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INTRODUCTION 

Customer service is referred to an interaction by the firm to the customers in order to increase their sales effectively (Sheehan, Jin and Gottlieb, 2020). If the firm is not providing a good customer service to their customers, it results in affecting their operations adversely and may reduce the customer retention rate. In order to increase the customer retention rate, the firm has to focus on behaving well with their customers and in a respected manner which help in better achievement of their goals. The company has to concentrate on introducing innovations regularly which results in improving their customer service effectively. Customer service includes considering of the complaints of customers, and analysing the market demands continuously. To increase the sales of the organisation, they have to focus on managing of the customer experience because it helps the company in improving the customer engagement and achieve their goals effectively (Chepur and Bellamkonda, 2019). If the company is focusing on managing of the customer experience, it results in attracting wide range of audiences and may improve their brand image effectively. The report is divided into two parts which is task 1 and task 2. In task first, there is a discussion of internal factors, external factors and key marketing theories which help the organisation in achieving their goals in an effective way such as Ansoff’s model, Porter’s five forces, etc. While in the second part, the report covers the customer relationship management theories, benefits and challenges of maintaining good customer relationships. 

MAIN BODY

Company overview 


BT Group Plc also trading as BT is one of the world's leading multinational telecommunication providers with headquartered in London, England. It is also one of the world’s largest private sector companies in Europe. The company has its operations in over 190 countries and it largest provider of broadband, Fixed- line and mobile services in the United Kingdom along with providing services IT services and subscription Television (Moss, 2019). The company mainly having four line of businesses such as BT global services which provides global managed services, BT retailing, which provides services to residential customers and businesses. BT wholesale, provides services related to network and solutions to other communication organisations and Open reach, services related to superfast broadband. The given four businesses lines are mainly supported by BT operate and BT design and innovate.  The company also provide network services and solutions to licensed operator also. The company has employed over more than 91000 employees and recorded an annual turnover of pounds 21 billion.  

TASK 1

Key Marketing Theories 

There are various internal and external factors that can affect and influenced working of the organisations and these factors can be analysed through SWOT and PESTLE analysis. 

SWOT Analysis 

Given below is the swot analysis of BT Group plc 

	Strength
· High customer satisfaction – the company has managed to retain its loyal customers by providing them effective customer service. And company also have good brand equity in the market.
· Skilled workers- the company has invested a huge amount in organising training programs for its workforce which results in having highly skilled trained staff in the company that are highly motivated towards the achievement of group goals (Granulo and Tanović, 2020). 
	Weakness
· Lack of financial planning-  the company lack in having effective financial planning and the comparison between current and liquid ratio shows that company should try to make use of their cash flow in an efficient way. 
· Huge competition- the company has unique marketing strategy but still there are many new entrants and new brand who are coming with new techniques and strategies and company has to compete with them. 

	Opportunity 
· New sustainable policies- the company can get many opportunities by following the practices of sustainability in their business operations. And this will help them in keeping potential customers.  
· Low inflation rate- the low rate of inflation is going to bring more firmness in the market and this will help the company in enabling credits at low rate of interest to the customers of the company.  
	Threats 
· Advancement in technology-  the rapid growth in technology can be a threat for the company because many competitors of the company are coming with new technologies and techniques. This results in lowering the market share of the organisations.
· Unstable political conditions- the political stability of the country in which company is operating its business can be a major threat for the BT Group because of the change and fluctuation in laws and regulations of the country,


Pestle analysis 

Given below is the pestle analysis of BT Group plc.
· Political factors- BT Group is currently operating in many country and these countries have their own political tensions that can limit the availability of growth opportunities to the company. Along with this, if company is trying to enter in those countries which are having high taxation rate them it may impact the portability of the company.
· Economic factors- It is imperative for BT Group plc to have a clear knowledge of economic factors such as interest rate, inflation rate and saving rate and many more factors etc. the rise in the liberalization of national policies of UK can provide benefit to the company for investing more into those regions that were beyond the limit of the company (Sabourin and Jabo, 2022). 
· Social factors-  the gender roles in UK are developing to the large extent. BT Group can get knowledge of various concepts in order to provide assistance to these evolving gender role in the country. The education level in the United Kingdom is also raising and company can leverage form this factor to expand their business in the UK.
· Technological factors-  the rise in the social media marketing can provide various opportunities to the company. They can use innovative marketing techniques to enhance their connection with customers. The company should keep a close eye on the technological innovations done by its competitors so that they can make changes in their techniques so stay ahead in the competition. 
· legal factors- it is vital for BT Group to must comply with employment laws and labour and safety laws of the country in which they are carrying their operations. The company should try to provide a secure work environment for its employees as it a moral and ethical obligations. 
· Environmental factors-  it is crucial for BT Group to highly comply with the environmental laws in the UK along with adopting innovative waste management and recycling practices. There are few countries that offers subsidies to those who invest in renewable technologies. The company can also take this as an opportunity and invest in order to get sustainability for the long period of time. 

Marketing Mix 

Given below is the marketing mix of BT Group Plc in order to get insight knowledge about the marketing strategies of the company. 
· Product- The most important element BT group's marketing mix is Product. The company is better known for providing high quality products and services. Along with providing telecommunication services, the company also deal in selling landline telephones, mobile telephones, digital television, fibre optics and IT services. The company only acquire raw materials from reliable sources. 
· Price-  As BT Group is one of the leading brand in telecommunication industry, so the company uses premium pricing strategy for its few products. By doing this, the company is trying to encourage favourable quality perception among its potential consumers, through premium pricing, the company get successful in making few of its product ranging exclusively by restricting their sales in order to maintain a luxury perception in the consumption of product.  The premium pricing provides privilege and high brand to the company (Lahtinen, Dietrich and Rundle-Thiele, 2020). 

· Place- BT Group has maintained several stores that are managed by management of company in all the market and directly interact with their customers for gathering essential details regarding behaviour of consumers and for receiving feedback from its customers. The company also have licensed stores that decreases the risk of any type of physical and financial investment in any unstable market. Along with this the company has also developed its online website so that customers can easily place their orders online. 
· Promotion-  BT Group has been in the telecommunication service industry from a long time and the company has clearly got the knowledge and understanding about the importance of promotion and advertising to remain in the market. Currently company is using social media marketing to engage directly with its customers. They actively do promotion through radio, television, billboard etc. they have their own website where they provide many offers and discounts to its customers so that it will improve their customer services. 

Ansoff Matrix 

The BT Group has been in the global operation for a long period of time and they have successful in their operations based on their strategic growth and decisions. Given below is the Ansoff matrix of BT Group PLC. 
· Market penetration-  the market penetration strategy is used by the company for seeking growth of their existing product in the existing market. The company can increase their level of production so that they can reach more customers within the existing market. Along with this, the company can also increase its investment level in the marketing and promotional activities by designing and developing more engaging communication content so that it should increase their market penetration.
· Market development- through market development strategies, BT Group can try to increase their growth of business by introducing their existing products into a complete new market. For this purpose, they should make necessary investment in their research and development, so that they conduct proper market research to identify possible   opportunities in the new market, their market cultures and trends, customer behaviour and customer segments in the new market. The expansion can be done in different cities with the same country or in completely different geographic region (Hague, 2019). 
· Product development-  in this growth strategy, the company will try to sell its new products into their existing market. Here, they can do improvement and modification in their current products. This will lead to increase in the sale and profitability of the existing product.  The company can also approach R&D department to identify the new trends in market and also changing demand of its loyal customers so that they can launch new product in the market in order to retain its customers. 
· Diversification- as per Diversification marketing strategy, the BT Group plc will engage in launching its new products into a complete new market. Here the company will look for launching new product under the same existing product line or they can engage with introducing completely new range of products that are not associated with their old products. By doing this, the company will be able to reach large potential customers in the new market. The company can also merge and acquire with other businesses in order to diversify its operations into the new market. 
Porter's five forces model 

The porters five forces model focusses on the ways through which BT Group plc can build a competitive advantage in the communication industry. Given below is the porter's five forces analysis of BT Group plc. 
· Threat of new entrant- the threat of new entrant in the telecommunication industry is relatively low, but due to rise in technologies new entrant comes with new innovation and techniques that can put pressure on BT Group plc. The company can tackle this threat by investing more in producing new innovative products and services.  This will not only retain old customers but will also bring new buyers to the company. The company can also build economies of scale so that it will lead to decrease in fixed cost. 
· Bargaining power of buyer-  now a day, customers are demanding a lot. They want to buy high quality product by paying minimum possible prices. That is why, power of buyer here is moderate to high. This will lead to decrease profitability of BT Group plc in the long run. The company can handle this issue by developing a large customer segment and this will provide opportunity to the company to streamline its manufacturing processes. The company should try to come up with new innovative products along with offering discounts on purchases as most of the customers like discounts and offers and this will directly improve experience of customers with the company (Davies and Fortuna, 2020). 
· Bargaining power of supplier- In communication service industry, most of the companies acquire their raw material form different suppliers. Those suppliers who are in controlling position can minimize the profit margin of the company to gain in the market. Powerful suppliers in the technology industry try to excerpt the prices from the companies in telecom industry by using their negotiating power.  To solve this issue, the company should try to build an effective supply chain with numerous suppliers.   
· Threats of Substitute product- the threat of substitute product in telecom industry is high to moderate because of its dependence on technology advancement. When a new product satisfy needs of the customers in different way then it will affect profitability of the industry.  To remain in the competition for a long period of time, the company should try to realise core need of its buyers. 
· Competitive rivalry in the market- the competitive rivalry in the telecom industry is high because of availability of large number of firms providing telecommunication services. BT Group plc is also operating in a competitive diversified industry and this will impact companies profit. In order t tackle this issue, the company should produce their products by constructing sustainable differentiation in their products. Along with collaborating with its rivals so that it can increase market size of the company (Alharbi, Dowling and Bhatti, 2019).

Communication Mix 

The communication mix theory consists of all the tools and techniques that are used by the companies to communicate with their potential customers. This communication can be done through social media, direct marketing, advertising through television, radio, billboard, websites and through different events and exhibition. Given below are the elements of marketing communication mix that can be used by BT Group plc to promote their business. 
· Advertising- one of the most common way of doing promotion is through advertising. Through advertising, the customers are being informed about the products and services of the company through radio and television. BT Group is also dependent on the advertising for promoting its products, they use advertising messaging that are unique and compelling so that it can attract more and more customers. 
· Sales and Promotion-  the company can use various sales promotion activities such as coupons, sample of products, prizes, rebates, paybacks and freebies etc. there are various short term incentives that are involve in the sales promotion so that company can initiate more customers to purchase their products. 

· Direct Marketing- through direct marketing, company can easily communicate with its customers without involving any third party. This can be possible because of rapid growth in the technology. There are various ways through which direct marketing can be done such as via Email, mobile phones and faxes etc. even small businesses can use digital advertising as it is less expensive and this marketing practice provide more revenue to the company (Vollero, Schultz and Siano, 2019). 

· Social Media- the use of social media is rapidly increasing day by day and it has changed the way a company communicate by offering various best offers to the customers. BT Group has its own online websites through which its buyers can place order for their products. They can also make their social media account in order to keep in touch with its loyal customers. 
TASK 2

Customer relationship management theories

Customer relationship management is referred to the management of the relationship between the customer and company in order to improve their bonding with one another (Yen, Teng and Tzeng, 2020). If the firm is effectively interacting with their customers, it results in increasing their sales, income and customer retention rates. To manage the customer relationship, British Telecommunications has to consider elements which help in better achievement of their goals. Customer relationship management consists of four elements which is detailed below-

· Customer experience- If the firm focus on improving the experience of customer, it results in building a good and healthy relationship with the customers. By improving the customer experience, the company can easily attract customers and fulfil their demands effectively. If the customer likes the products and services of company, it proves to be a good indicator for them because it helps in increasing their customer retention rates. To improve the relationship with the customers, BT Group has to provide quality goods and services with special offers to their customers which help in increasing their sales effectively. 
· Conversation- If the company interacts in a polite, frank and respected manner, it leads to help in increasing their customer retention rates. Through this, the firm can easily improve their relationship with the customers and achieve their goals effectively. If BT Group listen all the complaints from the customer and replies in a polite, friendly and respected manner, it helps them in creating a bond with the customers and improve their brand image in an effective way. BT Group has to provide feedback questionnaires to their customers and consider their replies in an effective way. By adopting this, the company can frequently increase their customer retention rates. 
· Content- The company has to adopt promotional tools and conduct advertising campaigns because it promotes their brand image effectively and targets wide range of customers. But if the company are performing planning for advertisement campaign for a long period, it results in affecting their growth and operations. To advertise the product and services, BT Group has to adopt newspaper advertisement tool because it provides the content about goods and services in an interesting manner which generally attracts wide range of customers and may increase their customer retention rates.  
· Collaboration- The company has to effectively collaborate with the customers and consider their suggestions which may prove to be helpful for them. If the firm effectively analyse the demands of their customers, it results in helping them in achieving their goals effectively. If BT Group involve customers in their decision making procedure, it helps them in analysing the demands of the customers and prove to be beneficial for them. Through this, the firm can easily increase their customer retention rates and targets huge range of audiences (Simões and Nogueira, 2022). 
Systems which support the organisation in improving their quality process 

To target wide range of audiences, the company has to focus on improving their quality procedure and have to provide quality goods and services to the customers. In order to improve the quality of goods and services, BT Group has to focus on adopting the latest and advanced technologies in their manufacturing procedure which results in providing quality goods and services to the customers. To improve the quality of goods and services, the company can adopt artificial intelligence which is a common and best technology used by most of the organisation in order to improve their quality of goods and services. It is referred to an advanced technology which performs the functions of human beings and achieve the goals of the organisation in an effective way. Or in simple terms, it is defined to the human functions are performed by the machines in order to better achievement of the company’s goals. If BT Group improves their quality process by adopting artificial intelligence, it provides various benefits to them. One of the main benefit of adopting artificial intelligence is reducing the chance of human errors. Because if the quality process is performed by machines, it may reduce the chance of happening any error and provides accurate results which helps the company in attracting large number of audiences and accomplish their goals in an effective way (Buchlak and et.al., 2020). By adoption of artificial intelligence, the company can reduce various risks and can easily survive in the uncertain environment. Artificial intelligence provides 24*7 facility to the companies which help them in performing multiple tasks in a particular time period. Through adopting artificial intelligence, the company can easily accomplish their goals and especially at a faster rate. It helps the company in bringing new innovations and help to deal with the risky conditions. It helps the company in taking an accurate decision instead of the biased one. If BT Group focus on adopting artificial intelligence to improve their quality procedure, it also provides different forms of information about the advanced digital technologies and help them in updating with the latest trends. 

Benefits of customer’s relationship management
Customer relationship management is important for every organisation as it provide various benefits to British Telecommunications. Business is all about creating relationship with different stakeholders and specially with customers. Creating a large and loyal customer base is important for a company and that's why they perform customer relationship management. Implementing customer relationship management is well worth the time and money that a company spend because it provides many benefits to the organisation.

· Customer Service and Retention – One of the main advantage of CRM is that it improves a business's relationship with its customers that eventually help the company to retain more customers. Many businesses use CRM systems that help the company to manage customer’s data and other information to strengthen the relationship of company with customers. These systems are integrated in the organisation and everyone in the company can assess this information’s to provide best in class experience to customers. Good customer service builds loyal customers for the company which positively impact different businesses. Customer turnover can decrease performance and can also influence brand image of BT Group but customer relationship management can help the business to reduce customer turnover rate (Higaki and et.al., 2019).

· Increased Sales – If a company make good relationship with its customers then its customers keep coming back which increase the sales of a business. Good relationship with customer provide a competitive advantage to a company and many businesses in UK use their strong customer relationship management skills to charge a premium from their customers. Customer relationship management also make marketing campaigns more effective by providing valuable data and customer insights. BT use the data to make effective marketing campaigns and build a customer loyalty program for the company.

· Building effective internal communication - A companies CRM strategy helps them to build clear and effective communication within the organisation. CRM systems is integrated in the organisations and it can be used by different departments and functions to assess and share customer’s data. This improve business's profitability and create team work easy. It also makes communication easy in the organisation as different department can connect through their CRM systems (Li, Huang and Song, 2019).

· Facilitate optimised marketing – Customer relationship management help businesses to gain better understanding of their customer's behaviour. This help company's management as they can use these understandings to enhance their marketing campaigns. CRM allow a company to make accurate predictions and assumptions which facilitate the company to make strong strategies and marketing campaigns.
Challenges of customer relationship management 

When the firm focus on maintaining an effective relationship with the customers, they are facing various challenges which affect their operations adversely and may reduce the customer retention rates (Shukla and Pattnaik, 2019). In order to better improve the relationship with the customers, BT Group has to concentrate on various challenges which is detailed below- 
· Lack of communication- If the company are not communicating with their customers in an effective manner, it results in creating a barrier for them and may influence their bonding with customers. In order to deal with the barrier, BT Group has to properly interact with their customers and in a respected manner which results in improving their relationship with them. The company has also to consider feedbacks from their customers and behave in a friendly way (Rantala and et.al., 2023).  
· Lack of technology integration- If the firm are not focusing on introduction of the latest and advanced technologies, it results in affecting their growth and may prove to be a challenge for them. Because most of the customers demanded latest technology driven goods and services which the firm has to concentrate in order to improve their relationship with the customers. If BT Group focus on adopting of the advanced technologies, it results in increasing their sales and income effectively.  
· Cost- It is referred to one of the common challenge which is faced by most of the firms because if the company is providing goods and services at a higher cost, it results in losing most of the customers and impact their sales and income in an adverse manner. To deal with this obstacle in an effective way, BT Group has to keep the prices of goods and services at a reasonable manner which results in increasing the customer retention rates. Because cost is the main element which directly influence the purchasing power of customers and considered by every organisation. 
· Training of the staff- If the staff of the company is not treating in a well manner with the customers, it leads to influence the behaviour of customers and negatively impact the operations of the organisation. To deal with this challenge, BT Group has to be make sure that their employees should well behave with the customers and treat in a respected manner. The company has also to ensured that the workers should provide quality goods and services to the customers (Migdadi, 2020).                
CONCLUSION

In this report, it is to be concluded that for an organization, management of the relationship with customers is a main element for them. If the firm is not behaving or treating in a well manner with the customers, it results in creating various barriers for them and decreases their customer retention rates. The report consists of the internal and external factors which generally affect the organization like SWOT and PESTLE analysis. The report also explains about the key marketing theory which BT Group has to consider in order to increase their sales effectively such as Marketing Mix, Ansoff’s growth vector matrix, communication mix, etc. In this report, there is a discussion of customer relationship management and elements which the firm has to consider in order to improve the relationship with the customers. The report covers the systems which support the quality process like artificial intelligence and benefits of customer relationship management. The report also discusses the challenges of customer relationship management which help in introducing new innovations in the market and prove to be helpful for them.           
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