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Executive summary									


This report seeks to examine how internal and external factors, including Covid-19, impact or influence an organization's quality system and controls for customers, and how the organisation can deal with the new situation and meet its business objectives through developing and maintaining customer service. Provide a critical understanding of the organisation's quality processes and identify the systems that support the processes and the extent to which they are effective at meeting customers' needs and maintaining an effective business relationship in times of crisis and Covid-19.
Specifically, the report will examine the customer relationship management problem, its cause, and explain how using customer relationship management framework, the organisation can potentially benefit and address challenges.
The report will analyse customer relationship management (CRM) models and how the chosen CRM model (IDIC model) applies and help the chosen organisation on dealing with customer experience.

























Introduction											

According to the report, one of the main objectives is to underscore the factors that contribute to quality frameworks in organisations, and to illustrate how the association can improve upon the unused circumstances of Covid-19 that prevent it from accomplishing trade goals by maintaining good client relations. In addition, how the organisation can adapt to the latest circumstances and achieve its goals by building strong customer relationships.
A customer relationship management (CRM) system is a strategy, technology, and set of practices used throughout a customer's lifecycle by companies to manage, analyse, and report on customer interactions. To increase sales and retain customers, it is vital to improve customer service relationships. Data about customers is collected from different channels of communication between businesses and their customers. As an example, they may get in touch with the business by means of its website, telephone, live chat, and other marketing materials, as well as through social networks (Bligh and Turk, 2004). Additionally, CRM can provide Customer Service representatives with detailed information regarding customer preferences, purchase histories, and related concerns. (Chai et.al., 2021)



Background											

The Azzurri Group currently employs 6,000 individuals, serving over 15 million meals a year inside and outside the restaurant, by giving great customer satisfaction while preparing those meals in 250 restaurants. With Covid restrictions were in place earlier this year hospitality industry struggled to keep their doors open, which led to new transformations of business, takeaway. Azzurri Group saw the importance and invested heavily on takeaway equipment and gadgets to fulfil the new demand.

Azzurri Group has four leading brands ASK Italian, Zizzi, Coco di Mama and POD, amongst all Ask Italian and Zizzi are deeply integral, interested to a wide client base and lending themselves to various events. ASK Italian and Zizzi offer a critical feasting involvement and strong incentive for cash. Ask Italian is a restaurant that makes part of the chain Azurri group, where customers service is the main key to keep the business moving forward (Communications, 2021).
The new worldwide pandemic has constrained organisations, including eateries, to close, turn or adjust. Right around a whole year into the pandemic, things have step by step began to adjust. However, what worked before may do not work in the new and changing post-Covid-19 world. During the pandemic, casual dining businesses have been looking for better ways to stay skilled while staying aligned with their central goal. Association needed to discover key promoting techniques to make a big difference for the business. Customer relationship management (CRM) is the blend of proceeding, techniques, and advancements that organisations adopt to overlook and break down consumer cooperations and information all through the client lifecycle. The goal is to further develop customer support contacts, assist with customer maintenance, and promote deal development. CRM Frameworks request customer information via different terminals or resources between the consumer and the firm, which can incorporate the association's site, phone, direct talk, standard mail, limited time materials, and casual associations. CRM Frameworks can also give client confronting workers itemised information on clients' own information, buying history, and purchasing propensities and concerns (Munjal, 2021).


Concept included in customer relationship management framework		


The term CRM was coined by Ryals and Payne (2001) as a management approach that uses information technology (IT) to erect and maintain relationships with customers and channel more profits to the organisation. In customer relationship management, organisations must anticipate, understand, and manage their customers' needs. Customers are categorised into long-term relationships by CRM databases that are used to identify highly profitable customers for an organisation. Ching and Chen (2004) narrate CRM as a long-term connection that involves long-term relationships. According to Mylonakis' article (2009), CRM can be a successful method for building and gaining trust from customers by establishing long-term relationships. Hence, CRM is a holistic approach for helping organisations increase and enhance customer relationships as well as generate value (Jham and Kaleem, 2008).
With the current competitive environment and customers who are increasingly demanding, it is easier to establish close customer relationships than ever before. Customer relationship management has become increasingly popular by professionals. A study of CRM and its scope has been conducted within the marketing community to develop conceptualisations that outline the worth and operation of a collaborative and conbined association between purchaser and vendor. Research is being conducted on several aspects of marketing relating to managing relationships with customers, including channels, customer services, business-to-business marketing, and advertising. 


Clients are usually interested in strategies and processes to determine which groups of clients they should be classified or who should be selected for exclusive services to provide individualised service to each of them. Account management and business development of customer accounts; frequency marketing, loyalty programs, cross-selling abilities, upselling abilities; as well as forming strategic alliances with customers through co-branding, joint-marketing, co-developments, and others (Sheth and Parvatiyar, 2000).

One of the most common ways to help build customer value models is by performing a field value assessment (also known as a value-in-use study or cost-in-use study) to gain an understanding of the value of a particular product. These are the most accurate methods, as well. In field value assessments, suppliers are required to gather as much information about their customers as possible first-hand. It's clear, however, that conducting this kind of direct research is not always possible. If field assessments are not feasible, such as when a survey can be conducted either directly or indirectly, coupled analysis, or focus groups can be used to estimate value. This approach relies on overall perceptions of a provider's abilities, performance, and value (Anderson and Narus, 1998).


Global efforts are being made to contain the COVID-19 crisis, and businesses are worried about their customers' optimism. Customer loyalty is being tested on two foundations, trust, and confidence. Despite, everyone hoping the current situation is temporary, anxiety levels are high, and many individuals are alarmed. During this global crisis, it is really the customer's feelings that matter. It is time for any business' brand to lead when it puts the customers' interests first. Despite the short-term loss that the company may be enduring, the benefits of having a flexible refund, pricing, and change policy, as well as finding ways to assist customers through this crisis will be substantially compensating for the short-term loss.






Azurri Group CRM problem								

Azurri restaurant chain is principally concerned about its supply chain because of Brexit and Covid-19. Both the pandemic and Brexit have had a negative impact on the hospitality industry in the UK. Regulations, prices, and immigration regulations are changing at a rapid pace. Businesses in the hospitality industry must adapt to do more with less. The price of food is predicted to rise in the range of 3 to 5% in the hospitality industry, it is a rule of thumb that an additional 10 percent profit margin the bottom line will be impacted by any change. Covid's economic impact is still being felt by businesses, especially in an economic recovery. Consumer confidence could be knocked by the impending recession. 
Due to some uncertainty regarding Brexit and Covid, the economy is likely to be unstable, resulting in lower disposable income and correspondingly lower dining out. Additionally, food prices are rising, which will make dining out more expensive, further discouraging people from going out.

Working as a General Manager for Azurri Group for over 10 years, the company is currently facing several challenges regarding Brexit and Covid-19 that could affect the employees and the company in the long run. Brexit and COVID-19 interactions in automotive have a significant impact on the supply side. A reduced workforce or workplace safety issues makes it difficult for suppliers to comply with COVID-19 restrictions. Some smaller suppliers have gone bankrupt, making it necessary to find new suppliers at short notice. For example, some factories have closed until demand picks up further.  Therefore, raising cost and supply chain is uncertain. As a consequence of Brexit and COVID-19, the automotive sector is also re-examining its supply chains.  The emphasis has shifted from efficiency to diversity. In the supply chain of the sector, resilience is a new requirement. In addition to this, there may be a trend towards greater nationalisation of supply chains, and consequently a de-globalisation of supply chains, even if this increases the cost of components slightly.

COVID-19 and Brexit have resulted in a shortage in food supplies and drinks for the restaurant. Being a chain Italian restaurant, Azzurri Group imports vast range of vegetables, dry food items, wines and other soft drinks from Italy and other European countries. In addition to shortages, customers are dissatisfied when meals are changed based upon the remaining stock. In my capacity as a manager, I prefer to receive half of what I have ordered rather than nothing at all. Their delivery frequency appears to be less frequent - twice a week as opposed to once a week. This is the result of a combination of Brexit and the pandemic. Many drivers are either self-isolating due to coronavirus or are not being permitted to enter the country. Food supply is not the only thing lacking in the current situation, but also the supply of beverages
Having the head office send information to the restaurant in a timely manner is extremely helpful in terms of forecasting short-term. To ensure that everyone can get a taste of the product, the company is distributing the product. Since the current situation does not allow them to do much either, they are helpless.

The restaurant may experience a loss of customers as well as a bad reputation if the issue persists. Unsatisfied customers at Azzurri restaurants are handled in the following ways: I would like to listen to the guest trouble and do everything that I can, to resolve it as quickly as possible. The employees should be taught not to put blame on the customer or offer any excuses, but only to be responsive. Therefore, take advantage of the experience of the employees, we make sure that the products or services we offer are always improved. The best way to deal with unhappy customers is to give them lots of attention and give them freedom to use their complaints without being interrupted. During the conversation, make sure you pay attention to what the speaker is saying. Your body language and the faces you make, as well as the words you choose, portray the same level of empathy as the words you use. Take notes in case the situation is complicated so that the individual knows you are taking the issue seriously and you are listening to them.
To help resolve the customer's complaint, apologising for the problem as well as empathising with his situation should be done. At this point it would be inappropriate to make excuses or look for blame at this time. Make sure you remain calm and do all you can to prevent the situation from escalating. Thanks for taking the time to point out the problem to the customer. It is advisable to ask the customer how you can assist in resolving the issue so that you can provide any remedy related to the issue within your authority. If the kitchen staff does not understand why you need to replace the cold meal right away, or if an inaccurate order was made, you should at least volunteer to do so. For complex complaints or if the customer does not seem satisfied, offer to take him to your manager's office for further discussion. It is common that consumers will feel more comfortable with someone "in charge" when they have a complaint, and they will often provide more insights when they do.

The employees working on your front line who are most frequently dealing with customers should have a variety of options for dealing with common and potentially problematic situations. This will enable them to offer customers alternative solutions when they do not have access to something they desire.
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Source: (Castle, 2018).




CRM Models													

To win customers' loyalty and improve the customer experience, businesses need customer relationship management (CRM). By specialising in CRM, companies can utilise data about their customers to improve customer interaction and increase retention and profit. All businesses want to earn a profit from their products or services; therefore, CRM should be used by companies to maximise profits and build long-term success by optimising their relationship with strategically significant customers. A customer relationship management strategy may take the form of a model or a strategy. In the following section, we'll cover four of the most popular CRM models.

IDIC model:

Developed by Peppers and Rogers Group, IDIC was designed to be used as a template for CRM implementation across a variety of environments. The four steps of CRM implementation are identification, differentiation, interaction, and customisation.
QCI model:
As a result of the Quality Competitive Index model, customer management replaces the traditional customer relationship model, with acquisition, retention, and penetration as its main activities.

The Five Forces Formula by Payne:
Pennie Frow and Adrian Payne developed a model of customer relationship management based on the Five Forces. CRM success requires taking a cross-functional approach.

CRM value chain:
Porter developed a high-level value chain to identify the procedure that a company utilise to produce a product or assistance for its consumer. Value chain modelling aims to determine which processes are most valuable to a company and prioritise them and improve them to achieve competitive advantage.


Restaurants within the Azurri group are using the IDIC business model to improve their customer relationship management. Peppers & Rogers (1995) developed the IDIC (identify, differentiate, interact, customise) model. Customers have the ability provide value through this model and to understand what they expect of businesses (Eko, 2014).
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In order to manage customer relationships, you must first pinpoint what customers want, need, and prefer. Ahmadi et al. (2012) suggest that this approach facilitates the creation of new products and strategies designed with customers in mind.
It's important to distinguish a guest value from their need when meeting customer expectations (Peppers & Rogers, 1995). In order to maintain strong customer relations, companies can plan strategies that address customers' needs and expectations. Customer loyalty can be identified through differentiation by value. Developing new products, increasing efficiency, and improving performance can increase revenues (Srivastava, 2013). The way a business interacts with customers can help it learn about its products and services and how to better serve them (Eko, 2014). By focusing on the needs and value of the customer, the interaction provides an opportunity to gather feedback, opinions, and wants. Customer care representatives and sales representatives at Unilever are always available to discuss any improvements they can make to their product line or to take feedback for improvements. They have developed products that cater to the needs of their customers because of this. Business can engage customers and work with them to meet their expectations using the IDIC model.





IDIC Model and Azzurri Group								

As part of the IDIC model, there is a process for identifying customers that are individuals and then reassuring them that the restaurant exists to serve them. In Ask Italian, for instance, every customer is treated like a guest, not a mere customer, and everyone is treated equally regardless of age and the service is tailored according to their needs. Added value to customers is the second thing in IDIC model. Azurri Group, for instance, connects with its customers through Facebook and engages in an online relationship with them.
Based on the IDIC model, customer needs differ from those of organisations. Food and offers at Azzurri are always changing, for instance based on value and need, IDIC creates a stronger connection between customers and a company by allowing them to interact according to value and need. Sale promotions such as two for the price of one and other promotions through perks and benefits can sometimes be found by signing up to their email notifications. Sending e-codes to their guest with freebies will allow them to understand which promotions works better and brings more customers through the door. Azzurri Restaurants can customise their products and services using the IDIC model to match the needs and wants of their customers, by running through regular monthly promotions. As an example, Azzurri restaurants sometimes rewards loyal customers who are regulars at the restaurant and on special occasions by providing them with free drinks or food. (Ask Italian, n.d.)

CRM Advantages and disadvantages in the organisation				


Utilizing a CRM system has numerous advantages over its disadvantages. Despite this, there are some pitfalls. An effective CRM system requires buy-in throughout the organisation, as well as processes to support it. A CRM could otherwise be viewed as an expensive time waster. 

Pros:

· Customers' data is consolidated in this way, allowing for deeper insights.
· The conversion process of sales is speeded up.
· It lowers the time-cost of staff by increasing productivity.
· Remote teams can effectively collaborate using it.
· By personalising and improving query resolution, this product improves customer satisfaction.

Cons:

· Overreliance on the system may lead to a worse customer experience.
· Centralised data poses security and privacy concerns.
· Initially, it will be more time-consuming and productive to implement.
· An organization driven by processes is required.
· Not every business will benefit from CRM (Payne, 2005)



Customer Expectation and Market Competition						

As customer expectations and needs are continually evolving, this will lead to increasing standards set by the customer (Langerak et al., 1997). Overwhelmingly, consumer wants, and needs are being met, hence they tend to seek out products that have a higher social status and that are more expensive. It is therefore imperative to identify customers, understand their needs and expectations, and measure their perception of the product and service prior to implementing a customer satisfaction philosophy (Stenbery, 1997). These indices are all market oriented.
An organisation's market orientation involves the generation, dissemination, and response to market intelligence throughout all departments regarding current and future customer needs (Narver & Slater, 1990; Kohli & Jaworski, 1990). An organisation can suffer a lot if they do not market themselves well, and this can lead to a lot of losses
· High complaint numbers and an expensive complaint handling process,

· retaining expensive attributes for which customers have no use,

· retaining product attributes considered too expensive by consumers,
· minimising prices,
· continually promoting and selling products,
· replacing customers and opportunities lost to competitors, 
· building new markets on a secure customer base built to last through sustained service and quality performance (Harries & Piercy, 1997).



An explanation of the problem								
Predicting and responding to customer desires is inextricably linked to consumer behaviour. To determine current needs, a complex process is necessary (Hawkins et al., 2001). Customer needs are not all met by product features. Consumers acquire products to meet their perceived needs. It's usually the need satisfaction of consumers that drives purchases, not the physical characteristics of products. In addition to the types of information customers seek, outlets for buying the product, the pricing of the product, services associated with it, and even the way the product is made, customers also possess needs for information about the product. A typical research approach involves integrating consumer research (focus groups, depth interviews) with logic and intuition (Hawkins et al., 2001). In addition to age, household stage in the life cycle, gender, socioeconomic status, ethnicity, and lifestyle, there are many variables to consider. Satisfaction can alter as consumers' preferences and needs change. Even a product that sold well one month ago may not satisfy a customer the next month due to changes in lifestyle, tastes, and needs.
Performance failures are responsible for customer dissatisfaction. Ultimately, dissatisfaction with a product is a function of the gap between the expectation of the customer and the perceived performance of the product. Consumer dissatisfaction can result from unrealistic expectations generated by promotional exaggerations. Expectations and their meaning have been the subject of much debate and controversy (Brown et al., 1993). It's difficult to define customer satisfaction. Consumer satisfaction can be characterised as "their assessment of the perceived discrepancy between prior expectations and what they experience after consuming a product" (Tse & Wilson, 1988). Several studies are challenging this paradigm of comparing standards based on consumer satisfaction (Lemon et al, 2002). Consumers, for example, can be easily satisfied if their initial expectations are low. Therefore, this theory suggests that consumers who expect and receive poor performances will be satisfied. (Payne, 2005)

Customer Experience (CX)								
An organization's Customer Experience, also known as CX, measures how customers perceive their experience with it.  From being able to navigate the website to speaking with customer service, a good customer experience is determined by every interaction the company has with the customers. Providing a great customer experience is essential for success - everything is done will affect the perception of the customers and their decision to keep returning. (Payne, 2005)
The customer experience is the single most important component of a successful business. The better the experience customers have with the restaurant, the more repeat business, and positive reviews will receive and simultaneously reducing customer complaints.
CX delivers the following benefits:
· Loyalty of customers increased
· Satisfaction of customers increased
· Promotion, reviews, and recommendations resulting in better word-of-mouth marketing


Recommendations										

1) In order to ensure customer satisfaction, accurate information about the customers, information about the customers, and information from the customers is crucial. By utilising this information, marketers can identify when and why consumers' expectations and preferences are changing.
2) Meeting the changing expectations and preferences of customers through innovation and creativity is key to customer satisfaction. To compete, you must be different (Porter, 1998). It is because an organisation can provide better products and services than their competitors that it can win over customers over time.
3) Risk is inherent to every business. Challenges are the essence of life. Turbulence in the market and technological change should not be viewed as a threat by marketing managers. There is a solution to every problem. Customers' preferences should be constantly adapted to make products and services relevant. A company's success and profitability are dependent on the satisfaction of its customers.
4) A human being is the perfect example of an organisation being a system. In the absence of other body parts, one part cannot function effectively. Collaboration and cooperation between departments should be encouraged to enhance the standards of services and products to satisfy customers.
5) Customer complaints should be responded quickly; it involves acting on customers' requirements based on intelligence responsiveness.
6) To satisfy customers, management training needs to build and develop skills.
According to Michael Porter’s widely used strategy which states three critical factors aligned to the company’s strategy. 
· Be able to distinguish competitive advantage from pure efficiencies or other operational effectiveness measures.
· Determine a firm's competitive advantages 
· Build or enhance the firm's competitive advantage through initiatives. 

It illustrates how organisations can properly identify and evaluate investments made to improve customer relations by leveraging Porter's well-established framework (Bligh and Turk, 2004; Porter, 1996).

The most successful organizations have a keen eye for patterns in demand and take advantage of this insight to make better decisions in their planning and execution. Great companies are able to change quickly and effectively in response to changes in demand. Revenue management and pricing are two elements that companies should focus on in order to boost revenue and increase profitability (Bligh and Turk, 2004).

The companies these days need to be able to deal with the current situations and adhere to changes blink of an eye in the competitive market, changes could be legal, environmental, political influenced, etc. If they do not ready for those changes, for instance covid 19;  it will be difficult for them to survive and end up getting eliminated or no future existence and big financial loss (Bligh and Turk 2004, p.185).


Conclusion											

The competition in today's business atmosphere is so intense that it is imperative for a company to understand and respond to the changing demands and preferences of its customers. Customers' high levels of satisfaction result in a deeper sense of collaboration between them and a company, which results in profitability. A company can remain a market leader if it handles the challenges properly and remains focused on the satisfaction of the customer. Turbulence in the market, technological changes, the general state of the economy, responsive intelligence, competition, and so on are among the many challenges facing the world. To overcome some of these challenges, one needs knowledge about customers, tacit knowledge conversion, and knowledge about customers. By understanding customer preferences and expectations, the different knowledge is helpful. Incorporated into customer relationship management are many marketing and strategic decisions that have an impact on an organisation.
Recent prominence has been increased by several other models of marketing that have converged with this concept as well as by corporate initiatives developed around cooperation and collaboration between the various parts of an organisation, such as the customer. CRM may become dominant as the mainstream paradigm of marketing practice and research is penetrated by the concept of customer relationship management. Customer relationships are fundamental to every enterprise, so a holistic strategy and process are essential to their success.
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Figure 1: IDIC Model of customer relationship management (Buttle, 2009)





