM and IDIC models even though both are pertinent for the modern corporate environment and offer opportunities for changes in organisational elements like leadership and culture that improve implementation. Every stage of the value chain model is in line with the problems Deliveroo is having with its customer service, as the reviews indicate poor service, delayed service, and poor product quality; all of these concerns might be resolved by the model's application. 
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[bookmark: _Toc121291151]Introduction 
The concept of consumer relationship management implies acquisition, retention and collaboration with consumers to create and add greater value for the business and consumers (Dewnarain et al., 2019, p. 175). It is a strategic management approach which is underpinned by the theories of relationship marketing. However, for effective consumer relationship management businesses require to maintain a set of standards in their operations as it brings consumer satisfaction. For this reason, maintaining the quality of products and services is necessary for businesses to engage more with consumers and enhance consumer retention rates. Quality products and services for businesses attract consumers and increase market share through the growth of sales in the global business markets. For this reason, the report will state Deliveroo and its CRM issues within the organisation and will address the possible challenges and relevance of the model which will be described to benefit the business. The report has also provided a discussion on how AI provides efficiency to consumer relationship management. In addition to this, the report will provide necessary marketing theories such as the 7Ps marketing mix and communication mix for further consumer engagement with the business. Before the conclusion, a set of recommendations will be provided to enhance and maximise the customer relationship within the business. 
[bookmark: _Toc121291152]Company Context 
Deliveroo is one of the largest food delivery companies which was initially founded by Will Shu and Greg Orlowski in the year 2003 in London. The company provides its services in 10 countries and operates through collaboration with more than 150,000 restaurants around its operating area (statista.com, 2022). The company provides digital delivery services for food and snack products by receiving orders from users with the use of mobile applications. However, the company is facing consumer relationship management-related issues in the market as consumers are complaining about late delivery and bad quality of food products (uk.trustpilot.com, 2022). The company needs to resolve these challenges as the positive brand reputation of the company may be turned down by the consumers.
[bookmark: _Toc121291153]


Models Review 
[bookmark: _Toc121291154]IDIC
Consumer relationship management needs to be successfully implemented within the business and failure in successful implementation can bring down the competitive advantage of the firm. For this reason, using CRM models is the most efficient and safest way to implement consumer relationship management. IDIC model of consumer relationship management is one of the prominent models for adopting better consumer relationship management within the business. The model implements consumer relationships and engages more of them toward a business through four steps which are as follows –
Identification – The first step of the model implies identifying or knowing the customers of the company, and their exact needs, preference and expectation of the business. Business organisations gather names, locations, and purchase-related details for better understanding and analysing the consumer base.
Differentiation – In the next step, business organisations differentiate the consumers on basis of their needs, preferences, and demands (Pandey, 2022). Differentiating the consumers, businesses create consumer groups so that every group can be served with different products and services and every group can be pulled toward the business.
[image: IDIC Model (Source: Siddiqi, 2002) | Download Scientific Diagram]
Figure No. 1: IDIC Model for CRM
(Source: Inspired by Tikku and CBSA, 2020)

Interaction – The interaction step implies communicating with the consumers to better understand their expectations from the business and how they are related to the products and services of the company (Tikku and CBSA, 2020). The process covers the consumer values toward the business and their opinion about the products and services through effective feedback by the customers. 
Customisation – The last step of the process is completely consumer centred as in this step business organisations tend to perform activities that can satisfy the intention of consumers and serve their needs. Through this step, organisations gain the ability to create strategies that can gather more consumers from the business markets.
[bookmark: _Toc121291155]Strengths and Weaknesses
The model is effective as it brings consumer expectations into reality by maintaining proper steps. Meeting the needs of the consumers stands fruitful for businesses as consumers start to trust the businesses more and transact for a long time (Nargiza, 2022). In addition to this, the model helps in marketing practices through the identification and interaction steps which increase the chance of closing more successful deals for the businesses.
On the other hand, the model has adverse effects on the business also as it requires high spending capabilities and advanced infrastructure within the organisations. Implementing all the steps increases the marketing expenses of the business as it requires a heavy workforce. In addition to this, for advanced research on the business markets, companies need to have advanced technologies which increase the operating cost of business and they lose the ability to have competitive pricing. 
[bookmark: _Toc121291156]Application
Within the Deliveroo organisation, the model can be very effective to bring excellent consumer relationships and also the model will help to regain the brand reputation in the markets. Following the steps of the model, the company can get the necessary information on the consumer base and segment consumer issues regarding the business. In addition to this, interacting with consumers will enclose more issues resolving which the company can avail sustainable growth through sales enhancement.
[bookmark: _Toc121291157]



CRM value chain 
CRM value chain model helps in considering several business insights and helps in identifying business aspects, which adds value to the management of customers for the respective business. The purpose of implying this model is to incorporate the existing internal and external practices of the company into the company’s CRM strategy, so the integrated business operations can help the business make more profit along with adding value to the products or services provided to the customers.  
[image: CRM Value chain model ]
Figure 2: CRM value chain model
(Source: Concept taken from TAHERINIA et al., 2021)
[bookmark: _Toc121291158]Relevance of the Model
In accordance with TAHERINIA et al. (2021, p.21), the business environment including customer interest or preferences is changing meteorically, and nations or businesses with a lack of e-commerce technology or electronic data interchange systems are losing relevance, and getting lag in the global business environment rivalry. Thus using a value chain system integrated with e-commerce or online business helps in creating value for the business, which transpires into increased productivity, local processing, innovation and set compliance with the volatile business environments or customer preferences. Thus, it justifies the use of the CRM value chain model to add value to the respective business operations. 
In a similar context as stated by Thuku (2019), the CRM value chain model is as effective for smaller businesses as it is for market-leading businesses.  This helps in forging the internal value chain activities, which has a direct impact on the organisational performance, as well as the supporting conditions help in adding value to the remotely linked conditions like Information technology usage, implied culture and leadership, so the CRM practices are more effective towards the process and people.  This also implies that supplier relationships could be utilised with changes in the market, consumer preference and behaviour, which can help in widening the target range of the business as well as bring significant variance in organisational performance (Chebet, 2019).  Therefore, the implementation of a CRM value chain can help in improving customer relationships, and satisfaction and can potentially enhance customer loyalty, which could be effective for increasing organisational profit. 
This model is relevant for the respective organisational context; the company is losing customers and online deliveries, which has caused to loss of share market value, which is down by 60%. The gross transactional value for the company already reduced to the 4-8% range after the steep drop from the 15-25% down-gradation of GTV growth (economictimes.com, 2022). This has been reflected in the quality of service for the company, which caused lagged business in global markets of the respective company like the Middle East, Asia Pacific and Europe. Implying this model can help in forging the internal process along with creating a nexus with the customers, which remotely helps in identifying the slacking points in the services, so strategies could be designed and implied to make improvements along with creating good customer relationships with the target customers and drive them towards customer loyalty. 
[bookmark: _Toc121291159]Strengths and Weaknesses
The biggest strength of the model is to consider the perceptions, insights, and interests of the other customers in the CRM policy, which makes it more specified and effective for the problems Deliveroo is facing in its respective market.  In the opinion of Munyole (2021), the CRM value chain is one of the powerful tools, which organisations use to provide necessary attainment towards business sustenance and help in garnering a competitive edge. This will be the strength for the application of the model in the context of Deliveroo.  The weakness of the applied model for Deliveroo is that it would require the organisation to allot an opulent amount of resources to support implying CRM policies along with a change in leadership approach, train the workforce directly associated with customer service, and forge their employee behaviour. Successful application of the model will help in developing a network and nexus with the customers, which will help in enhancing customer satisfaction and can lead to increased customer loyalty for the respective brand. 
[bookmark: _Toc121291160]Model selection and Application 
[bookmark: _Toc121291161]Analyse and justify the CRM model for the CRM problem 
According to Aiyeret al. (2019, p. 2550), customer experience in the business has separate and very important dynamics in the contemporary business world. Thus, businesses tend to improve customer relationships with value co-creation. The model can help in adding quality and value to the customer relationship, as the model helps in explicit analysis of the customer portfolio, as well as developing value proposition, so it can help in managing the customer lifecycle along with intriguing them to become a loyal customer for the respective brand.  On the other hand, Nagy (2018, p. 3491) stated, the identification of the accurate corporate area is very vital for creating value for the customer experience. The model implementation helps in forging this corporate area and improves the slacking points based on the demands or needs of the respective customers. This model also helps in enhancing the brand’s ability for interacting with the customers, which is very important for strategy formulation of customer relationship management, and remotely it can help in developing strategies to attract or intrigue customers, which will provide them strategic advantage. 
Customers of Deliveroo have a myriad range of problems, which include missed items, or not considering their own issues coupons accurately, and the company customer service is very bad at negotiation, as often for the missing items the company offers credit instead of products. These problems are mostly related to grocery shopping from the application, and most of the time the customers are not agreeable with the online customer review (trustpilot.com, 2022). In a similar context, the company customer service is too generic for most of the customers, as there is always communication, and the customers are denied valued and vital information, instead get pre-recorded responses alike answers from a bot and from their human service agents (trustpilot.com, 2022). This shows that the company has a problem with their digital service, along with the people in charge of their physical service are not accountable for their job roles, and lack skills in communication, problem-solving and critical thinking or decision-making. On the other hand, from an organisational view, the company lacks the idea of customer preference, and the changes in customer behaviour in regard to the time of delivery, error-free delivery, lucid and accessible communication with the service agent, negotiation, and quality of the product or service. As from the previous analysis, it is lucid that, the brand needs to improve its services and strategically change the business functions and operations linked with customer service to enhance the efficacy of the customer relationship management of the respective company. 
[bookmark: _Toc121291162]Relevance for the company problem
Deliveroo needs to improve its business and build customer loyalty along with promoting its brand in the right manner, otherwise, the company can experience firm economic struggle from their respective business environment. In the pre-pandemic era the company have increased revenue of 72% and though their losses get broadened up to 16% and still the company had invested in their networking along with expansion, which has resulted in the expansion of the business into 250 cities. Then the pandemic happened, and the economic recession took place, along with the recent bad reviews from the customers has created a negative impact on the business (BERNAL, 2020). The company have a marketing agent of 7 stars but still, the brand is getting negative reviews, mostly for their customer service and it could cause hindrance in customer satisfaction and brand promotion for the respective company. 
In a similar context, as stated by Nemati and Weber (2022, p. 20), the CRM value chain has a direct link with the customer lifecycle and helps in forging the service in accordance with the customer preferences. This could be helpful for improving their brand image, as good customer service will help in generating a good response from the customers, and that could be integrated into the strategies for social media marketing. It will help the respective company in promoting their brand presence and align their good quality of product or service with their customer services. This is a harbinger step for developing good customer relationships too, which can lead to enhancement in potential as well as loyal customers. This makes the implementation of the model very relevant for Deliveroo, as the company has the potential and business range to lead the marketplace, but it is not attaining the vital demands of its most important stakeholders which are its customers. This is affecting the global brand image of the company, therefore using the value chain model helps in adding as well as creating value to customer satisfaction. This could be transpired into their digital marketing strategy, which will help in promoting good business reviews and gain customer trust over the global business scope for Deliveroo, this is important for their future business progress and developing a strong and wide customer range for the business. 
[bookmark: _Toc121291163]Potential benefits and challenges for addressing the CRM problems in maintaining 24*7*365 within the chosen company
“CRM value chain” model implementation can help with the customer service problem Deliveroo is happening along with guiding the service towards gaining some organisational benefits. Model utilisation can also lead to some significant challenges. The intention of the company is to deliver a service, which would be available for the customers 24*7*365. However, in recent times, users have complained from various regions about no responses from their digital presence, even in December customers have complained about failing to reach the application or order anything from the grocery of restaurant service. In addition, bad reviews of the products or services are very frequent for the app, which is negatively enhanced with no particular action taken to address the respective problems (downdetector.co.uk, 2022). Furthermore, the customer had a problem with the chat option, as most of the time there is no person to communicate with and often it delivers generic responses instead of problem-solving. 
Value chain model utilisation can address this problem in an accurate manner, and the key potential benefit from this model it can help in identifying the customer trait from the target customers, and then helps in effectively strategising customer interaction. This could become the pivotal step for discovering high-value customers for the business and developing long-term customer relationships with the respective brand.  Regarding the changed consumer behaviour and the proficiency of digital business, a model for CRM is the ideal way of developing e-CRM, which helps in influencing the organisation to take initiative to develop customer service to meet the basic and additional needs and preferences for the customers (Kampani and Jhamb, 2020, p.222).  Thus the potential profits regarding the challenge Deliveroo is facing are going to be; strategising effective customer engagement for improving long-term customer relations, Networking development, utilising the available resources to improve the products or services in accordance with customer demands, and forging respective business aspects like leadership.  There are some challenges in maintaining the customer relationship with this model in a 24*7*365 this setting, such as;
· Investing the number of resources required for an advanced CRM system for the company.
· The existing culture of the company can show resistance to the changes.
· The usage of digital chatbots, which allows incessant customer service is failing to align human nature and needs with business operations. 
Step of the models with relevant evidence
The steps of the CRM value chain model intend to deliver on two fronts, customer relations and profitability of the respective company.  These steps could be implied to the certain issues the company is having and deliver potential solutions, along with wholesome progress and development for the brand. It includes;
Customer portfolio analysis (CPA): This refers to the interpretation of the target customers, who can add value to the business, so the customer service could be designed in accordance with the particular customer needs. This is linked with accurate customer segmentation and targeting, which helps in also strategising CRM policies for each identified customer group within the portfolio. Thus, this analysis is vital for value categorising customer preferences (Monalisa et al., 2019).  Customer reviews of Deliveroo reflect issues like wrong order, hair or any other object in the food, cold food, burnt food, and use of the wrong sort of packaging. Regarding these issues, the youth is very vocal, and along with Millennial customers are aware of their consumption, and provide incessant feedback for the products and services. These negative reviews on popular digital platforms are affecting the global brand image of the company (Cheal, 2017).  Using this model will help in identifying the traits of the target customers and providing the service in accordance with their preferences. This will help the company in reaching the customers who can create and add value to the social or digital image of the respective brand, and improve the product and service quality up to this target group standard, and their preference could reflect as good customer reviews along with transpiring into good customer relations. 
Network development:  This refers to the organisation engaging with the customer in extensive interactions. It includes taking their perceptions, insights and reviews of customers in developing a network and nexus with the customers, which can help in improving the business and its implication.  This gradual steady process helps in integrating customer needs in the respective business and developing an extensive network. Familial distribution network (FDN) can be used for network development, which can influence CRM practices too (Nupus and Ichwanudin, 2021, p.128).  There are reviews about order mishaps, cold or burnt food along with complaints about the packaging is not anymore sporadic for Deliveroo, and all these reviews are present on Twitter, which is a very popular social media channel, therefore it can ruin the brand image in popular social media handles (Cheal, 2017). In addition, these channels are used for engaging with the customers along with digital marketing for the brand, thus it is vital to develop a network with the customers, which will help in considering their perception, which can lead to strategic changes along with making organisational progress for Deliveroo. 
Value proposition: The changes in the business aspects along with implying relevant CRM policies could require a copious amount of resources and support from the business. It includes the determination of resources, development and incorporation of resources to design the products and services, which can help in addressing the value-based requirements of the customers. The value proposition has a positive influence towards the strategic planning for CRM policies, along with it could be used to measure essential variables associated with employee behaviour and create customer loyalty (Saleh and Saheli, 2018, p. 39). Deliveroo users have gone up to 8 million active users, and it is a reflection of the gross transaction value by around 73% in 2021 and makes it reach 6.6 billion GBP in 2021 (IQBAL, 2022). The sales report shows that the business has made profits, but the customer reviews are negative so the company is utilising the growth opportunities of the respective market, but incessant bad reviews can resent the potential customers, and rival companies can regain their market space and Deliveroo can go out of relevance. Therefore, it is important to use these profits and the customer groups to develop relevant and digitalised “Customer relationship management (CRM)” policies. 
[image: ]
Figure 3: Revenue increase in Deliveroo
(Source: IQBAL, 2022)

Managing the customer relationship: The CRM policy must be designed to manage the customer relationship in every dynamic of the customer lifecycle. It helps in gaining the long-term trust of the customer and influences them to avail of the respective brand frequently, along with promoting the brand through a different medium.  In 2022, Deliveroo has provided sponsored position for fast-moving consumer goods (FMCG), and this is supported by the advertising revenue allocated for the products (deliveroo.co.uk, 2022). The company is intending to grow relevant revenue channels. Furthermore, personalisation and merchandise of the app can help in engaging effectively with the changed consumer behaviour. Thus, the utilisation of the value chain model and this step could be supported by the Deliveroo intention and the changes in the application, which can help emotionally, connect with the customers as well as deliver progressive productivity. 
The steps allocated for the secondary stage of the value chain model, which acts as a support for the relevant CRM practices too, are:
Culture and Leadership: Effective leadership and progressive organisational culture are required to develop a progressive value proposition regarding customer management. The intention is always to prioritise the CRM process.  Cost-based leadership strategy helps in implying differentiation of the target customer's preference and delivering CRM strategies. It could also help the respective business in gaining achieve competitive advantage (Amer and Abdulwahhab, 2020).  A supportive workforce and progressive organisational culture must support this, so the new CRM strategy is hindered or resented by the workforce. 
Information technology usage: This model utilisation also allows easy incorporation of advanced technology for increasing the efficacy of the CRM strategies. Information technology could be integrated with the CRM policy of the respective business, and that can lead to data-driven decision-making from the company. This reflects the innovation capability of the organisation and it is the basis of modern-day e-CRM too (Chi, 2021). 
Employees and existing processes: As employees need to imply new CRM strategies towards the customers, it is vital for the workforce to align their productivity with the changes in CRM strategies. This value chain model of CRM influences the workforce to be driven by the leadership and try to engage with the customers in a sensitive and effective manner, and even though digital channels and data-driven approaches are pivotal for contemporary CRM practices, still the employee behaviour contributes significantly towards developing customer relationship and loyalty. 
[bookmark: _Toc121291164]Benefits and challenges of application 
The intent of implying the CRM value chain model in Deliveroo’s business operation has helped in delivering several benefits for the organisation. As the company is struggling with complaints about bad online services from the company front along with the quality of the product and service, the model implementation tends to help the organisation with these factors. According to Thongrawd et al. (2020, p.435), the Implementation of the CRM value chain model can help in playing the mediating role regarding supply chain flexibility too, which has a direct link with the supply chain agility and develop a partnership with suppliers, which helps in providing a competitive advantage to the company. This could emerge as a potential benefit for Deliveroo, which has a long global supply chain for its respective company. 
The challenges would be the over usage of technology like Chatbot, which supports the company's intention of delivering customer service 24/7/365. As stated by Mozafariet al. (2021), the usage of automated chatbots helps the respective company to stay connected with their consumers and provide a response to their questions all the time without any break, still, it lacks human sensitivity and warmth. In addition, the problem-solving ability of the Chatbot is limited, as it has inadequate emotional or critical intelligence. 
[bookmark: _Toc121291165]Refer to the AI efficiencies 
AI is one of the contemporary business tools used in business operations, generally to mitigate the chances of error and increase the efficiency of the operation. According to Chatterjee et al. (2021), the adoption of AI in an integrated form within CRM helps in increasing the agility of the organisation. In terms of Deliveroo, this will help in automating the existing CRM practices along with providing knowledge development scope for the respective organisation, which includes a help desk and training programs. 
[bookmark: _Toc121291166]Marketing theories 
[bookmark: _Toc121291167]Communication mix 
This could be implied for the respective organisation, as it has components like personal settings, sales promotion, direct marketing and advertising (Week 2 slides). CRM policy or the integrated system will help in generating positive customer reviews, which could be promoted through this Deliveroo can advertise its personalised application, or through direct marketing, it can approach a wider population with its products and services. On the other hand sales promotion could be aligned with CRM, as the company can promote their other products or services to loyal customers and increase their sales too. 
[image: The Marketing Communications Mix]
Figure 4: Communication matrix
(Source: Slides from Week 2)
[bookmark: _Toc121291168]7Ps
7ps helps in explicitly delegating the marketing component of the business and allocating resources to these factors along with aligning CRM practices with the process.  Utilising 7P and marketing mix has the ability to influence good customer experience along with enhancing customer satisfaction. Thus, the factors of 7P could be incorporated with the CRM policy and deliver productive results (Ramadani, 2020).  In terms of Products, Deliveroo needs to improve the quality of the product, Place is obsolete as online delivery is provided by the company, but customer service makes sure to communicate on the right address and assure the delivery in the expected time. Regarding the Price, competitive pricing is the ideal way to gain a strategic edge over rival companies. In terms of promotion, as bad customer reviews have hindered the business progress, generating good feedback within the social media handles must be used as promotion for the brand. In terms of people, leadership and culture must influence people or the workforce to have used their communications skill and active listening skill to deliver better customer service. Process and physical evidence of the brand must be aligned with new integrated CRM policies, like utilisation of AI and personalised application for the order. This will also be promoted through marketing as an intriguing feature of the business. 
[image: The Marketing Mix 7 Ps of Marketing]
Figure 5: 7ps of the Marketing mix
(Source: Slides from Week 2)


Recommendations
Customer relationship management is directly linked with quality management as high-quality services can attract customers and build a better bond. Deliveroo is a company that assures services to customers within 30 minutes and it has over 100,000 riders to provide services all over the market (salesforce.com, 2022). The organisation can make their performance higher and make the quality of their services according to the needs of the customers to gain better CRM. According to the TQM theory the organisation can use continuous development to train the employees and allow them to make a high-quality service. Total quality management is a framework that allows the company to enhance their service quality by implying a few measures (Ali and Johl, 2022, p. 1627). Implies the TQM can improve the CRM of the organisation and it can be implemented in the business for a better outcome in the competitive world of business.   

[bookmark: _Toc121291169]Conclusion 
In the conclusion, it is evident that CRM policy is very important in contemporary times, as it has a direct impact on customer satisfaction, and can help with gaining customer loyalty and increase the profitability of the business in the long-term sense. This report has discussed CRM models, IDIC and the Value chain model, both of which are relevant for the contemporary business environment, still it has chosen the value chain model, as that offers changes in the business aspects like leadership, and culture people, which makes the implementation more effective. Every step of the Value chain model is aligned with the issues Deliveroo is happening with their customer service, as the reviews reflect bad service, late service, and poor quality of the product; all could be addressed through the model utilisations. Still, there are challenges like quality assurance or workforce skill inadequacy, which could be met by implying TQM and providing training programs. 
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