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The critical analyses of the factors that influence Admiral’s quality systems and controls for customers in terms of a crisis such as Covid 19, and what systems are effective in meeting customer requirements and maintaining good customer relationships

Executive Summary
Investing in service quality enhancements provides increased customer happiness and retention (Buttle and Maklan, 2015). Admiral is the company where I work and which I choose for this report. Admiral is employing the SERVQUAL Model, which is one of two service quality models that increasingly influenced management performance as companies aim to enhance their service performance.
Customer Relationship Management (CRM) is a profit-generating company approach that combines internal tasks and procedures with outside links to generate and provide value to targeted customers (Buttle and Maklan, 2015). Customer relationship management (CRM) focuses on equally customer retention and partnership expansion (Johnston, Clark and Shulver, 2012). From the several different models of CRM have been developed, Admiral is using the IDIC model. IDIC is a model for managing customer relationships and improving customer experiences (Peppers and Rogers, 2011).
Customer experience refers to all aspects of a company’s products and services, including customer service quality, advertising, presentation, product, and assistance showcases, ease of use, and dependability (Meyer and Schwager, 2007). In Admiral, all from above are the new systems that may be brought forward for maintaining a good customer relationship and satisfying customer needs.


Introduction
According to Steve Jobs, “you’ve got to start with the customer experience and work back towards the technology” (Jobs, 1997). Customer Relationship Management (CRM) is a fundamental commercial strategy aimed on generating and delivering value to prospective consumers at a revenue (Buttle and Maklan, 2015). Enhancing client satisfaction can help a company develop business profitably (McKinsey and Company’s Customer Experience Service Line, 2017). Admiral is a subsidiary of Novamatic.
Admiral uses strategic customer service. The benefits of this strategy are straightforward: increased revenue, higher margins, lower costs, and favourable word-of-mouth marketing, resulting in more customers at a cheaper marketing cost (Goodman, 2009).
This report aims to critically analyse the factors that influence Admiral’s quality systems and controls for customers in terms of a crisis such as Covid 19, and discover what systems are effective in meeting customer requirements and maintaining good customer relationships. The customer relationship management theory that I will use for this report is the IDIC Model.

Background of the organization Admiral
Admiral is an Uk gambling enterprise featuring high-street locations as well as online gambling. It is held by Novomatic and is a unit of Luxury Leisure. In 1980, entrepreneur Johann Graf launched Novomatic, a multinational gambling enterprise. The total profits for 2018 amounted Euro 5.0 billion. The Vision and Value of Admiral are integrated in the acronym ASPIRE: Ambition, service Excellence, Passion, Integrity, Respect and Encourage.
Admiral has 135 facilities in the UK, including arcades, family centres, and casinos, and serves in 134 countries. Additionally, Admiral expanded their gaming business online, allowing players to play from their tablets, phones, or computers long after the venues have closed.

Internal and external factors 
The most significant changes that have had an impact on an organization's quality system due to Covid pandemic are on internal and external factors. The external factors which are affecting the organization’s quality system are:
· Political: Admiral employs a substantial number of non-British staff and has many foreign customers, many of whom were not able to return to work from other countries, especially if they were in a red zone. When they did come back to this country, they had to stay in isolation for 14 days and take 2 covid tests, one when they came back, and one after 8 days at home. This affected the business because they lack personnel to cover the shifts. Because they had to close at 22:00, the business lost customers who were playing from 22:00 to 05:00.

· Technology. Customers showing high temperatures were barred and 2 meters with barriers were observed. Both of these measures reduce customers numbers.

· Economical. Customers rerouted money that had been set aside for gambling to Covid safety measures and stayed away from gambling venues.

· Sociocultural. For example, two loyal Chinee customers stopped attending Admiral venues because they felt indirectly accused of spreading the virus.

· Environmental legal factors. The company had to invest staff and money to produce a risk assessment covid document containing rules and procedures that everyone had to follow.

The internal factors that were have affected by the Covid Pandemic and which had affected the organization`s quality system are:
· cleaning the machines 

· a limited number of people being able to access the venues, so this reduces the profit 

·  people were not allowed to change machines or to move from machine to machine, which lowered their quality of experience. 

· people had to observe social distancing, which reduced the social benefits experienced, especially for more lonely people

· people were not allowed to use smoking areas which reduced social experience

· paper cups had to be purchased for single use 

· pedal bins were purchased and needed to be closed all the time

· staff had to be provided for hourly cleaning rotas without exceptions 

· staff had to maintain strict social distancing


Service Quality Theories
A high-quality company gratifies the largest part of the customer needs most of the time, merchandise and service quality, client fulfilment, and business success are closely linked (Kotler and Keller, 2016). 
As firms endeavour to enhance their customer efficiency, two service quality theories have influenced business strategy: the SERVQUAL model and the Nordic model (Buttle and Maklan, 2015). 
Christian Grönroos established the Nordic model, which includes 3 elements of service quality (Buttle and Maklan, 2015): 
· reputational
· functional 
· technical 
Admiral is using The SERVQUAL model (service quality gap model), developed by Parsu Parasuraman, Valerie Zeinthamal, and Leonard Berry in 1988 (Cronin and Taylor, 1992). This outline fundamental elements of service quality: which are all represented by the acronym RATER (Buttle and Maklan, 2015):
· dependability
· assurance
· tangibles
· empathy
· responsiveness
The SERVQUAL authors have created an additional measurement and management model. Consumers' perceptions and expectations of the RATER characteristics are measured using a 44-item questionnaire in the measuring methodology (Buttle and Maklan, 2015). 

Managing Service Quality Gap Model (SERVQUAL)
The SERVQUAL model works very well for Admiral because this model integrates the following characteristics that help Admiral provide a higher quality service. According to Buttle and Maklan (2015), there are five gaps in the SERVQUAL model:
● Gap 1 is the difference between what clients expect and what organizations believe clients expect.
● Gap 2 arises when a company lacks adequate quality levels which meet or exceed customer expectations.
● Once the business's service distribution methods – persons, systems, also machineries – flop to encounter the stipulated criterion, this is known as Gap 3.
● When a business's contacts with clienteles’ assurance a standard of package efficiency that the company distribution network can't fulfil, this is known as a gap 4
●Gap 5 is the sum of gaps 1, 2, 3, and 4.
With this in mind, Admiral has a “Fish Philosophy” to its customer experience strategy. This means that in practice, the company aims to “make the customer’s day” and to be there for the customer, making them feel special. Each service encounter puts a company's service excellence to the test. Clients will think twice about doing business with a company if personnel are uninterested and cannot respond to enquiries, (Kotler and Keller, 2016). The Admiral concept of being focused on the customer recognizes that client perception of quality is a dynamic process that may be altered by making the right decisions throughout the trade procedure experience (Johnston, Clark and Shulver, 2012).

Critics of SERVQUAL
The SERVQUAL model has its drawbacks and Admiral needs to consider that failing to recognize and properly investigate the expectations that customers have when purchasing a service affects customer satisfactions (Buttle and Maklan, 2015). These authors noted that, customers generally do not have well-developed expectations, so the expectation technique is insufficient according to one complaint. Some of these opponents have used the term SERVPERF to describe an alternative, perception-based model of service quality.
In their empirical work, the authors Cronin and Taylor (1992) challenged the conceptual model SERVQUAL belonging to Parasuraman, Berry, and Zeithaml (1985, 1988) in terms of service quality operationalization and measurement. Researchers developed the term 'SERVPERF,' which is an efficiency-based measure of service quality, proving that service quality is a type of consumer opinion.
They claimed that SERVPERF would be a more accurate way of assessing service quality. Their research was then reproduced, and the results indicate that there is a lack of theoretical or empirical evidence to justify the 1-5 quality gap as the foundation for gauging service quality (Mohd, Odai and Alaa, 2013).
The SERVPERF model has five utility components: empathy, responsiveness, assurance, reliability and tangibles, as well as two different combinations of 22 measurement items for the significance and perception segments of this survey (Rasyida, Ulkhaq, Setiowati and Setyorini, 2016).
Cronin and Taylor (1994) specify that, although the SERVPERF approach's advantage is due in part to the measure's parametric features, the facts show that it is a superior method of assessment of service quality. The SERVPERF scale's success-based indicators of service quality may give a long-term measurement of a service company's constituents' service quality perceptions (Cronin and Taylor, 1994).
Although the model SERVQUAL has received considerable criticism, it is still widely used by companies including Admiral (Buttle and Maklan, 2015).

How to improve service quality?
According to Kotler, and Keller, (2016), the creators of SERVQUAL give ten instructions they believe remain vital for enhancing service quality across all service industries:
1.Listening—Service suppliers must continue to learn about customer and noncustomer expectations and perceptions to better grasp what they desire.
2. Reliability—The greatest crucial factor of service quality, reliability, should be a top concern.
3. Elementary service—organizations need to maintain promises, think logically, listen to consumers, ensure our customers are knowledgeable besides the committed to offer the worth to clients.
4. Package design—While managing the service's various intricacies, service providers may adopt a holistic picture of the service.
5. Restore—to ensure customer satisfaction, in case of service problems, organizations should encourage customers to make a complaint; reply immediately and build a problem-resolve arrangement.
6. Surprising customers—expertise, dedication, and comprehension will delight customers.
7. Fair play—Service businesses should make a conscious effort to treat customers and employees fairly and to display fairness.
8. Teamwork—By boosting employee`s motivation levels and capabilities, large firms can provide service with compassion and attentiveness.
9. Employee appraisal—Marketing can interview staffs to learn wherefor facility issues arise and what organizations can do to address them.
10. Master management—Quality service stems via a smooth, invisible, high internal pressure known as corporate culture, as well as outstanding service-system design, intelligent usage, knowledge and technology, and inspirational leadership across the organization.
Admiral is using all the advice from above except “Teamwork”. Employee motivation is unimportant to Admiral; they believe that employees can be replaced at any time, thus they do not invest in increasing employee motivation and capability.
However, because of the Covid crisis, Admiral improved their service quality by satisfying the most important need that the customer had, the need for safety. Therefore, the first important thing that Admiral did, was to implement safety and confidence to the customers, making them believe Admiral venues are covid-safe environments. In their promotional messages, they stated,” it is safe to play at Admiral”, which communicates trust and safety to the customers.

What is Customer Relationship Management (CRM)?
Today, customers have higher expectations of the product or service have altered as well (Berguson, 2002).
Due to Covid 19 situations, customer expectation has altered forward. Companies need to focus on developing one-on-one relationships with individual clients. The one-to-one RM strategy, popular in the 1990s, was eventually superseded by a new approach known as CRM (Rahimi and Gunlu, 2016).
CRM is a profit-generating company approach that combines internal tasks and procedures with exterior systems to engender and deliver value to beleaguered clients. It is based on superior quality consumer information, also is made possible through information technology (Buttle and Maklan, 2015).
Customer relationship management (CRM) focuses equally on client retention and partnership expansion (Johnston, Clark and Shulver, 2012). CRM is a practical implementation of the concepts and tactics of relationship marketing, with a focus on customer connections (Gummesson, 2002). 

Models of CRM 
CRM models come in a variety of shapes and sizes: the IDIC model, the QCI model, The CRM Value Chain Francis Buttle’s model, Payne’s Five-process model, and from Gartner Inc the Inc. Competency model (Buttle and Maklan, 2015).
Admiral employs Peppers and Rogers' IDIC model, which is a model for managing customer relationships and enhancing customer experiences (Peppers and Rogers, 2011). According to the IDIC model, businesses must take four steps to improve one-on-one interactions with customers: Identify, differentiate, interact, and customize (Buttle and Maklan, 2015). This is the process that a company must go through before achieving the ideal CRM position (Siddiqi, Akhgar and Wise, 2006). 
Identify customers. In recent years many retail sectors have introduced loyalty schemes, offering promotions and money off shopping or petrol in exchange for customer data. To obtain ‘points’, customers must produce their card (i.e. identify themselves) at every transaction point (Siddiqi, Akhgar and Wise, 2006). Admiral is using the same strategy, by giving the customers loyalty cards. These can be use when playing and can generate benefit from different promotions. Only customers that have this loyalty cards can benefit from promotions like free credit, free spins or free tournaments.
Differentiate (value, need) customers. Peppers and Rogers explain that customers offers varying amounts of value to a business, and they have distinct needs. The goods that a client acquests can put them into dissimilar groups (Siddiqi, Akhgar and Wise, 2006). Admiral is using this strategy when they create games that have a cartoon or favourite movie characters. In this way they satisfy the “need” of the customers to play, even though it is a different kind of play, because it involves gambling. Admiral view their customers in 4 categories: big spenders, loyalty customers, one-time customers and sometimes customers. Admiral differentiate this by offering them the possibility to play the Free Spins at the stake that they prefer, but no more than £2 per stake. The big spenders may play 10 free spins at a £2 stake, this means they will have £20 free credit. The loyalty customers will play 10 free spins at a £1 stake, which means they will have £10 free credit. The sometimes customers will play 10 free spins at a £ 0.50 stake which means they will have £5 free credit. The one-time customers usually will not have any free spins unless they sign up to become a “loyal customer”.
Interact with customers. Businesses should increase the efficiency of the existing client interactions. Every subsequent conversation with a consumer must be considered as part of all past encounters (Peppers and Rogers, 2011).
Previously Admiral used the promotion that for every £100 spent, customers received £10 free credit. Due to the new regulations of gambling, Admiral was not allowed to continue to use this promotion, at it is seen encourage gambling.
Customize content. After analysing every consumer's engagements and responses, a complete customise service may be provided to customers depending upon their worth to the organisation, character, and history. Incentives might be adjusted based on a person's social class (Siddiqi, Akhgar and Wise, 2006).
Admiral uses the Free spins bonus in a tailored way according to each customers preference. Additionally, Admiral offers the £25 credit for the customer to use in whatever game or slot machine they prefer.

Critics of IDIC model
The most important criticises of this IDIC model that Admiral uses, is that it is missed the “trust” component. Don Peppers and Martha Rogers created this model in 1995 and after implementing this model for 16 years, they realize that, although the IDIC procedure depicts the process of a connection, the most important goal of that process should be to earn a customer's trust. Relationships are impossible to form unless there is a foundation of consumer trust (Peppers and Rogers, 2011). From a commercial aspect, the more productive and successful the relationship is, the more it will be marked by trustworthiness (Peppers and Rogers, 2011).
Peppers and Rogers, (2011) explained that, the defining aspect -trust-is a wider phrase which might act as a surrogate for many of the warmth and pleasant feelings which many of us connect with a great relationship.
For the trust to be earned, the company must behave in the best interests of the client and its own. The higher a customer's trust in a business, more he will accept its proposals and suggestions (Peppers and Rogers, 2011).
My opinion of the efficiency of the IDIC model to Admiral reinforces what the authors, Don Peppers and Martha Rogers stated: “Over the years, our experience in all these categories has reinforced our belief that the basic IDIC model (identify, differentiate, interact, customize) for thinking about customer relationships is valid, practical, and useful, and that financial metrics based on customer value make the most sense” (Peppers and Rogers, 2011, p. 14).

What is a customer experience? 
● The customer's personal and intimate perception of their engaging in the consumption experience, which includes their trip via a series of touchpoints, is referred to as a customer experience (Johnston, Clark and Shulver, 2012).
● Customer experience management is a method used by retailers to design the consumer's experience in a quiet way that benefits both the customer and the company (Verhoef et al. 2009).
● Customer experience refers to all aspects of a company’s products and services, including customer service quality, advertising, presentation, product, and assistance showcases, ease of use, and dependability (Meyer and Schwager, 2007).
● The valuation of the emotions that the organization wants their consumers to feel, or more accurately, the feelings that their customers will desire to feel as a result of the service, is an important aspect of the experience statement (Johnston, Clark and Shulver, 2012). This is why Admiral is creating advertising where it is showing that if you gamble you will have such a great time and you will feel so good.

How to improve customer experience?
Enterprises that effectively use customer-centric strategies reap substantial benefits from improving customer experience. Among industries, fulfilled clients spend supplementary, show higher loyalty to businesses, and generate instructions which enable businesses to cut expenses and increase staff engagement (McKinsey and Company’s Customer Experience Service Line,2017)
To maintain a Learning Relationship with a client, an organization must adjust its behaviour to meet the client's indicated needs (Peppers and Rogers, 2011).
Another crucial aspect of establishing a positive client experience is interaction. Every occasion a consumer connects with the company—regardless of the interaction route or whether it is an internet or a physical conversation—is considered an interaction for the objectives of the customer experience (Greenberg, 2010).
According to KPMG.COM (2011), gaining a new client is more expensive than keeping an existing one. Relationships are formed through consistently providing positive experiences. Relationships that are solid help to establish loyalty and generate growth.

Benefits of Customer Satisfaction and Loyalty Effect
The efforts to assess and evaluate customer responses to company offers, particularly consumer opinions and impressions, is a critical component of comprehending and controlling customer experience (Lemon, Verhoef, 2016).
Satisfaction has traditionally been defined as the difference between concrete carried performance and customer expectations. This type of validation (whether positive or negative) has been demonstrated to increase consumer satisfaction in studies (Lemon and Verhoef, 2016).
Commercially, membership is utilized to enhance client loyalty and build long-term connections (Gummesson, 2008). Admiral uses membership accounts to ensure that customers return to our location to take advantage of their loyalty program.
As regards, increased or decreased customer-company interactions, the Loyalty Effect presents a model that may be used to anticipate and influence consumer behaviour (Berguson, 2002)   
Client Value is a fundamental concept of installing a CRM resolution: it can boost the bottom line by strengthening the loyalty of profitable customers; nevertheless, the value of a customer is becoming exceedingly difficult to estimate, and unexpected market events can also radically modify values (Berguson, 2002).
At Admiral, we give to the loyal customer that complains, some extra free spin, or extra free credit only to keep them loyal to the company.

Challenges of developing and maintaining good customer relationships
Businesses, despite their best efforts, face failure to do everything right  at the initial encounter with a customer (Goodman, 2009).This is the case for Admiral as well.
The purpose of strategic care in the client experience, which is divided into two components, is based on this:
1. Exceeding customer expectations and prepping the customer for merchandise use.
2. Arranging the customer's contacts with the service process if the customer's experience isn't flawless. 
Strategic customer service entails setting expectations and assisting clients in getting the most out of a product (Goodman, 2009). 
Customers' encounters with service provide possibilities to develop loyalty, avoid and fix difficulties, and elicit positive experiences—or the inverse (Goodman, 2009). 

A model for maximizing customer satisfaction and loyalty
The strategy for effectively establishing a proper experience and optimizing customer happiness and loyalty, and therefore income, according to Goodman (2009), which can be remembered using an easy shorthand: DIRFT, this stands for "Do It Right the First Time." (Goodman, 2009). Each organization, including Admiral, has this objective (Goodman, 2009). Admiral is employing this technique to train all of its workers how to apply the "Fish philosophy" to every customer who walks into our establishment.
When done well, a positive customer experience wins a valuable commodity: customer loyalty. When used incorrectly, today's technology allows customers to wield incredible power and change impressions with only one negative experience (La Tona and Maxsen, 2017).
In Admiral, these are the new systems that may be brought forward for maintaining a good customer relationship and satisfying customer needs, taking into account all of the information provided above:
• feedback from customers (leaflets where the customers can write their feedback)
• Recruit additional individuals or qualified people (people who are open and conduct their jobs under Admiral's "Fish mentality").
• new products (new games)
• new services (if you register yourself to play as well online at Admiral, you will get an extra 20 free spins))
• customers service purchases test (to check the quality of the service provided)


Recommendation
According to Kotler and Keller (2016), customer evaluations and recommendations are extremely essential. While “recommended by relative/friend” continues to have the greatest influence on consumer choice, “recommendations from consumers” is becoming an increasingly crucial decision factor. According to Goodman (2009), TARP studies show that pleasant experiences can have a huge effect: customers who heard about a good experience from a colleague which tested the merchandise, purchased the product as well. This mean that positive recommendations from friends may be a very effective marketing strategy.
Admiral is also using Goodman and Kotler's and Keller's strategy to reinforce customer engagement by giving free spins and free credit to customers who recommend someone else to subscribe to our services, and after that person subscribes to our services, the customer receives more promotions as a result.
According to the MarketLine Theme Report (2017), Millennial customers are more likely to spend more money if they have a favourable brand engagement with a particular firm brand and have a pleasant purchasing experience. Admiral is trying to persuade you that playing at our arcade will be a once-in-a-lifetime experience.
Applications do share services simply at a reduced cost in this time of strictness (MarketLine Theme Report, 2017). After the arcade shuts, Admiral offers the option to play online through the Admiral application, allowing you to continue enjoying the fun of gambling.

Conclusion
Taking in consideration on one hand that customer happiness may be a source of gainful growth, nevertheless, necessitates the development of a common vision and unprecedented stages of collaboration through traditionally effective corporate divisions (McKinsey and Company’s Customer Experience Service Line,2017). As well on the other hand that, customers' issues must be handled by the staff. Satisfying employees for adopting a customer-centric mentality will encourage healthy rivalry, resulting in far more adaptation to client needs and improved CRM results (Rahimi and Gunlu, 2016). To summarise, the elements that influence Admiral's quality systems and controls for customers in the event of a crisis, such as Covid 19, were investigated in this report, and it was determined which methods were effective in addressing customer needs and maintaining excellent customer relationships.
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