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Executive Summary:


Understanding and interacting with customers is the main topic of this report. An analysis of critical understanding procedures relating to customer service within the work environment will be provided in the report. Develop and maintain good customer connections while critically evaluating the challenges involved. Describe how the Coronavirus pandemic affects the quality system within the organization and examine the internal and external factors that contributed to it. Therefore, it is important to develop great customer relationships in order for the organization to deal with these circumstances. The report will explore marketing and customer relationship management theories (Chain Value) and examine factors that influence quality systems and customer control in times of crisis like Covid-19 and Brexit.

























Introduction:

A key aim of this report is to critically evaluate the benefits and challenges of promoting and maintaining good customer service and identify models and theories to apply to analysing customer service within an organization. Mitchells and Butlers is a well-known restaurant chain in England that we analyse in this report. Customer service is the company's cornerstone. 

Marketing for restaurants is vital: it attracts new customers, extends your community, and gets your regular guests to your establishment. This has become even more crucial as a result of COVID-19. Customers' expectations have changed, making it more difficult for restaurants to compete with those that have successfully transformed and adapted key operations to offer increased security, contactless services, and digital content. Creating strong relationships with customers and offering an extraordinary dining experience will set you apart from the competition, and the best place to start is to develop your restaurant marketing strategies. Effective marketing, through digital channels, email campaigns, ads, and more, makes the difference in bringing guests back again and again (Toast POS, 2021).


Therefore, this report will focus on customer relationship management and costumer experience and determine how the chain value theory can help the organization with its problems.




Background:

A managed pub operator with more than 2,100 drinks and food outlets throughout the United Kingdom, Mitchells & Butlers PLC (M&B) is one of the largest companies in that category. In addition to its bars in the United States, the company also operates several in Germany. International Hotel Group, which spun off Six Continents Plc's hotels in 2003, now owns Mitchells & Butlers, a former British drinking society. Despite the company's traditional roots, it maintains a diverse portfolio of pubs and restaurants, appealing to almost all consumer groups and tastes (Mitchells & Butlers PLC, 2021). It is crucial that M&B's 44,000 employees contribute their opinions and suggestions given that it is one of the UK's largest retailers.
Communication between management and employees takes place through many means, including meetings in the organization's pub or restaurant, employee feedback surveys (at all levels and across all roles), the retail employee website and the company intranet, and the annual Business Forum (Mitchell & Butlers PLC, 2020).

For the last six years, I have been working as a waitress and have never experienced such problems within the company as they persist today since Brexit and Covid-19. The main issue facing M&B at the moment is a staffing shortage.


Mitchells and Butlers and customer relationship management (CRM):

CRM software is used to maintain contact with customers and potential clients. CRM systems can be used to enhance business processes, build customer service, and increase sales by building customer relationships and streamlining processes. 
Customer relationship management software keeps track of information such as email addresses, phone numbers, websites, social media profiles, and more. Additional information can be automatically retrieved, such as recent news about the company, and client preferences can also be stored.
Organizing this data into a CRM program gives you a complete picture of your relationships with individuals and companies. As CRM software improves customer relationship management, it creates a 360-degree point-of-view of the customer, captures their interactions with the business, and enables companies to talk to their customers in a more appropriate way.

Restaurants and pubs are facing a staffing crisis since they won't be able to hire as many former employees. In the past year, Mitchells & Butlers (M&B), the UK's largest listed pub group, has lost 9,000 of its 39,000 employees Having a lack of skilled workers from the EU post-Brexit is creating issues with hiring staff in London and the south-east of England, especially in the kitchen. The problems arise despite an overall 28% drop in hospitality employees compared to a year ago, according to Fourth, even though more than half were employed in London before Brexit. The percentage of new employees coming from the EU dropped from almost half in 2019 to just over 35% in the first quarter of 2021 (The Guardian,2021).
The implications of Brexit have been severe for EU citizens wishing to work and live in the UK, which will be particularly troublesome for employers in the hospitality sector. Brexit and the current pandemic have made it even more challenging for the hospitality industry to retain and attract workers. In addition to extended furloughs, new visa requirements are forcing foreign workers to find work elsewhere, leaving hospitality businesses with an employment gap to deal with. Venues will struggle to regain pre-pandemic levels of staff as the industry slowly returns to pre-pandemic levels. Eventually, hospitality staff wages may have to be adjusted. While businesses are still recovering financially from the pandemic, this can become a substantial expense.

The retention of customers and the acquisition of new ones are important aspects of market success. Maintaining appropriate staffing levels allows businesses to meet customer expectations or exceed them. If there is insufficient staff, employees may be unable to meet the needs of customers, which can lead to dissatisfied clients or customers. Negative consequences can result from this. Overstaffing can sometimes help a business. Taking the example of M&B, the restaurant's servers know they can handle three tables at once while serving its customers. It is technically overstaffed for the restaurant to have six servers if 16 tables are regularly occupied at lunch. Due to the fact that one server is waiting on four tables, four tables will receive inferior service.  There is shortage of chefs at the restaurant, and as a consequence, food is unable to be delivered to customers in time. In addition, a shortage of waiters is causing major delays in the delivery of services to the customers.

M&B head office has advised managers to consider the following short-term solutions while the industry works toward overcoming the challenges of foreign workers:
· Scheme for young people living and working in the UK for up to two years, available to teenagers aged 18-30 from certain countries. It's unclear whether EU citizens will be included in the future.

· The scheme is intended to assist graduates who have already established residence in the UK and will be awarded in July 2021. Under the new rules, students who are pursuing a PhD degree and who are not sponsored will be able to work and live in the United Kingdom for two years without sponsorship.

Developing good CRM within the organisation:

Globally, Covid-19 is causing havoc in industries, so businesses must continue to know how to attract new customers and understand their loyal customers. Business leaders report that CRM solutions give them better control over customer data, with 74 percent citing this as a benefit. CRM is an integral part of all successful businesses and is integrated into all areas of the business so that teams are continuously communicating and collaborating. Business leaders and employees alike can see the benefits of bringing on this intelligent and multifaceted tool.
Implementing CRM can be challenging, despite the many benefits it provides. Unlike other applications, CRM can't be simply added to your existing tech stack or onboarded by your teams. In order to ensure its success, its deployment within a business environment requires forward-looking plans. Process should not be feared by organizations, however. For everyone involved, CRM implementation can be seamless, easy, and painless with the right mindset (Panicker,2021).
Organisations can do it by following these steps:
Identify the customer's needs:
An effective CRM solution should record all customer interactions, including phone calls, emails, and emails from support staff. As a result, customization of messaging and personalization of communication can be achieved, as well as identifying optimization opportunities. Additionally, CRM solutions help you connect with those within your organization who are most passionate about the work. Those who are most loyal to the service will be those who recommend it most often. By taking advantage of the sophisticated analytics and reporting features available in modern CRMs, companies can identify churn. Customer retention and churn management can be improved by implementing CRM strategies.

Team members should keep in touch with each other:

Before starting on a CRM journey, leaders must understand how CRM will be used in the business. Engaging employees directly in the decision-making process is a good idea choosing the right CRM solution will have the biggest impact on them since they are using it on a daily basis. 

CRM systems can collect a wealth of information, making them an opportune tool for coordinating multiple departments within an organization. To deliver a great, unified service, the sales, marketing, development, and support teams must work in harmony. CRM solutions share information and assign tasks to employees via a common interface, which encourages interdepartmental cooperation. Customers are often more satisfied with the outcome of collaborative working, receiving knowledge and clarification faster as a outcome. However, when this fails, the one who suffers is the customer, who falls through the cracks as a result of poor business practices.

Integrate integrations to gain a competitive advantage:
An efficient CRM tool relies on all data centralized in one location to make the most of the tool and reduce workload. Use CRM as part of an integrated solution with other enterprise applications from the beginning to avoid leaving it isolated. Having a CRM that integrates with other software is the best way to keep your business running efficiently. It is easier to manage these tasks with CRM tools as they sync data from tabs and tools seamlessly and save the information automatically within the platform. CRM tools help businesses find new leads, retain customers, and ultimately surpass their goals. CRM effectively manages customer information and enhances client relationships, converts leads faster, and improves internal communications, so it will yield excellent results, regardless of what company needs.


Hospitality and Covid-19:


After the Covid-19 pandemic hit in 2020, the world's economy stopped almost overnight (UNWTO, 2020). As a result of the pandemic, the hospitality industry has been faced with an unprecedented challenge. Several businesses have temporarily closed due to adverse social control strategies such as communities locking down, social distancing, stay-at-home requests, and travel and mobility restrictions designed to flatten the COVID-19 curve (Bartik et al., 2020). COVID-19, however, continues to negatively impact the functioning of the hospitality industry. Based on a study by Gossling and colleagues (2020), hospitality businesses should make significant changes to their operations in order to ensure the health and safety of their customers and employees, as well as increase the likelihood of their customers patronizing their establishments. 

An analysis by Journal of Hospitality Marketing and Management found that reopening sit-down restaurants and easing travel restrictions might not immediately bring back customers (Gursoy et al., 2020). Restaurants with sit-down dining offer customers a sense of safety because they can test, trace, and isolate COVID-19 cases. Customers who book a hotel in a destination where there are very few COVID-19 cases feel more comfortable booking a hotel in a destination with the capability of testing, tracing, and isolating COVID-19 cases. Hoteliers are facing an unprecedented challenge because of the pandemic. Many businesses have temporarily closed temporarily due to COVID-19 policies such as lockdowns, social emancipation, stay-at-home orders, and travel cancellations (Bartik et al., 2020).
 
Despite the industry's slow recovery, COVID-19 continues to affect how it operates. Hotel businesses should make changes to ensure the health and safety of employees and clients (2020). Furthermore, customers will be more likely to patronize their businesses if they are more willing to do so. According to a study published in the Journal of Hospitality Marketing and Management, reopening sit-down restaurants or relaxing travel restrictions may not immediately lure customers back (Gursoy et al., 2020). Sit-down restaurants are considered safe for customers if they are located in neighbourhoods where COVID-19 cases can be detected, traced, and isolated. In a city with a low incidence of COVID-19 cases and the ability to trace, isolate, and test for the disease, approximately 18% of hotel guests are comfortable staying there.


 Customer Expectation:
Businesses are currently facing a crisis because of the COVID pandemic. As a result, entire industries have been forced to change how they operate overnight and rapidly adapt to the 'new normal'. Customers now demand better online service and businesses have had to overhaul their logistics to keep up with changing demands and behaviour.
As a result of the pandemic, a number of challenges have arisen, but the most pertinent concern is maintaining customer service standards. Disruptions of supply chains have been taking place, and the availability of digital solutions has posed a whole new set of issues in protecting employee health (as well as customer health).

In the event that an organization does not meet the expectations of its customers, they will struggle. By exceeding the expectations of their customers, businesses can ensure both their satisfaction with their products and services as well as their credibility in the eyes of their customers. In general, clients are pleased when a supplier under promises and overdelivers. The customer will become extremely dissatisfied if you overpromise and underdeliver.
Rule No. 1 - Never presume the customer's expectations. The question must be asked.
The second rule is that customer expectations will continually change, and therefore needs must be determined on an ongoing basis.
Different customers will expect different things from the same product or service, depending on:
· Factors related to socioeconomics and demographics
· Situation in the economy
· Educating children
· Product comparisons
· Experiencing
Thus, one size does not certainly fit all considering all these variable factors.
Get to know the customers' priorities. There are many factors that influence relationships. Here are a few examples:
· Qualitative
· Costs
· The item
· Location
· Customer support

A simple question could uncover factors an individual had never even considered, for example:
· Supporting health and safety
· Interoperability
· How contracts are structured
· Distributive flexibility
· Technologies that support. 





Parts of CRM:

In order to simplify the explanation of CRM's role within a company, the authors describe only the gist of their roles. According to Buckle (2009, p. 3, 22), CRM encompasses a variety of types whereas Dohnal (2002, p. 59) describes CRM as analytical, operational and collaborative. A CRM system cannot function effectively without consistent customer information that is accessible to all employees. CRM in a company is also highly demanding.


CRM with analytic capabilities:
The purpose of customer analytics CRM is to examine customer data, evaluate it, model it, and predict consumer behaviour. Donnal (2002) describes how real-world analytical CRM can gather data about specific products, what services customers purchased immediately and what services they purchased later through data mining (tool to gather information). By identifying patterns of behaviour, it can suggest next steps during upselling. In addition to evaluating campaign performance, pricing, and developing new products, it can also develop and propose marketing strategies. Analytical CRM can contribute to decision making via some sort of manual for employees responding to customers' behaviour, for example.

CRM operations:
Operating CRM is primarily used by front office personnel to engage in customer contact, as well as to streamline general business processes, such as sales, service and marketing. The data base tracks and stores every interaction with the customer, as well as providing effective access to the users (workers). Using this approach, an employee can communicate with different channels but still create the impression that the customer can speak with a single person (Dohnal, 2002, p. 60). In addition, the worker may spend less time typing and administering (because the information is shared). The company is then able to increase the productivity of their employees and serve more customers as a result
CRM collaboration:
As all companies along a distribution channel are able to share information about customers, all departments within an organization, as well, can benefit from collaborative CRM systems (Dohnal, 2002, p. 64). The term partner relationship management (PRM) is used by Buckle (2009, p. 11). Additionally, departmental rivalries can undermine CRM's attempts to share relevant data between departments (for example, information from the help line can be useful to the marketing department in choosing what to focus on in its next campaign). In collaborative CRM, the goal is to increase the quality of services provided to customers by allowing all departments to share relevant information. This will increase the utility of the customer and increase his loyalty (Edwards, 2007, online).
CRM relies heavily on information technology. CRM would not be possible without its smooth functioning. In addition to technology, there are other factors that need to be considered. An organization must be willing to adopt the entire philosophy that puts customer service at the centre. Customers' long-term needs must be prioritized in its business strategy. A CRM implementation that does not adhere to this philosophy and strategy will fail. (Dohnal, 2002).


 Benefits and advantages of CRM:


Every company will profit from achieving higher economic results by increasing the value of all their customer interactions. The current market is highly competitive. A company needs to communicate with its customers using different channels in every area of their expertise. Whether a customer uses a help line, goes to a dealer or browses a website, he expects perfect service. In order to ensure that he feels that the company communicates with him in the same manner, time or place, it is necessary to reassure him in that way. Matu*inská (2009, p. 191) identifies the following improvements and perks of CRM:

·  if a customer is satisfied, he or she is unlikely to leave
·  customer needs can be taken into account when defining product development
·  products and services are becoming more and more quality
· Increased sales potential
· Communication cost optimization
· Choosing the right marketing tools (communication)
· Processes run smoothly without any problems
· Contact with customers at a higher level
· The customer will have more time.
· In the face of competition, differentiate yourself
· Information on a real-time basis
· Provides reliable predictions in a timely manner
· Sales, marketing, and service communication
· Teamwork is more effective
· Increasing motivation of employees

It has no limit when it comes to advantages and benefits. In addition to the positives, there are negatives as well. The difficulty of CRM implementation, running, and managing it (technologies, employees, initial investments, etc.) is not the only concern. Another concern is the privacy of information about customers that companies collect, granting permission to third parties, and overall security of the data. CRM (coming into contact with clients, recording their calls, analysing their activities, etc.) is a complete invasion of their privacy

CRM models:

There have been a variety of customer relationship management CRM models developed, including:

A Model for Integrated Disciplinary Decision Making:
The IDIC Model (2004) was developed by Peppers and Rogers. Using this model, one can better understand CRM. Identify, differentiate, interact and customize are four key actions businesses should take to create close one-to-one relationships with customers, as outlined in the IDIC model.

QCI (Quality Competitiveness Index) measures how competitive a company is in terms of its quality:
The QCI Group specializes in helping blue-chip companies manage customer relationships. In addition to being strategists, they are also foremost practitioners (Hewson et al., 2002).
 Five-force model of Payne:
Payne presents in his book a framework for decision-making that incorporates an extensive analysis. The Customer Relationship Management Model describes five distinct processes that comprise Customer Relationship Management: strategy development, value creation, multichannel integration, performance measurement, and information management.


 Value Chain Model for Customer Relationship Management:
This citation was published by Buttle (2004). When designing CRM strategies, businesses can use value chains as models. SME's in engineering, manufacturing, banking, software, telecommunications, retail, media, and information technology contributed to the development of this model. By using this model, Buttle (2004) points out that the company wants to ensure long-term, mutually beneficial relationships with its strategic customers. Therefore, some customers are difficult to obtain and service.
Customer relationship management is ultimately designed to form mutually-beneficials, relationships with the company's strategically significant customers in order to ensure long-term success. Customer strategic importance differs from customer to customer. The cost of acquiring and maintaining some customers is indeed prohibitive. Purchases are few and infrequent; payments are late or defaulted; customer service and sales personnel are under extreme stress; and they require short-run, bespoke products then defect to competitors.

Customers are analysed through a customer portfolio, contacts are built through customer intimacy, networks are built, value propositions are developed, and relationships are managed. There are concepts, tools, and processes that should be considered at every stage of the value chain, even though they are not discussed here.
Stage 1: Analyse the portfolio of customers:
In order to target the right customers, a business must first identify them. The company considers them to be its most valuable customers since they generate the most value for it. Data collected by the company about its customers is analysed in this stage. It provides companies with information so they can determine what strategies to employ when interacting with a customer, understand their needs and discover which customers have a high lifetime value.
Stage 2: developing a relationship with the costumers:
Customer retention involves engaging with the important ones, getting to know them, and providing them with more value than the competition. Businesses must know their customers well if they wish to retain them. For the purpose of collecting and analysing data, various channels are used. A business should provide all relevant information about a client at the point of contact in order to build a better relationship with the client.

Stage 3: Developing a network:
Networks refer to businesses and their customers. This includes business partners, suppliers, employees, investors, and any other parties who can influence the consumer experience. Businesses, their products, services, and employees aim to satisfy customers and make them happy. Data on customers would be available to all points of contact in the network, which would improve customer service by allowing them to work together more closely.

Stage 4: Develop de value proposition:
When businesses have as much information about their customers as possible, and they have decided what type of service they prefer to provide, they can produce value sources for customers. The customer's requirements, preferences, and expectations can then be met by tailor-made offers and experiences. The focus is no longer on products, but on providing better services to consumers and reducing costs in order to create more value. The focus is on the customer.

Stage 5: Customer lifecycle management:
An individual's lifecycle can be explained as their journey from being a prospect, to becoming a customer, to becoming an advocate, all the way to their satisfaction after good service and being prepared to recommend their business to others. Managing a customer's lifecycle requires an organization to take into account both its processes and its structure. Customer acquisition, retention, and development will be the focal points of the processes. There will need to be a structure for managing customer relations.

VALUE CHAIN MODEL CRITICISM:

A CRM system is primarily considered a software and information technology solution today. CRM, then, can only be used for a limited set of business processes, excluding many others. All processes in the CRM value chain must be integrated to create greater value for the customer in order to fully reap the gain of the CRM value chain.
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Value Chain disadvantages:

Despite its many advantages, value chain analysis still has one major drawback. Focusing too closely on micro details while keeping the broader strategic view in mind is crucial. To make company operations more efficient, value chain analysis analyses each segment of the business. Unlike chain analysis, which links all activities together, process analysis does not. As a result, the activities may not be viewed as broadly related.


 CRM can contribute to M&B's top line revenue:

· By encouraging guests to return more often and spend more money, customer relationship management systems encourage guests to spend more money. Business could suffer as a result. An increase of even 5% in repeat customers will produce a 25% increase in profits, and by some accounts 95%.  The following features are offered by most CRM systems:

·  The data includes names, addresses, phone numbers, birthdays, anniversaries, employers, titles, allergies, and dietary restrictions.
·   In the guest profiles, you can view previous orders as well as specific items in past purchases.
·    Target guests with email offers and messages based on their personal information.
·    Analyse the performance metrics of your email campaigns, such as the number of opens and reservations made as a result
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Recommendations:

These seven ways will help organisations to improve customer service:

· Data collection and use for customers. 
· Communicate effectively.  
· It is unlikely that you will be forgotten by your clients if you do not remember them. 
· Create a loyal customer base. 
· Technology can be used to your advantage. 
· Interact with customers in a personalized way.  
· Customers should be asked for feedback



Conclusion:

Several CRM providers, including Salesforce, implement their services using new models. Different strategies are used by giants on the field. Customer relationship management is a rapidly growing field. As opposed to already using outdated models, the giant CRM companies use different models. Several CRM providers use model-driven approaches for their mobile apps already. Developing client relationships will always play an important role in your success. CRM offers many amazing capabilities the longer you use it.   
In order for CRM to be successful, organizations must convince their employees that change is good. Afterward, the business must determine which processes should be reengineered. Customer information must be tailored to the right kind of information in order to be effective. Top management or the CRM team responsible for it should decide what is the best CRM solution. Depending on the size of the company and the amount of data, this process could take a few weeks to a year or more.

In terms of this particular value chain, M&B can identify inefficient processes within its business, then implement strategies and processes that will make its business more efficient and profitable. ... The overarching goal of a value chain is as a way to build a competitive advantage it is important to deliver maximum value at the lowest cost.With CRM, M&B can become more efficient by automating and identifying certain aspects of their business. Using CRM software, you can automate and streamline sales and marketing processes, business analytics, and customer data.
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