  


Executive Summary
Purpose of this report is to explain the quality systems including CRM in business organizations. In last few years, ways of doing business has been changed because customers are more informed and they have variety of choices in market. Therefore, all progressive organizations are doing efforts to improve the customers experience about their services. Case study chosen for this report is my employer organization Wagamama which has become prestigeous food chain in UK, Europe and Middle East in limited time. According to Guardian report, it has changed the way of eating of UK people. Wagamama joined hand with BT for the CRM solutions but there are still important challenges and company is trying hard to get their solutions. Wagamama has better ranking in the CRM as compared to competitors. Company offer various incentives including vouchers to the customers to compensate their poor experience about company. Different models used for CRM management and in this report, VCM, Servqual and Payne’s five forces model are discussed and compared. Most appropriate model to address the CRM challenges of Wagamama is Servqual which have been studied with perspective of the important CRM challenges. Various recommendations are also made to overcome these challenges and relevant domains are suggested which can enhance customer’s engagement, customer’s loyalty and improvement in service quality. 
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Every organization has some quality processes at workplace. These processes are set with respect to standards to achieve the required objectives. One such process is Customer relationship management (CRM) which has great importance in business organizations because it helps companies to develop relationship with customers. CRM can be stated as the technologies and activities that are used by companies to enhance coordination with their potential clients (Kulpa, 2017). In last few years, consumer behavior is changed. Understanding consumer behavior and doing effort for customer satisfaction has become integral part of business strategy (Demand Jump, 2020). However, with the advancement of technology, it has become easy for business organizations to evaluate consumer behavior and develop strategy on market trend. This study is aimed to provide the insight on the quality system at workplace and customer experience about case study organization. Important challenges and benefits will be extracted from the critical evaluation of customer experience and quality processes.  
There are various benefits of excellent customer service such as loyalty of customers, repeat purchases, improving image, peace of mind, quick response, positive feedback and customer satisfaction (Reynolds and Beatty, 1999). In this report, chosen organization is “Wagamama”. Quality management policies of Wagamama are mostly customer centric but during pandemic there was shift in the expectations of customers. As a result, Wagamama also changed the policy for the safety of customers but without compromising the quality standards. It has become essential for the company to refine the customer experience to get the competitive advantage. 
In this report, important CRM models and theories will be discussed in relation to case study Wagamama. Important models that could be useful in this evaluation are Buttle’s CRM value chain model, IDIC CRM model, Payne and Frow’s five step model, SERQUAL, VCM etc. CRM behavioral theory is important to cover the different perspective of customer relationship management. Other theories and models are human relations theory, System management theory, contingency management theory, quality management system and quality evaluation model which will also help in making suitable recommendations.   
Importance of quality processes and CRM effort to the company and potential bottom line benefits of excellent customer experience. Outline of what the report covers in the following sections, the ‘road map’.

[bookmark: _Toc81281609]Company Context
Wagamama has historical background of 19 years when first restaurant was started by Alan Yau in 1992 in Bloomsbury, Central London, UK. Initially, it was started with few recipes which were representing the Asian culture more like Japanese. Alan Yau in similar time period, also taken initiatives of other restaurant chains Hakkasan and Yauatcha. It rapidly become restaurant chain because dozens of new branch restaurants were started in limited time. Currently, it is property of “The restaurant group” but some other group also remained its owner for some period. For example, Duke street capital bought it in £200 million but before that its 77 percent share were bought by Lion Capital. Duke Street Capital expand business of company with more than 180 branches. Business is not limited to UK and it has network expanded to Europe and Middle East. However, most of the branch restaurants are in UK. Restaurant group bought it in £559 million but various macro environmental elements influenced its performance such as Covid-19 pandemic and geo-political situation. Number of branches are re-opening after the end of lockdown and decline in cases of Covid. 
Wagamama is among the fastest growing restaurant chains and in 2018, Revenue of company reached to £340 million and net profit received by company is around £87 million before tax but after tax it was £75million in 2019. Next two years remained very challenging for company when business scenario is totally changed. It was not expected that customer engagement will be limited and there will be extended lockdown.  
I have experience of more than three years of working in multinational food chain brand. In last three years, I worked on different positions and my current position is junior branch manager and my responsibilities include training of new recruitments and customer relationship management. I chose this organization for report due to my practical experience and updated knowledge about the quality management and customer satisfaction policy. Wagamama faced problem in customer engagement because there was not comprehensive but after the emergence of Covid-19, it has become greatly important for the company to organize the digital ways in CRM. Staff respond to all customer queries, complain, online order tracking and feedback immediately. Every branch has own CRM nominated staff to address all customer issues. 


[bookmark: _Toc81281610] CRM related problems at Wagamama
Wagamama has more dependence now on the click to collect and deliveries service and deliveries. CRM staff immediately responds to queries. Quality assurance managers are responsible to ensure the quality according to company standards. Managers oversee problems and seek solution of the issues to acquire better feedback from customers. In case of any issue, CRM staff follow all complains until the customer satisfied. Sometimes, customers made the unnecessary complain but they are replied politely by explaining the restaurant’s policy and standards. 
[bookmark: _Toc81281611] Cost of problem and nature of complain
CRM staff provides coupons to customers to compensate their complains. Value of voucher provided to customers depend on the nature of complain. For example, if there is something wrong with food or hygienic issue, company take action against the responsible either by warning or penalty. However, companies compensate customers in better way. 
[bookmark: _Toc81281612] Challenges of CRM and their solutions in Wagamama
After the end of lockdown, there are various challenges faced by organization. Company faced the poor supply chain after the Brexit deal. UK has more dependence on EU from food supply chain but suppliers in EU remained uncertain on the future business conditions in UK. It affected the supply and distribution. Wagamama has various branches in EU and many of them closed due to Covid-19 pandemic due to interrupted supply chain and lockdown. These challenges can be addressed by improving positive relationship with customers. 
Recently, Wagamama joined hand with British Telecom for range of solutions for customer support at all UK based locations which will also improve customer experience (Lemmon, 2016). It is an outstanding service package which will provide SCV platform to Wagamama. This cloud based SCV enable management to evaluate customer’s activities across all branch network and provide service channels for supply chain, customer service, customer retention etc. With the use of this technology, company can integrate the organizational functions such as sale, customer feedback, Wi-Fi data, emails, customer data on company website, pay at table app, click to collect data etc. Wagamama made a very good deal with BT because it can also provide loyalty solutions and expedite the CRM process. It can help company to analyze the market trend and customer behavior. These analyses have important role in development digital marketing and business strategies because company can evaluate the market trend and customer behavior. Wagamama can personalize the service and communication with targeted customer groups. These plans were implemented in 2016 and after that company make rapid expansion in business and revenue of company was increased. Quality systems in Wagamama can deliver various benefits to address the following challenges. 
· Customer service: Wagamama is using the digitalized customer service with the support of BT that has expedited the CRM. Loyalty system includes various incentives in the form of vouchers. 
· Supply chain issues: It has already been discussed above that company can manage easily the Supply chain and poor quality issues with digital solutions provided by BT. However; it was interrupted with Brexit and Covid-19 lockdown. Wagamama has multiple suppliers and JIT system which are effective ways of supply management. 
· Brand reputation: Wagamama is improving brand image through various sustainable initiatives. One of them is the welfare of animals where company announced to follow the EU rules for the poultry and avoiding use of fast growing breeds. Wagamama also changed the colour of packing box from black to grey due to sustainable issues. Black colour is difficult to recycle and company changed it to grey. 
· Customer data collection issues: It is the most important issue that was faced by Wagamama in early years to define the target market and increase of customer engagement. Joining hand with BT provided solution to company to find the data of customer in the form of website traffic, menu viewed by number of people, and market trend. It helped company to develop strategy for market segmentation. It helps to cope CRM challenges. 

· Customer retention issue: Due to market saturation, customer retention and loyalty always remain a challenge for food chains. There remains issue for the customer retention because company was lacking purchase behaviour data of customers. Wagamama made its solution by offering coupons and loyalty program with collaboration of BT. Wagamama made collaboration for SCV, loyalty program and CRM since 2016. According to annual report of 2020, company is satisfied with performance despite the Covid-19 challenges to provide long term profit to shareholders. 
CRM performance of Wagamama was also reviewed by CRM by using different key performance matrices. Performance of Wagamama was found quite well in customer satisfaction. Especially in Dine-in, Wagamama showed impressive score of 4.23 out of 5. In the same way. Wagamama was found extremely good in customer loyalty scoring 45 percent in Market Force’s composite loyalty index. It has same score in friendly service while in menu selection; it is 55 percent (CRM, 2021). The commercial director of Wagamama in UK, Jonnie Davis said that Wagamama has customer centric policy to improve customer experience about restaurant. 

[bookmark: _Toc81281613]Models Review
CRM models are the guidelines for the customer supporting team. It is a kind of framework that can be followed by company to retain customers. There are various models of CRM which are being adopted by different organizations according to their organizational structure and requirements. Important ones are value CRM value chain model (VCM), Payne’s five forces model (Freedman, 2021). Another model is SERVQUAL which is derived from service and quality. It was developed the famous American marketing experts in 1988. Here, these models are discussed with the perspective of Wagamama. 
[bookmark: _Toc81281614]Value Chain Model (VCM)
 This model consist of set of principles which are adopted by companies on developing the Customer related strategies. It consists of different primary and support stages that are adopted by company to build strong customer relation (Thakur, 2019). 
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Figure 1: CRM - VCM of Wagamama (Cleverism, 2021). 
This model is developed by Buttle in 2004 which was aimed to create value for customer from the external and internal business processes. Primary stages in VCM helps to find the targeted customers, understand their behavior and development of interactive relationship. Primary stages in this model are assessment of consumers in following conditions. 
Assessment of customer’s connection with the business organization. 
Assessment and possibilities of durable association with company. 
Value proposition: It depends on the understanding of organization about the customer needs and development of strategy to manage availability to customers. 
Network development: It is more advanced form which need frequent connection of customer with company. However, customer should be engaged at sale and after sale stages. 
Customer cycle management: It is very important stage where customers can become advocate of their product or service in their network. It is most desirable form for the companies in primary stages. 
Primary stages show that there is more importance of customer profile and data management to understand their needs and change of trends. It could develop the long term relation with the customers. 
Along with these primary stages, there are supporting condition which are more linked with the internal system. These are essential to achievement of task mentioned in the primary stages. Secondary stage include procurement, leadership, HR, organizational design and IT management process. 
Leadership: It is hard to execute and manage the CRM standards without the effective leadership. 
Procurement: There must be smooth procedure in purchases. It should be solid workflow to move customer from prospects of consumers.
Organizational design: It should be clear hierarchy and job description. Where everybody know who is responsible for what. Customer relationship manager in Wagamama can easily find out from complain that which person is responsible for it. 
IT management process: IT is most important for CRM because it has more dependence on the data. It is also important to make the successful strategy. 
HR management process: It is important for the efficient value chain that everybody in the HR team work efficiently to resolve the internal issues. 

[bookmark: _Toc81281615]Payne’s five forces model
It is another important CRM model that is used for efficient CRM process. It consists of five processes. 
Value creation
Multichannel integration
Strategy development
Performance assessment
Information management
There are also four other elements that which are essential for implementation of CSR. These are CRM Project management, CRM change management, CRM readiness and employee management. This model emphasize on evaluation of readiness of company to take new initiatives of CRM. Companies should invest on the PM (project management) and change management processes on the introduction of new CRM processes. Employees should also be ready to accept and understand the new customer engagement related strategies. 
[bookmark: _Toc81281616]SERVQUAL
It is effective model utilized by organizations for the measurement of experiences of customers about quality of services. It measures quality and services on different aspects which are courtesy, access, communication, responsiveness, reliability, credibility, understanding customers, assurance security and tangibles. (Pakurar et al., 2019) These are important parameters to fill the gaps on customer experiences. It was initially developed to improve the service quality in field but later on more services were added to get the competitive advantage. According to Daniel and Berinyuy (2010), Servqual show the discrepancy between customer’s perception and customer expectation. Understanding these gaps, help to improve the service. 
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Figure 2: Dimensions of service quality in Servqual model (Kobiruzzaman, 2020)
Although different aspects are mentioned. Most important dimensions in Servqual model are empathy, responsiveness, reliability, assurance and tangible but in last two years conditions of CRM are changed and numbers of dimensions are extended which are discussed below. 
Assurance: It shows the capacity of CRM staff to transfer the knowledge and trust to customers about the product and services. There are different opinions on the assurance of service quality among researchers. some ranked it first in Servqual dimensions but some place it on fourth positions. 
Reliability: It means that company delivered service correctly first time and honored their promise with customers. It is result oriented approach where company get confidence of customers. 
Responsiveness: It is ranked third in the dimensions where willing employees update clients on completion of working on their request. It is concentrated attention of staff to promote services and responding accurately according the customer’s request.

Tangible: It shows the physical equipment availability which is required to communicate with customers. These are the services that or machines which customer receive to provide their response on quality. These can be services, debit cards, speed, statements, or transactions. 
Empathy: It is the fifth important dimension. It means customer should feel privilege that company has given him/her priority in service. Company should show the caring behavior and personal attention to the customers in provision of service. 
Employee competences: Ability of CSR employee to effectively interact with the customers. It consists of integrated factors related to organizational strategies, individual service that suit to relevant skills. It is important for the employee to know how to react positively because negative reaction can cause dissatisfaction. 
Financial aspects:  Pricing is important dimension in this model which is recently added as people lost their jobs during lockdown. In the fast food industry, people can easily switch from one brand to another. Therefore, customer will remain more loyal to the brands which provide better quality in low price. 
Access to service: It means the source by which service is provided to the customers. It can be by telephone, email or letters. Access shows the ease. Therefore, easiness in customer interaction is important. 
[bookmark: _Toc81281617]Comparison of model for strengths, weakness and application in CRM
There are some other models such as Frow’s five step model, CRM behavioral theory, IDIC model etc. but these cover limited parameters of CRM. VCM, Servqual and Payne’s five forces model covers most of the aspects of CRM. These models have different elements and dimensions. Many of them are applicable on Wagamama to improve the CRM practices. Servqual have different dimension and improving working on them can increase the CRM performance. Payne’s five forces model has weaknesses because it is more about evaluation of CRM instead of suggesting improvement measures. 
[bookmark: _Toc81281618]Model Selection
Analytical selection and justification of a model to apply to the company’s CRM problem. Why is the model selected? Relate it to the company’s CRM problem to show its relevance and potential benefits and challenges to address the CRM problem. VCM find the gaps in service to bring improvement but Servqual give more importance to reliability which means instead of learning from bad experience, it is better to establish reliable impression by first service service to gain the customer’s confidence. 
Wagamama is restaurant chain which has more dependence on the quality and service. Important CRM challenges faced by Wagamama are lack of communication, integration of technology, training of staff, clarity of decisions for customer satisfaction, technology integration and customer loyalty, being an employee, I am aware that various CRM staff members are randomly replying to the customers queries and they don’t have complete knowledge of tangible and some latest regulations. Servqual is more relevant model for the organizational framework of Wagamama to address the CRM challenges. 
Assurance: This dimension addresses the most important CRM challenge of Wagamama. It is important issue that customers don’t get proper response of their queries and sometimes, they don’t get whatever is promised by CRM representative. Working on this dimension with enhances capacity of CRM employees to transfer the correct information to customers and trust of customers on Restaurant group will be improved.  
Reliability: Competition has been increased after Covid-19 and bargain power of buyers is high. It is easy for the consumer to switch to other brands. It is therefore more important to give better impression by quality CRM first time rather than learning from the previous mistakes. This domain is result oriented and it can further improve the CRM score of Wagamama. 
Responsiveness: This domain is about updating customers after completing the query in best possible way. Giving them attention and try to solve the matter gives confidence to customers that company is caring about his complain. Wagamama is better in this domain but it needs further improvement. 
Tangible: This domain is about the physical facilities that customer uses to make image about the quality of service. It is weakness of the company that has limited tangibles. Important ways are annual reports, website, personal experiences etc but there are only few blogs or digital information that could be used by the people to assess the company performance. It also needs further improvement. 
Empathy: It is fifth dimension of model which is strength of Wagamama because staff gives proper attention to customer while dealing them. However, communication is important problem and wrong interpretation of customer’s problem. It should be addressed to develop image of caring brand. 
Employee competences: Although Wagamama is using the advanced CRM system in collaboration of BT need of IT and a communication skill in staff has become extremely important in businesses. Collecting right information from big data has become important part of business strategy. Wagamama can also get required information of market trends and customer preferences from the data of websites and comparison analysis. Way of doing business and conditions are changed in different regions which are greatly influenced by external environment. Wagamama can bring improvement in various functions by understanding the customer choice and market trend, 
Financial aspects: Wagamama has competitive prices but way of doing business has been changed in last two years. Recently Alibaba’ concept of Hema is getting popularity where every product has barcode. Customers can make price and specification comparison online before purchasing. Robotics based restaurants are providing vast range of food (Bhardwaj, 2018). It means, Wagamama also need to revise the price strategy to attain loyalty of customers. 
Access to service: Wagamama provides service to customers online. Customers can connect the CRM staff from mobile application which responds accordingly. Customers can also contact for CRM solutions by using mobile phones and emails. Normally, customers get delayed response by email. However, application based and mobile services are faster. Normally, employees already working in the restaurants respond to the customer queries. Working on dual responsibilities effect on performance of staff in restaurant. 
On the base of analysis made by Servqual model, it is inferred that this model is more relevant to address the CRM challenges of Wagamama which is property of Restaurant group. 
.
[bookmark: _Toc81281619]Application
In some previous reports, the restaurant group is found better in CRM. It was found after applying various key performance indicators (CRM, 2021). However; there are few problems in customer management which should be addressed. 
· Company is lacking the digital facilities and expertise to evaluate the customer expectation because restaurant group has not shown at any forum about the data of customers which are fully satisfied from the CRM activities of company. Although Wagamama made agreement with the BT for the CRM solutions but there is lack of expertise of staff which don’t know much about the way of collection of data about customer satisfaction. This lack of knowledge about service or poor quality effect on the customer’s loyalty with company. 

· Wagamama has not comprehensive data of customers which have visited the restaurant first time and never came back. Company gets the feedback of customers about food, service, quality etc but there was no digital procedure where company could reach to customer to encourage him/her for revisiting the place. 
· CRM employee’s respond to the customers on their queries but they don’t get record of the customer response after solving problem or addressing query. If should be followed up properly, if customer is satisfied or dissatisfied from the response. How many people are satisfied and what are the dissatisfaction factors. Being an employee, there is lack of IT system which do analysis of the queries automatically. Strong CRM system could have various analysis parameters which make analysis of each activity. For example, average, better, best or failed to satisfy the customer. 
 
These problems can be addressed by using one of the CRM models according to organizational needs. Servqual model is most suitable for the “Restaurant group” because its domains are more applicable to solve its CRM problems.  
As more problems are relevant with IT, so the most important domains of model are reliability, Employee’s competences and tangibles. Therefore, most importantly, collection of data about customer expectation is big challenge. Many sophisticated tools are developed which can monitor all activities of customers to suggest the market trend and expectations of customers with percentage. 
Wagamama has ability to collect data about customer expectations because company has innovative approach so far in many ways. It has unique recipes and is more concerned for the CSR projects. Last two years were economically challenging for the company and maintaining customer loyalty is very important concern. It can be achieved by working on three domains of Servqual model which are mentioned above (Reliability, tangibles and employee’s competence). There must be improvement in the CRM related infrastructure and facilities that could be able to collect information about customer expectation, satisfaction percentage, dissatisfaction factors, market trend, market segmentation etc. Company also need to focus on the employee’s training to effectively address the challenge and must have competency to use the facilities. For example, if customer want detail about ingredients of the dish or meal packages, then CRM employee must have complete knowledge about it. Customers should even get video link of the relevant dish with ingredients to help him/her in making choice. 
 
[bookmark: _Toc81281620]Recommendations
On the base of evaluation of the quality system of case study organization Wagamama, various recommendations are made to solve the most important CRM problems. 
Wagamama need improvement in tangibles, infrastructure and IT development. Data management has become important part of strategic development. Before making a strategy, company must have knowledge of the market size, target market, customer expectations, satisfaction factors, dissatisfaction factors, future trends, price comparisons, types of services in which customers are more interested etc. It is achievable with the collection and effective utilization of big data. Every activity of customer on the website and application store in the form of data. It depend on the interpretation tools which collect the required information form the data such as clicks on page in one hour, duration for which page remain opened, customer’s search for menu or price, number of people looking for particular thing etc. In the same way, the IT system can collect the information from the data of CRM. For example, number of people satisfied from the service, number of people get the correct answer according to their queries, Repeated complains, number of complains about CRM service etc. These information from the big data can help in developing milestones for CRM in Wagamama. 
Secondly, there must be comprehensive training program of CRM and front of the desk employees which should be get trained on the use of Servqual model. Some training courses and certification can be arranged. In this case, company can use the model of Kellogg’s which make suggestion to each employee on weekly basis for further improvement. Personal evaluation is important but the evaluation from organizational becomes a guideline for the CRM employee to provide better service. 
[bookmark: _Toc81281621]Conclusion
This report is written to explain the importance of quality system in business organization to improve the customers experience about business organization. In this report, CRM has been particularly discussed about case study about Wagamama which is Japanese food inspired food chain. It was originated from UK which extended business to EU and Middle East. This report included highlights of the CRM challenges and practices used in Wagamama to solve problems. Important issues are quality, service, delivery time, hygiene etc and CRM addresses the customer queries online. There are various models of CRM used by different companies according to their organizational requirement. In this report, VCM, Servqual and Payne’s five forces model are discussed and compared. Most appropriate model to address the CRM challenges of Wagamama is Servqual which have been studied with perspective of the important CRM challenges. Various recommendations are also made to overcome these challenges and relevant domains are suggested which can enhance customer’s engagement, customer’s loyalty and improvement in service quality. 
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