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[bookmark: _Toc102325932]Introduction

This report is based on academic marketing (service) models, methods, and theories that assess the factors that influence organisation’s ability in maximising customer value. Furthermore, an demonstration of Customer Relationship Management will be applied in appropriate level of critical understanding of quality process in the workplace, by sharing relevant identification of marketing in Nicolas, following up the service to analyse the customers’ experience of the organisation. After more, an evaluation of the benefits and challenges of developing and maintaining good customer relationship will be presented.
There are many benefits to a customer relationship management system for retailers. Ensuring a positive customer experience is a very important aspect of a company's ability to differentiate itself from its competitors. decision makers recognize that customer experience is just as important as price and quality in order to sell and stay ahead of the competition.
In order to flourish in a post-pandemic economy, businesses need to focus on customer relationships. 
[bookmark: _Toc102325933]Introduction of Franchise Nicolas LTD

[bookmark: _Toc102325934]Nicolas is a French wine specialist founded in Paris in 1822 and based in London since 1989. It has been in the heart of the capital in France for over 30 years and has seven stores strategically located throughout London to better serve its customers. 
Maison Nicolas was founded in 1822 and was a source of bottled wine. Therefore, this new concept in wine sales revolutionized consumption and commercial practices. Today, Nicolas is number one in local wine distribution with more than 500 wineries worldwide, including 170 wineries in Paris. Nicolas has been taking care of wine for 200 years and now offers about 1500 wines, champagnes, spirits and beers. Nicolas is also a wine merchant that is willing to advise and advertise his bottle selection. Since being the first to sell bottled wine, has consistently established itself as a pioneer in creating more innovative services such as delivery in 1840, fresh wine in 1988, and ice cream service in 2012. Afterwards, the innovation of Nicolas also depends on the supply, it is first proposed the Beaujolais nouveau scale in 1966. It is offering a wide range of wines from France and around the world, as well as craft beers, spirits, ciders and cigars. It is offering additional services such as gift wrapping and glass rental are available in store. Also, the company provide delivery to London and all over the UK. 
Nicolas during pandemic

This research of Nicolas is based on my knowledge, and work experience through the company. As an open system Nicolas's cycle of intensifying sales and consumer loyalty through a superior comprehension of shoppers, products and administrations. The procedure of Nicolas is to explore the retail interaction from the manufacture of the item in France, its dispersion among retailers, and lastly through the customer input. Their objective directedness it is to guarantee consumer loyalty with their shopping experience and have the option to shop with no trouble. It gives the client the accommodation to find the item effectively, save time, and be happy with the general shopping experience.
[bookmark: _Toc102325935]During the pandemic, like every retail in the UK, the organization merchants getting merchandise from Europe postponed the accommodation of their traditions announcement for a long time. An announced from the Head office in Nicolas shared through the company shops that the inflation was risen, also the worker shortages were down and consumers were hurting to survive. The company had to pass on the expenses of this multitude of changes to the purchaser, demolishing the cost for most every-day items emergency. Also, the changes post-Covid19 have cost the company, the loss of business by increasing the costs of products dramatically and struggle in the sales expansion in the UK. The role inflicted that affect the company was to demand all prerequisites sterile and phytosanitary checks, which are planned to safeguard against sickness in plants and creature items. This includes most of the import products that the company provide to the customers like their original cheeses. Another issue that occult the Company was the change of relationship in Nicolas shops and between customers, forcing the company to focus on service and fulfil its health and safety commitments. Nicolas during Covid never close, arranging to make everyone feel safe by providing contactless delivery, and e-commerce curtailment to continue to serve its customers. They reassessed their operations to support their customers rather than increase their bottom line, in manner to keep the employees secure, also the consumers emotions were fraying and they were looking for ways to be safe. The Head office tried to operate in efficiently manners by direct mail, phone, social media, and email marketing to help businesses stay connected to their customers during the pandemic. The company found customers responded positively when they delivered their messages carefully, honestly, and with empathy. 


Marketing strategy

My understanding of marketing strategies in organization is a documentation of long-term goals of the marketing activity, as well as the methods and means used to achieve these goals. The goals of marketing strategy in retail, can be consider as attracting an optimum number of customers, continuous improvement of service, obtaining funds for scientific research and useful for professional development in the field. The marketing goals resulting from the general strategy of the shops, the structure of target segments whit the possibility of acquiring new segments, the concept of solutions to marketing problems and the choice of marketing tools and marketing communication channels. This manner should be support the implementation of good goals contained in strategies for a development that will determine by many factors like, creating the department of marketing in the shop, extensive marketing knowledge of the employees of marketing department, as well as knowledge associated with the type of retails. The starting point for working out a marketing strategy is the general strategy for the development, its mission, as well as the position in retail rankings. What is also an important issue to know that can creating a marketing database containing information from shop environment, as well as data from longer timeframes. The database should contain information reflecting structures along various cross-sections of customers over a longer term. 

Franchise Nicolas marketing during Covid

As everyday concerns about pandemics are beginning to fade, Nicolas brands needed to continue to focus on building trust and emotional connections with their customers. The company took advantage of increased consumer confidence by implementing marketing strategies that help strengthen lasting relationships with the customers. Nicolas finds efficient ways to communicate with their customers will thrive in the post-pandemic economy and become a pillar of the community as customer orientation, which has always been important, is now even more appreciated. 
The outbreak of Covid 19 has forced Nicolas to digitize to make money, use of services such as same day delivery, many of the benefits of digital ordering that will continue after the pandemic. Today's customers are looking for opportunities to learn about businesses on the Internet and go to stores as needed. My company, which is adopting a multi-channel marketing strategy likely to strengthen its customer relationships.
Nicolas also, wanted to do business with Customers and companies that share their values as it is important for the company to match their values ​​with their target demographics assess. The company was well organize by telling its customers how to help us, employees, during this difficult time, as those facts helps us to draw attention to brands and make our business stand out from the competition. A store that emphasizes safety and cleanliness and recognizes the efforts of its employees is highly valued by customers. Nicolas wine retailer sales surged 80% in  2019. This is because orders from UK homes surged during the blockade of the country's coronavirus, boosting its market. Benoit Treivon, who is the president of Franchise Nicolas, said he believes the crisis is likely to be a turning point for consumers to move their wine purchases online. The franchise in France believed that the crisis could serve as a turning point, as customers consume move wine and purchases online. The Nicolas wine shares have recovered last year in London thanks to the pandemic and returning to normal it was gradual process, even in the final stages of the pandemic, these events include security enhancements, customers were relieved and this setup provide more comfort for the shop. This virus is still there with us, but the situation has returned to its previous state. However, the company has a complete view of the potential for consumer descendants and the uncertainty of the pandemic. Nicolas's setup is a potential vision of the future for live tasting.
[bookmark: _Toc102325936]Customer Relationship Management

Customer relationship management is becoming an increasingly important issue for al type of businesses. Large and small companies across Uk in different sectors are adopting CRM as a key element of their corporate strategy for many main reasons. The new technology enables businesses to more accurately target selected market segments, microsegments, or individual customers. The marketing concept is to recognizes the limitations of CRM, both traditional marketing and the potential for more customer-centric process-based strategies. Nicolas way to management customers builds, develops, and improves relationships with their customers in order to improve customer value and corporate profitability, thereby maximizing shareholder value as well. It is a business approach aimed at doing. The CRM is often associated with the use of information technology to implement relationship marketing strategies. That's why CRM combines new technologies with the potential of new marketing thinking to build profitable, long-term relationships, some form of customer relationship management. A feature of CRM today is that it allows businesses to manage one-on-one relationships with their customers, in fact, it represents a new perspective on customer relationship management based on relationship marketing principles.
The main difference is that these principles are applied today in the context of unprecedented innovation and market transformation. 
The customer experience is all about maintaining a competitive advantage, but with the influence of Covid19, the term is evolving rapidly. The pandemic situation changes in customer behaviour forced retailers, like Nicolas, to use CRM as a strategic feature to improve customer experience and engagement. As customer expectations change, also Nicolas's experiences change. Dialogues take place not just in the shop, also online, and their customer base has new priorities that were significantly different from just a few months ago. The biggest challenge for Nicolas was to understand exactly what has changed in retail and how customer behaviour has changed compared to before the lockdown. We were living through an experience that was capable of changing customer opinions overnight. 
In the marketing field answers the question in what methods can be used to solve marketing issues in a particular area, making it possible to diagnose market issue and equally important that marketing can diagnosis the inside of an organization, as well as to some extent its forecast. Among the best-known methods of marketing analyses knowing like SWOT analysis, Porter's 5 forces, Marketing mix, Ansoff Matrix, Communication mix. It is also possible to solve marketing problems by applying various kinds of concepts, like the concept of lateral marketing, the IDIC model , QCI model and Paynes’s 5. The latter is particularly significant in the context of innovation of value. The results of these analyses and the results of applying particular marketing concepts make it possible to diagnose the market and are in a way used for the purpose for forecasting.

[bookmark: _Toc102325937]Quality Competitive Index

The objective of the QCI Model is buyer fulfilment and holding. For having client maintenance, one should work in an alternate perspective by thinking about the external and internal sides. The external climate like clients, providers, individuals, and associations. Internal like staff and the executives that by the assistance of them might association at any point oversee shoppers, raise customers experience, have a better investigating and arranging, improving worth age component. The circle of shopper the executives movement given by this model incorporates these stages: focusing on, change, recognizing, conveying, maintenance action, esteem advancement, overseeing disappointed clients, and make them return through this review, attempts to accomplish better knowledge from purchaser implies realizing them better. 

[bookmark: _Toc102325938]Payne’s 5 

Payne's Five Processes Model was laid out by Adrian Payne and Pennie Frow in 2005, to recognize and survey processes pertinent to CRM. This assists with further developing Customer Relationship Management which focuses on obtaining and maintenance of clients It incorporates processes that can assist with building and keep up with associations with clients.
This model talks about the significance of different cycles strategy development process, value creation process, multichannel integration process, performance assessment process and information management or analytical process in CRM.  
Every one of the above is a cross-sectional, process-arranged approach and are interlinked. They play their own part and capacity for expanded accomplishment with CRM execution. Payne and Frow broadly assessed writing, alongside field-based collaborations, to foster an extensive cycle that would help with fostering a sound CRM procedure. Through their examination, Payne and Frow focused on the significance of having CRM at vital level.
The process of customer management begins with an investigation of client conduct and intending to foster the worth of the organization.
The value creation process of Payne's Five Processes model includes recognizing the value of a client to the business as well as the other way around. This cycle, according to the model, should be ground breaking according to the outcomes got from the system advancement so that worth is extricated and changed into significant suggestions. The business needs to comprehend which clients are significant through the course of offer and worth appraisal. The examination and arranging depend on the client management activities, which is Retention, Efficiency, Acquisition, and entrance. Right off the bat, the association needs to figure out which cycles can make an incentive for the client.
Payne and Frow consider the multichannel integration process as a significant cycle as it deals with inputs from esteem creation cycles and business methodology. Also, input from this cycle should be considered to additionally assess both system and offer. This interaction proposes the business direct undertakings to connect with clients, figure out their viewpoint and hold them for a more drawn out length.
Performance assessment is very important to understand how well the value proposition of the business is and whether the customer’s interest is leading to better business performance. Doing so shall help to assess the extent of success of the implementation of the CRM processes.
Information management is the analytical part of the model. Payne’s Five Process model suggests collecting, organizing, and using information related to customers helps with insights on consumer behaviour. These applications can help keep the CRM process a comprehensive one for quantitative and qualitative measurement of market competitiveness.
Integrating Payne’s Five Process model is very important to provide a customer-based value proposition. Retailers like Nicolas, work to build CRM strategy by engaging customers, offering value propositions such as discounts, loyalty privileges and priority shipping. Multi-channel integration can also be included from customer reviews, customer service, e-mail support as well as return policies. Further, Nicolas created the Customer Loyalty Program rewards for customers who visit our shop. According to Nicolas, at least the majority of our loyal customers may recommend our brand to family and friends, and the rest may write positive reviews online. Offering a one-time housewarming offer to a new mover or a special offer to a patron is a proven way to build a strong customer relationship.

[bookmark: _Toc102325939]Ansoff Matrix

The Ansoff Matrix was developed by Igor Ansoff and was first published in the Harvard Business Review. The Ansoff matrix is one of the most effective frameworks for companies who want to focus on increasing sales revenue or profitability. Ansoff suggested that there are effectively only two approaches to developing growth strategies. By changing what selling, product growth and who selling for market growth. Combined with the Ansoff matrix above, it offers four strategic options, each with a different level of risk. The least risky strategy for a company is to sell an existing product in an existing market because it knows the customer, establishes a channel, and so on.  Ansoff calls this strategy " market penetration. Example, Nicolas has used market penetration by promoting their existing products in existing markets, such us wine labour target in the bottles or seasonal wine designs. Market penetration means which strategy one aims to increase market share and it is effective when the market is not saturated. Among measures that can be applied like the   development of distribution networks, attracting new clients, upgrading communication channels and those will increase the visits in store by offering loyalty points promotions or refinancing offers. This must work if only the market is still growing, or if the organization is willing to use other elements of the marketing mix, such as discounts and additional promotions, to enter the market at the expense of its competitors. The second strategic option of the Ansoff Matrix is the development of new products for existing customers through a "product development" strategy. Nicolas was using this strategy when they have introduced new type of wine such as Beajoules Noveu to make the market development extends existing products into new markets in an attempt to increase the number of buyers. The risk is higher than market penetration because here the product and advertising elements of the marketing mix change. To success on this strategy depends on the organization's ability to effectively conduct research, insights on customer and market needs, as well as the organization's internal ability to drive innovation. The third strategic option is to bring existing products to new markets using a market development strategy. This is considered to be riskier than market penetration as it can be difficult to understand the complexity of the new market. Significant changes in the marketing mix can be placed which take into account new channels and marketing methods, and advertising by promoting new target segments. An interesting way that Nicolas in UK used this strategy comes from one of them spirit, the whisky of Nicolas, illustrated by an a men wearing the employees apron. Market development means a strategy by which the company identifies or creates  new market segments in order to absorb the current offer of products and services.  However, this strategy requires the involvement of risks arising from the peculiarities of new shop, local competition. Ansoff Matrix's ultimate strategy is "diversification," which involves the development of new products for new markets. As Nicolas propose unrelated diversification is its commitment to continually offer merchandise in addition to their wine and spirits. Is a strategy that is carried out either by similar products and markets, either by entirely new products and services, free markets unexplored so far. It is the riskiest of the four alternatives, especially if it is not based on the core competencies of the company. It is most often achieved through partnerships or acquisitions in order to mitigate the risks This is considered the riskiest of all four strategies, as the company is entering an unfamiliar market. However, this risk can be mitigated by "related" variances, which can produce the highest returns. The Ansoff matrix  is used in the strategic phase of the marketing planning process. It is used to determine the overall strategy a company should adopt and to inform it of the tactics it should adopt in its marketing efforts. Organizations may use two strategies to reach different markets. 

[bookmark: _Toc102325940]The Five Forces

Porte’s five forces is a process invented by Professor Micheal E. Poirter of Harvard University, for making a competitive analysis on any general marketplace. It is a useful tool to have business toolbox to do a competitive analysis in particular business environment. It is a resource focused methodology as it factors industry costs and how to deal with them. The purpose of this method in conjunction with a swot analysis is to determine the competitive intensity of a industry, in different terms. Competitive rivalry is the aspect that analyze the amount of competitors that an organization face, so products and service they offer in compare to yours. To do so it is must to be consider competitors benchmarking action planning and strategy that will help to identify rivals and opportunities through customer prospective. In Franchise Nicolas as it is a retail business with social media and selling online, I say that they use benchmarking to gain quantitative and qualitative insight by using appropriate tools and insights source. As deputy manager in one of Nicolas shops, it is demonstrate that it much easier when have a list as customers search or ask questions on social platforms to find providers.  
The threat of substitute products it is when a customer find differ way, more easier and faster of getting a product that my organization does. The technology is changing every time, so it essential to help customer in them desire or problems. Bargaining power of the buyers it when an company gain power from consumers, determining the relationship with the buyers power it depends in how flexibility in service can he get while maintain authoritative position in market. In Nicolas has considered from the buyers how much powerful they are.   
The threat of new entrants is based on how secure the company is from being surrounded by competitors, so protecting the company from imitations or from rival companies that can drag down the company prices. A good tool SWOT, it must be consider to business analysis, to review not only the internal strength, weaknesses and external opportunities, threat, but also to creating strategies for the success in Marketplace. This help to analyse new entrants that may constitute a threat to the marketing strategies, identify opportunities across new markets or new services to plug new entrants and consider the existing strength and weaknesses against strategic vision for the business. Last, bargaining power of suppliers it when a company need to focus on cost as much as revenue, focusing on supplier and the potential power they provide over their product and service. 

[bookmark: _Toc102325941]Recommendation 

Today, Nicolas customers are moving targets, and even the most established market leaders can quickly be expelled from their dominant position. The urgent need to find alternative routes to competitive advantage has been driven by significant changes in their business environment, including growth and diversity of competition. They should development and give more availability of new technologies employees increasing personal expectations and empowerment. The emergence of a global operating environment and the erosion of the traditional time frame in this electronic era. These changes will help employees adopt a business perspective and a more customer-centric perspective. Nicolas recognize that providing great products is no longer enough. Simple replicability and market saturation can quickly dispel the first signs of a recipe for success. The main differentiator today is the outstanding service provided on a consistent and unique foundation. Services are more difficult to imitate than products because services require customer input and participation. Therefore, can gain a competitive advantage by leveraging the knowledge of customer expectations, preferences, and behaviour. This includes establishing an ongoing dialogue with customers and using the information and insights gained at each customer's touchpoints. The CRM aims to increase the acquisition and retention of profitable customers by initiating or improving customer relationships. The development of strategically targeted relationships is made possible by the opportunities offered by advances in information technology. For example, Nicolas can explore improved customer management with a variety of databases, and an ever-growing number of CRM applications. Such increase customer feedback, constructively analyse, interpret and use it. In addition, the benefits offered by increasingly powerful software and e-services are amplified by the reduced cost of running them. With this wealth of available and more affordable CRM tools, businesses can more effectively target the most promising opportunities.
Nicolas is hoping to increment people walking through actual stores, boosting clients to come to the store, while being aware of social removing concerns. To oblige new buyers' ways of behaving, they adopt an advanced strategy to contactless assortment and returns, giving a more secure climate to customers through simple to-utilize versatile talk and courier innovations.
This could be improved by refreshing incorporated representative application, in-store labourers are stopped straightforwardly into the purchase online-pickup and return-in-store process, making ongoing assortment and return the executives consistent assuming changes happen progressively. It is a lot simpler to work in a development with an easy system to use that offers clients more control of their conveyances in a period where transporter administration levels have been tested. Could further develop the lessens the time spent in an assortment or gets back with more powerful correspondence between store representatives and customer needs. 

[bookmark: _Toc102325942]Conclusion 

After analysing the conditions of the competitive environment no firm will afford to have commercial activities without depicting a perspective, both on short and long term in order  to ensure  its  economic  and  financial  conditions  necessary  to  obtain  profit. Thus, the  company management  is  always  responsible  to  make  it  possible  for  the  establishment  and  adoption of strategic decisions to materialise into a strategic model that combines all interfaces of action of the company: economic, financial and accounting, human and technological aspects. There were have also been designed certain strategic analysis methods that allow diagnosing threats and opportunities occurring in activities of companies  by creating the establishment of strategic activity domain who highlights four way. As critical thinking in Nicolas organization has been discussed and explained through pandemic Covid-19 how impacted the workplace, moreover, an improvement of innovation after the pandemic of the Company has been assessed, as Nicolas hypotheses, it is given me a more profound comprehension of my benefit, as well as my insight in critical thinking abilities examined during worktime and an identification of the internal and external factors affect the Nicolas quality system. Also, my assessment has shown that a strong equal and work correspondence assists with giving a positive result to any project and works on the development of an organization.
 
