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1. INTRODUCTION
The organisation chosen for this report is Simon's Steakhouse Restaurant. The paper will discuss why quality control and customer relationship management are critical to the success of this firm. It will review different CRM models like strategic CRM, analytical CRM, operational CRM. It will also highlight the main benefits of the excellent customer service and how it can affect the restaurant’s quality life. 
The report also covers some internal and external factors including COVID 19 and how these factors are influencing the quality system of Simon’s Steakhouse Restaurant. Its benefits and challenges mean how the restaurant can meet customer expectations and organizational success. Its strengths and weaknesses will be also analyzed related to the chosen organization with help of some provided evidence.
During COVID, 19 restaurants experienced several problems that had a significant impact on the restaurants' revenue and viability. They needed to rethink how they could run the business efficiently while also keeping their customers delighted.
The report is going through theories, frameworks, principles, techniques and tools of marketing, relationship marketing and customer relationship management.

2. COMPANY CONTEXT
Restaurant owners and corporations reacted differently to COVID-19 virus, including the closure of eateries for dine-in operations. Simon's Steakhouse Restaurant, on the other hand, wanted to retain its employees employed and support its suppliers. So restaurant had to figure out new profit sources. Since customer were not allowed to go and sit in to the restaurant, they had to think over the new profitbale strategy and start focusing to take away and delivery options. Simon's Steakhouse reinvented dining rooms, launched new/limited menus, incorporated online ordering and take-out delivery, and enhanced collaboration and communication with customers and workers.
2.1 Internal environment factors
Internal and external criteria were identified and prioritised in this study using tangible evidence to determine the level of satisfaction experienced by consumers who visit Simon's Steakhouse restaurant prior to COVID 19 and buy take-out during the pandemic.
2.1.1 Interior and layout 
Respondents in this study are more than 200 customers who dine-in and order take away food at the restaurant. The Cronbach's Alpha test was used to determine the correctness of the data collected through the questionnaires, and the Narenjestan Friedman test was utilised to prioritise the internal environment aspects affecting customer happiness in the restaurant.
According to the data, customers believed that interior illumination had the largest impact on their satisfaction, followed by restaurant temperature, layout, interior design, equipment, music and scent. The interiors of a restaurant can easily influence the perception of the brand in the eyes of customers. As they say, the first impression is the last impression, so it is critical that restaurant management creates an atmosphere that reflects the uniqueness of the restaurant brand in order to make a positive impression. A restaurant's interior design is more than just the color and layout. It should be able to evoke an emotion or experience in customers and convince them to return. A unique dining experience is as much about the visual appeal as it is about the level of service offered. However, it does not have to be an expensive renovation.
Therefor planners and managers can use the study's findings to create and build their own restaurants. They can then leverage restaurants' physical evidence in order to gain a competitive advantage and more consumers by fulfilling and delighting them. They can boost word-of-mouth, improve the quality of their restaurant, and create customer loyalty. So after some research Simon’s Steakhouse Restaurant decided to use ambient light and interior colors. These colors increase customer appetite because they have a calming effect on the senses and are shown to relax them, bringing them into a state of comfort and satisfaction.
The layout of the restaurant is also important because it determines whether or not a customer will want to eat there. So the tables at Simon's Steakhouse are not too close together, and there is enough space for customers to walk between the aisles throughout the restaurant. It is also divided into sections: one is romantic, has cozy seating for a maximum of three people. For larger groups or singles, there is another section with drinks, bartenders interacting with the diners, and has a nice view.
Then COVID 19 came, so Simon's Steakhouse had to redesign its dining rooms. When the restaurant's customers no longer dined there, the empty dining room space was used to help with the new corporate practices that are socially distant. During the pandemic, dining tables took on new functions such as stacking to-go containers or they are used into a packaging and distribution line. To establish more social distance among kitchen personnel, preparation work was shifted from the kitchen to the dining area in some circumstances. The Simon's Steakhouse crew worked tirelessly to transform the dining area so the staff, delivery people, and customers can pick up orders which are separated physically as much as possible. After COVID restrictions, people were not allowed to dine in, so the restaurants had to rethink their dining rooms and other empty spaces. They needed to maximise their speed and profitability in order to accommodate the new best option of food service, delivery/takeaway.
2.1.2 Food quality
Food quality is another important internal factor. In 2019, NRAI Food Services research says, twenty-three percent of customers prefer to dine out at a restaurant due to the quality of the food. Around seven percent return because they like the flavor of a specific dish. The quality of a restaurant's food is certainly the most crucial aspect influencing its success. When it comes to choosing a restaurant, customers prioritize the quality of the food. They would disregard the wait time for food preparation if the food served was of good quality and filling. As a result, preparing a high-quality and delightful meal is crucial. However, with an increase in take-out and delivery orders and, in some circumstances, a diminished workforce, Simon's Steakhouse had to renew its menu options during the pandemic. The restaurant's management believed that depleting existing inventory should come first, rather than spending extra money on bringing in new things, hence menus were modified on a regular basis.
The last phase was to procure and prepare items that were ubiquitous, competitive, and reusable, while avoiding items that required a lot of work and had a limited shelf life. Due to the difficulty of transporting French fries and to guarantee that the meal experience fulfils consumer expectations, various menu changes were made, including the elimination of fries as a burger side. Initially, Simon's Steakhouse attempted to add the standard of presentation for take away, but they discovered that trying to separate each dish, sauce, and garnish took a lot of time and resulted in a waste of raw material and effort. After much consideration, Simon's Steakhouse decided to offer a rotating menu of comfort food to-go, including pot pie, meatloaf, and pot roast.
As a result, all restaurants at this level have been pushed to pivot and do all possible to maximise profits and retain personnel while remaining true to their brands. When they chose to convert to a to-go operation, they needed the tasting menu, environment, brand image, and exclusivity to maintain revenue. Other fine dining places, unable or unwilling to make such compromises, opt to close their doors.
2.1.3 Staff Behavior
The behavior of the restaurant staff is the next important internal factor. The restaurant's staff serves as the restaurant's public face. Simon's Steakhouse Restaurant believes in conducting a thorough hiring process. Staff training should include standards that align with the desired customer experience and brand promise. During the pandemic, Simon's Steakhouse gave employees the option of working or not working, this forced a change in the operation timetable in some circumstances. It also necessitated a reassessment of the duties of those willing to labor. Employees who used to work as waiters/waitresses may now pick up orders or become delivery drivers, supporting them to maintain relationships with their customers. Waiters managed a packaging line to ensure that each item was right and complete, while hosts took on the role of phone operators, taking takeaway orders. The objective was to locate work for everyone who desired it, as well as a work schedule that would protect employees and improve sales during this critical time period.
Simon's Steakhouse developed online ordering systems for its website and drive-thru lanes in order to maintain social distance and minimise contact points. During the epidemic, restaurant management conducted a study to determine how people preferred to order food. They discovered that 43% of customers preferred drive-thru, followed by 33% for takeout and curbside pickup. People were less likely to order food from a restaurant via a third party. Mobile orders and delivery are also critical revenue streams for enterprises.
The Covid scenario, on the other hand, created complications for third-party food delivery apps. This prompted other eateries to consider offering direct delivery. As a result, Simon's Steakhouse Restaurant decided to begin direct delivery in order to save money on third-party delivery app fees. The company's first week of direct delivery was a huge success. Orders increased significantly. Additionally, they discovered that direct delivery enabled them to recruit their own drivers and rehire restaurant employees who had been laid off.
However, Covid caused certain third-party meal delivery applications to have minor troubles, pushing some restaurants to consider direct delivery. As a result, Simon's Steakhouse Restaurant chose to introduce direct delivery in order to enhance income by avoiding third-party delivery app commission fees. During the first week, management saw a significant rise in orders. They also learned that performing direct delivery enabled them to recruit their own drivers and rehire restaurant workers who had been laid off.
2.2 External environment elements
Restaurant owners have control over the following aspects of their internal environment: salary, workers, finances, recipes, and furniture. Things like safety rules, tax changes, client preferences, technology, and pandemic scenarios are all beyond of one's control. These are things that are beyond one's control. Also known as PESTEL or PESTLE, this term refers to political, economic, social, technological, environmental, and legal factors. Pestle Analysis is a technique for identifying opportunities and risks in a business's external environment. When a business owner understands how the outside world can effect his or her business, he or she can make informed judgments.
2.2.1 Political elements
Anywhere in the world, politics can have a big impact on the restaurant business. When people talk about politics, they usually talk about things like taxes and safety rules. Restaurant owners can make suitable measures to limit the impact of regulations once they have recognized the regulations that may have an influence on their business. From purchasing to cooking, packing, and delivery, the restaurant is in responsibility of the food. The laws governing health differ from one country to the next. However, each country's COVID 19 norms and limits were essentially identical. Various restrictions, laws, and bans were implemented in response to the epidemic.
During a pandemic, businesses like restaurants, bars, and beverage companies make changes to their business models so that they can stay open. This is the goal of a systematic review.
2.2.2 Economic elements
Economic elements mean that price of the raw materials can be affected because of the inflation rate in the economy. In that case, menu prices go up, and people will not be in the mood to eat in a restaurant or order take away meal.
Customer disposable income is another economic factor that can have an impact on the food industry. People with higher incomes are more likely to spend time with family and friends and go out and eat in a restaurant.
2.2.3 Social elements
Many social elements can effect restaurant industry, either positive or negative way. People become more health-conscious, which means they will go for organic food over junk food. So this social factor can have a big influence on the restaurant's menus. Restaurants, on the other hand, usually serve spicy junk food and organic food to get more people to eat there.
Numerous examples exist of people's hectic lives and late-night occupations. These individuals are always preoccupied with everyday duties and do not have time for eating, exercise, or rest. Vegetarians, pet owners, and transgender or LGBT individuals are additional social variables. As a result, it's difficult to gratify every customer.
2.2.4 Technological elements
Pestle analysis's most dynamic components are technological ones. Technology development can rapidly change the restaurant sector too. Many restaurant management and accounting software solutions are available which can make restaurant’s daily work much more efficient and easier and make more profit.
2.2.5 Legal elements
Authorities from law and government could have an impact on the business. On a regular basis, these regulatory bodies check out different parts of the restaurant like the kitchen and storage to make sure the food is good and hasn't gone bad or been thrown away. They also check on the people who work there and other things that are clean.
3. MODELS REVIEW
Maintaining good customer relationships is just as crucial as having a functional kitchen in the chosen organization: Simon's Steakhouse Restaurant. However, restaurant management frequently forgets to set aside time to learn more about their consumers while running a restaurant and managing its finances. Customers are the most important elements of the restaurant industry, and it would fail without them. As a result, restaurants must deliver exceptional customer service. This is where a CRM (customer relationship management) system comes in handy.
3.1 Customer relationship management (CRM)
CRM is critical for restaurant management since it maintains client information. It can increase revenue by attracting repeat consumers, and it can make customers happier by providing them with additional information about their behaviour. Every firm must have a system in place for tracking, organising, monitoring, and caring for existing and new consumers. Restaurant owners should employ CRM software that integrates nicely with their ordering system to do this. Customer relationship management software can assist restaurant staff in identifying patterns in their customers' behaviour. They are critical for developing a deeper understanding of them and making sound marketing judgments. They can adjust menu items and promotions in the future based on what customers purchase. The data collected by a strong CRM system is critical, and when used properly, it may help you earn more money and retain more clients. For instance, at Simon's Steakhouse, if you order a take-out dinner, you can receive a discount or a gift. The restaurant uses this to entice the customer to place their order online.
Loyalty programs and customer awards are useful strategies at Simon's Steakhouse. Restaurants can enroll customers in a tailored loyalty program by analyzing how many trips they make, how much they spend per visit, and what they frequently eat. This is not just about customer behavior, it can also be used to send out special offers for birthdays, anniversaries, and other events. As a result, loyalty programs and awards not only benefit the customer, but also keep them coming back, enhancing retention.
3.2 Main types of CRM systems
The main types of CRM systems are: strategic, collaborative, analytical, and operational. It is really important for the business how to choose the best system.
3.2.1 Strategic customer relationship management
Simon’s Steakhouse is using mostly strategic CRM, which mean the restaurant puts the customers first. It collects, categorizes, and applies data on customers and market trends in order to present them with a stronger value proposition. The restaurant considers client feedback to be important to its long-term viability. It assists the restaurant in developing a relationship with their customers, which leads to increased their loyalty and retention. 
3.2.2 Analytical customer relationship management
Another effective type used by Simon's Steakhouse is analytical CRM, which provides top-notch services and boosts customer satisfaction, resulting in increased earnings and a competitive advantage. Analytical CRM solutions can help the restaurant save a lot of money, improve customer service, and boost profits by a lot of money. The built-in technologies also aid in the discovery and execution of new marketing strategies, allowing Simon’s Steakhouse to obtain a competitive edge. Data from several channels, such as live chat, phone calls, and face-to-face chats, is collected in one location, allowing for better visibility into customer preferences. 
CRM, on the other hand, has some flaws that must be considered in the restaurant industry. Due to the complexity and conflicts in forecasting and making decisions, as well as the issue of storing capacity, an overabundance of unnecessary information about customers might cause the CRM to fail. Another issue is that CRM cannot function effectively with fewer and new customer data. To be successful, it is necessary to be patient in acquiring additional and historical data; otherwise, the project may fail, resulting in the business losing significant time and money. 
3.3 The Ansoff’s Matrix
Simon's Steakhouse also uses Ansoff's Matrix because it is a smart approach to build plans for growing the business before delving into specifics, minimizing risks such as disregarding certain ideas or selecting the wrong type of strategy. Ansoff's Matrix is used as a beginning point for strategic planning. Rather than diving right into a single plan, the matrix walks you through four growth alternatives before getting into the specifics.
What is Ansoff’s Matrix?
Igor Ansoff, the father of strategic management, developed Ansoff's Matrix to assist executives, senior managers, and marketers in thinking more clearly about growth plans. By focusing on four growth choices, the framework aids in the development of a product-market growth strategy: According to the Ansoff Matrix, there are four ways for a company to expand its market penetration, market development, product development, and diversification.
3.3.1 Market penetration
Market penetration is a corporate expansion approach in which existing items are sold into established markets. For example, a restaurant may specialize in selling things online and utilize pay-per-click advertising to increase sales. A market penetration plan would include doubling their ad expenditure on the same pay-per-click advertising in order to capture even more of the market than they are now addressing. Because the restaurant already knows how previous products sell in established markets, and it is leveraging existing resources and expertise, therefor the risk is low.
3.3.2 Market Development
Market development is a type of corporate expansion strategy that focuses on selling existing items into new markets. Assume a restaurant has carved out a distinct niche adjacent to a particular big box retailer. Opening additional restaurants in new locations near the same large box retailer could be part of a market growth plan. The restaurant's offering is not changing, but it is generating revenue by opening new locations.
Lower risk: because the products and services stay unaltered, and the restaurant maintains existing resources and competencies.
Growth potential: they have the option to reinvent the brand, try new product applications, or extend into new geographical areas, which can equate to quicker growth rates or larger profit margins.
3.3.3 Product development
Product development is a company expansion technique in which a restaurant sells new products to current markets. A customer products restaurant, for example, that sells steak and hamburgers may run a survey to learn what additional types of products their customers are interested in ordering. The restaurant may then introduce a range of healthy products that appeal to the same clientele in order to generate income and expand.
Lower risk: the restaurant already has a customer base for the new goods and strong marketing tactics in place to reach them.
Potential for expansion: a restaurant may launch new goods with higher growth rates or profit margins than existing products.
3.3.4 Diversification
Diversification is a strategy for business growth in which a company concentrates on selling new items to new markets. For example, a restaurant may discover that they are overspending on third party delivery. So they may decide to build an own take away delivery operation to reduce these costs.
Vertical integration indicates that a company can profit from synergies with other companies to accelerate growth.
Horizontal diversification occurs when new items aimed at existing clients provide an opportunity to diversify without embarking on an entirely new enterprise.
When offering new items that are unconnected to existing products and clients, the business as a whole may benefit from greater diversification.

4. MODEL SELECTION
4.1 Model Selection in Simon’s Steakhouse Restaurant
Simon’s Steakhouse chose strategic and analytical CRM to improve customer relationship, customer support, sales, marketing, customer contact and partner relationships. Restaurant managers/owners may track orders, sales figures, and customer data all in one place using the restaurant online ordering system's CRM capabilities. Simon’s Steakhouse keeps customer information safe because customers want to know that their personal information will be kept secure. To avoid data misuse, the restaurant is using a secure CRM. 
To run a successful business, Simon's Steakhouse needs to get to know its customers. Customer relationship management is a critical component of any organisation. When CRM is implemented properly, customer transactions and interactions are seamless and swift. Restaurant owners may find it quite beneficial to know what their clients purchase. CRM is critical to good marketing. It enables them to maintain an accurate email list for restaurant marketing automation and assists you in keeping track of critical customer information such as birthdays and anniversaries.
4.1.1 Loyalty Programs
Simon's Steakhouse's loyalty program was integrated into the CRM. As a result, the restaurant can provide better deals to its regular customers. The management makes personalized offers to its loyalty members based on information gathered through the CRM. 
4.1.2 Sales trends analysis
Sales trends are also looked at by the restaurant, which means keeping track of KPIs and metrics in real time with the help of a restaurant CRM and getting sales reports that are detailed. Make sure you know what customers order, when they order it, and how much they order. They can make good decisions for the future with the help of a detailed look at the restaurant's sales trends.
4.1.3 Marketing campaigns
The restaurant generates intelligent, targeted marketing campaigns, which implies it has a marketing plan for the target customers based on the CRM data. This information will help them create marketing materials that will connect with customers, such as email newsletters and social media promos. When a restaurant uses CRM data to construct marketing programs, the outcomes of those efforts will be seen more rapidly, resulting in a higher restaurant marketing return on investment (ROI).
4.1.4 Action motivations
Simon’s Steakhouse motivate actions, which means its CRM can help to connect with the customers outside the restaurant. The restaurant's CRM-based marketing strategies will entice customers to take action, such as returning for another visit or taking advantage of a discount, in order to become regulars. Numerous CRM systems may automatically send greetings, discounts, or unique holiday messaging. Additionally, they can track and communicate information about deals or other offers.

5. RECOMMENDATIONS
When a restaurant knows its customers, it is easier to understand their demands, purchase behavior and what they prefer. Without customer data, a restaurant cannot decide which menu items to promote, what promotions to provide, or even when to open. Restaurant operators may make confident business judgments if they have a thorough understanding of the sector and apply good customer relationship management.
However, issues might happen when CRM repeatedly has low adoption rates, wastes sales professionals' time, and produces erroneous data despite all of the effort invested. In this case, though, automation may be the answer. It comprises using software that takes and logs CRM data automatically as sales people go about their normal selling operations. Another resolution is to create the same set of rules and requirements of the data entering for all customers and use different filters or tags to monitor the sources of the coming information. 
Ansoff Matrix market penetration example at Simon’s Steakhouse: 
In the beginning Simon’s Steakhouse only had steaks and steak house specials. Over time, the restaurant began offering burgers and wraps too. Because if four friends want to have a dinner, not everyone likes steaks. What did Simon’s Steakhouse do? They were entering an existing market, where they already were: a restaurant that specialized in steaks and chops. They wanted to introduce an existing product: burgers that everyone likes, so they placed new products in to the menu like melted cheese burger, chicken burger, BBQ and smoked cheese burger and vegan burger. 
Simon's Steakhouse also employs loyalty programs to deliver a great customer experience, it is a similarly profitable move for the food sector operating behind the scenes. If the restaurant has a suitable loyalty program, every pound spent on marketing and advertising may be tracked. Most restaurant owners are unaware that these programs are about more than just providing discount codes and running promotional specials on the mobile food ordering website. When a customer registers on the meal ordering website, he or she also enters their birth date. These dates can be leveraged to target high-value customers not only by sending them a birthday message, but also by providing them with special deals. Customers will feel appreciated, and they will be happy about the idea of using that discount package on their next purchase. So the data is already available, the restaurant does not need to spend any money to wish someone a happy birthday. All it takes is a little imagination to brighten someone's day, while the restaurant benefits from easy customer retention and future referrals.
A reward system is another effective way to increase loyalty through CRM for restaurant data. It entails establishing a system that credits these customers' accounts with a tiny proportion of the order amount for every x number of transactions made through the food ordering online portal. Customers will be able to apply the percentage toward their future purchase. Customers can be also participating in the cashback program by setting up milestones. Assume a twenty percent payback offer on menu orders is available after x number of previous orders in the customer's history. Foodies will have something to work for, and they will be able to simplify their revenue with a well-maintained and monitored system.
Another great idea is the membership cards that customers can use when they purchase in the restaurant. After a certain number of transactions, the restaurant provides the customer a free meal or a heavily reduced bargain to entice him/her to return for more.
Restaurant marketing campaigns are an excellent way to connect with customers after they have made a purchase, and they are ideal for supporting future relationships. When sending emails to customers, it is important to keep in mind that large number of emails can be annoying for the customers. To preserve a good relationship with a customer who has previously dined at the restaurant, it is more efficient to keep it humble and welcoming. The major goal of marketing campaigns is to keep customers informed about the latest promotional discounts, any food-related developments, or anything exceptional that is going on.
These techniques offer a high ROI rate for well-known name-brand restaurants with a sizable following.
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