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1. INTRODUCTION
In this report the chosen organization will be the Simon’s Steakhouse Restaurant. The report will go over why the quality process and customer relationship management important in this organization. It will review different CRM models like strategic CRM, analytical CRM, operational CRM. It will also highlight the main benefits of the excellent customer service and how it can affect the restaurant’s quality life. 
The report also covers some internal and external factors including COVID 19 and how these factors are influencing the quality system of Simon’s Steakhouse Restaurant.  Benefits and challenges will be showed, how they can meet customer expectations and organizational success. Its strengths and weaknesses will be analyzed related to the chosen organization with help of some provided evidence.
During COVID 19 restaurants faced to lots of challenges which had huge influence to the restaurants profitability and sustainability. They had to rethink how they can do the operation efficiently and keep their customers satisfied. 
The report is going through theories, frameworks, principles, techniques and tools of marketing, relationship marketing and customer relationship management.

2. COMPANY CONTEXT
Restaurant owners and corporations reacted differently to COVID-19 virus, including closing restaurants for dine in operations. But Simon’s Steakhouse Restaurant desired to keep employees working and to support their suppliers. So the restaurant had to figure out new profit sources. Since customer were not allowed to go and sit in to the restaurant, they had to think over the new profitbale strategy and start focusing to take away and delivery options. Simon’s Steakhouse adjusted operating schedule and employee roles, re-imagined dining rooms, new/limited menus, online ordering and take away delivery, collaboration and lastly communication with customers and employees.
2.1 Internal environment factors
Internal and external factors were identified and prioritized using physical evidence in this study to determine the level of satisfaction experienced by customers when they visit Simon's Steakhouse Restaurant before COVID 19 and order take away food during the pandemic.
2.1.1 Interior and layout 
Respondents in this study are more than 200 customers who dine-in and order take away food at the restaurant. The reliability of the data collected by the questionnaires was assessed using the Cronbach's Alpha test, and the Narenjestan Friedman test was used to prioritize the internal environment factors influencing customer satisfaction in the restaurant.
The findings revealed that, in the customers' opinion, interior lighting had the greatest impact on their satisfaction, followed by restaurant temperature, layout, interior design, equipment, music and scent. The interiors of a restaurant can easily influence the perception of the brand in the eyes of customers. As they say, the first impression is the last impression, so it is critical that restaurant management creates an atmosphere that reflects the uniqueness of the restaurant brand in order to make a positive impression. A restaurant's interior design is more than just the color and layout. It should be able to evoke an emotion or experience in customers and convince them to return. A unique dining experience is as much about the visual appeal as it is about the level of service offered. However, it does not have to be an expensive renovation.
Therefor planners and managers can use the study's findings to design and develop their respective restaurants. By doing so, they can use physical evidences of restaurants to gain competitive advantages and more customers by satisfying and making them happy. They can increase word of mouth, quality of their restaurant, and generate a sense of loyalty in customers. So after some research Simon’s Steakhouse Restaurant decided to use ambient light and interior colors. These colors increase customer appetite because they have a calming effect on the senses and are shown to relax them, bringing them into a state of comfort and satisfaction.
The layout of the restaurant is also important because it determines whether or not a customer will want to eat there. So the tables at Simon's Steakhouse are not too close together, and there is enough space for customers to walk between the aisles throughout the restaurant. It is also divided into sections: one is romantic, has cozy seating for a maximum of three people. For larger groups or singles, there is another section with drinks, bartenders interacting with the diners, and has a nice view.
Then COVID 19 came, so Simon's Steakhouse had to redesign its dining rooms. When the restaurant's customers no longer dined there, the empty dining room space was used to help with the new socially distant business operations. During the pandemic, tables took on new functions such as stacking to-go containers or being rearranged as a packaging and distribution line. Preparation work was moved from the kitchen to the dining room in some cases to create more social distance among kitchen employees. The Simon's Steakhouse team was hard working to convert the dining room to maximize physical separation between employees, delivery people, and customers picking up orders. The end of in-house dining gave restaurants the opportunity to re-imagine their dining rooms and other empty spaces in ways that helped them maximize their productivity and efficiency for the new preferred method of food service and delivery/take away.
2.1.2 Food quality
Food quality is another important internal factor. According to the NRAI Food Services report in 2019, 23% of customers prefer to dine out at a restaurant because of the food quality. Around 7% return because they enjoy the flavor of a particular dish. The most important factor determining a restaurant's success is undoubtedly the quality of its food. Customers have placed food quality at the top of their priority list when selecting a restaurant. The food is the main concern of the customers. They would disregard the wait time for food preparation if the food offered was high quality and satisfying. As a result, it is critical to prepare a high-quality and delectable meal. During the pandemic, however, with an increase in take away and delivery and, in some cases, a reduced work force, Simon's Steakhouse had to rethink the menu items. The restaurant management believed that the first consideration should be to deplete existing inventory rather than spend extra money bringing in new items, so menus changed on a daily basis.
The following strategy was to order and prepare items that were popular, profitable, and could be cross-utilized, while avoiding items that required a lot of labor and had a short shelf life. Some menu changes included dropping French fries as a side to burgers because they do not travel well and to ensure that the food experience remains consistent with customer expectations. Initially, Simon's Steakhouse attempted to add the standard of presentation for take away, but they discovered that spending all that time trying to separate every dish, sauce, and garnish resulted in a waste of packaging and labor. After much thought, Simon's Steakhouse restaurant decided to offer a rotating menu of comfort food to-go, including items like pot pie, meatloaf, and pot roast.
As a result, all restaurants at this level were forced to pivot and do whatever they could to make money and keep the staff employed while remaining true to their brands. The decision to pivot to a to-go operation came with trade-offs for fine dining; the tasting menu, atmosphere, brand image, and exclusivity for which they are known gave way to the need to keep income flowing. Other fine dining restaurants were unwilling to make those sacrifices and instead closed their doors.


2.1.3 Staff Behavior
The behavior of the restaurant staff is the next important internal factor. The restaurant's staff serves as the restaurant's public face. Simon's Steakhouse Restaurant believes in conducting a thorough hiring process. Staff training should include norms that are consistent with the desired customer experience and brand promise. During the pandemic, Simon's Steakhouse gave employees the option of working or not working, which in some cases necessitated a shift in the operating schedule. It also entailed rethinking the roles of the employees who were willing to work. Employees who used to work as waiters/waitresses may now pick up orders or become delivery drivers, allowing them to maintain relationships with their customers. Or hosts became phone operators, answering incoming calls for take away orders, while waiters worked a packaging line to ensure each order was accurate and complete. The key was to find a new role for everyone who wanted to keep working, as well as an operating schedule that allowed for employee safety and optimal sales volume during this critical time.
Simon's Steakhouse launched online order platforms for its website and created drive-thru lanes in an effort to maintain social distance and limit contact points. During the pandemic, the restaurant management conducted a survey to determine the preferred method of food ordering, finding that 43% of costumers said drive-thru is the preferred method, followed by take away and curbside pickup at 33%, third-party delivery was the least popular, and costumers said they would rather order directly from a restaurant. Delivery and mobile orders have also become important business channels.
The Coronavirus, on the other hand, is bringing to light a slew of issues with third-party food delivery apps, forcing some restaurants to consider direct delivery. Simon's Steakhouse Restaurant decided to launch direct delivery in order to increase revenue by avoiding commission fees from third-party delivery apps. The management noticed that orders increased dramatically during the first week of the direct delivery launch. They also discovered that doing direct delivery allowed them to hire their own drivers and provide work for restaurant employees who had been fired.
Some independent restaurants are taking advantage of the downtime to permanently shift to fast-casual or to-go formats, adding drive-thru lanes, walk-up windows for take away, and grab-and-go counters. As a result, Simon's Steakhouse began opening to-go restaurant concepts with a walk-up counter for orders and heated takeout lockers for those who ordered online or by phone. Decisions will be made for each operation based on location, market presence, capital, consumer demand, and staffing levels. For some restaurants, delivery via a third-party app or directly through the restaurant has been critical to their success.
2.2 External environment factors
Salaries, staff, financials, recipes, and furniture are examples of controllable internal environment factors for restaurant owners. External environment factors, on the other hand, are uncontrollable, such as safety guidelines, tax reforms, costumer preferences, technology, and pandemic situations, among others. The acronym PESTEL or PESTLE refers to political, economic, social, technological, environmental, and legal factors. Pestle Analysis is a useful technique for identifying opportunities and threats in a company's external environment. A business owner can make decisions based on the situation once he or she has a complete picture of the external environment factors that can affect the business.
2.2.1 Political factors
Political factors can have a significant impact on the restaurant industry anywhere in the world. Tax reforms and health and safety guidelines are two examples of political factors. Once the restaurant owners identified the regulations that may have an impact on their business, they can make appropriate decisions to mitigate the impact of those regulations. The restaurant is in charge of the food from purchase to cooking, packing, and delivery. Health regulations differ from one country to the next. However, the COVID 19 regulations and restrictions were nearly identical in each country. On the basis of the epidemic, various measures, rules, and bans were put in place. 
The purpose of a systematic review is to highlight some of the business model changes that restaurants, bars, and beverage producers implemented in order to not only stay in business, but also to better serve their employees and customers during pandemic. According to this study, many different approaches were used in adjusting business models in response to the COVID-19 dining restrictions. These approaches resulted in the development of themes, which led to the discovery of some recommendations such as developing contingency plans, being flexible and creative, eliminating menu items, investing in a communication platform, and becoming involved with local government.
2.2.2 Economic factors
Economic factors might affect the prices of ingredients when the inflation rate in the economy where the restaurant is located rises. As a result, menu prices will rise, and individuals will be less likely to order food from a restaurant or go shopping outside.
Another economic element that might affect the food business is customer disposable income. People with greater income are more likely to spend time with family and friends and to order food from restaurants.
2.2.3 Social factors
Several social factors might have a negative or beneficial impact on the restaurant industry. People nowadays are more health-conscious that means they will prefer organic food over junk food. This sociological aspect could have an impact on the restaurant's cuisine. To boost their customer base, restaurants usually cater to both types of customers, i.e. spicy or junk food lovers and organic food lovers.
Another notable example is people's hectic lifestyles and late-night workplace job. Such people are always preoccupied with their daily routines and have no time for healthy nutrition, exercise, or sleep. Vegetarians, pet lovers, and transgender customers are examples of other societal influences. As a result, keeping all types of customers pleased is quite challenging.
2.2.4 Technological factors
Technological factors are the most dynamic ones of pestle analysis. Rapid technological advancement and change will undoubtedly have an impact on the restaurant industry. With so many options and processes, there are various restaurant management and accounting software solutions, such as Toast POS and QuickBooks Online. If this program is used correctly, it has the potential to boost revenue and profitability.
Both the internal and external environment of the restaurant must both be taken into account.  Restaurant management should have some internal plants and maintain cleanliness on a regular basis, while the external environment should be clean and free of obstacles so that customers can easily find the restaurant. So make an effort to use recyclable materials and follow a sound food waste management program is important. Donate any leftovers to charity or to persons in need. For business growth and a devoted customer base, every environmental impact is critical.
2.2.5 Legal factors
Legal and municipal authorities can have an impact on the restaurant. These regulatory bodies frequently inspect various areas of the restaurant, such as the kitchen and storage, to inspect the quality and expiry of various food items, as well as the employees and other sanitary conditions.

3. MODELS REVIEW
In the chosen organization: Simon’s Steakhouse Restaurant maintaining good customer relationships is just as important as having a functioning kitchen. However, in the midst of running a restaurant and managing its finances, restaurant management often forgets to set aside time to learn more about their customers. Customers are the lifeblood of the restaurant industry, and without them, it would fail. So restaurants must provide excellent customer service. This is where a CRM system (customer relationship management) comes into play.
3.1 Customer relationship management (CRM)
CRM is a vital part of running a restaurant since it keeps track of customer information. It can boost revenues by generating repeat sales, and it can boost customer happiness by providing better insights into customer behavior. Every company requires a system for organizing, managing, tracking, and nurturing existing and new customers. The ideal method for restaurants to do this is to use CRM software that is integrated with their ordering system. Customer relationship management software can assist restaurant workers in identifying customer behavior patterns. They are essential for getting to know them on a more personal level and make marketing appropriately. Based on purchasing trends, they can shape future menu choices and promotions. The data generated by a good CRM system is incredibly valuable, and with the right actions, it can help drive sales and increase diner retention. For example, in Simon’s Steakhouse when customer order take away meal, they can get discount from the price or have a gift. With this action the restaurant encourages the customer to take their order online.
Loyalty programs and customer awards are useful strategies at Simon's Steakhouse. Restaurants can enroll customers in a tailored loyalty program by analyzing how many trips they make, how much they spend per visit, and what they frequently eat. This is not only about the customer behavior; it can also be used to send out special offers for birthdays, anniversaries, and other special occasions. So loyalty programs and awards not only benefit the customer, but they also keep them coming back, increasing retention.
3.2 Main types of CRM systems
There are four main types of CRM systems: strategic, collaborative, analytical, and operational. It is really important for the business how to choose the best system.


3.2.1 Strategic customer relationship management
Simon’s Steakhouse is using mostly strategic CRM, which mean the restaurant puts the customers first. It gathers, categorizes, and utilizes data on customers and market trends in order to provide a superior value proposition for them. The restaurant believes customer feedback to be critical to its sustainability. It assists the restaurant in developing a relationship with their customers, which leads to increased their loyalty and retention. 
3.2.2 Analytical customer relationship management
Another effective type used by Simon's Steakhouse is analytical CRM, which provides top-notch services and boosts customer satisfaction, resulting in increased earnings and a competitive advantage. Analytical CRM solutions can help the restaurant save a lot of money, improve customer service, and boost profits by a lot of money. The built-in technologies also aid in the discovery and execution of new marketing strategies, allowing Simon’s Steakhouse to obtain a competitive edge. Data from several channels, such as live chat, phone calls, and face-to-face chats, is collected in one location, allowing for better visibility into customer preferences. 
CRM, on the other hand, has some flaws that must be considered in the restaurant industry. Due to the complexity and conflicts in forecasting and making decisions, as well as the issue of storing capacity, an overabundance of unnecessary information about customers might cause the CRM to fail. Another issue is that CRM cannot function effectively with fewer and new customer data. To be successful, it is necessary to be patient in acquiring additional and historical data; otherwise, the project may fail, resulting in the business losing significant time and money. 
3.3 The Ansoff’s Matrix
Ansoff's Matrix is also used by Simon's Steakhouse because it is a good way to establish strategies for growing the business before digging into specifics, avoiding risks such as overlooking certain ideas or choosing the wrong type of strategy. For strategic planning, Ansoff's Matrix is utilized as a starting point. Rather of delving immediately into a single plan, the matrix guides you through four growth options before getting into the details.
What is Ansoff’s Matrix?
Ansoff's Matrix was created by Igor Ansoff, he was mathematician, business manager, and father of strategic management, to help executives, senior managers, and marketers think more clearly about growth initiatives. By focusing on four growth choices, the framework aids in the development of a product-market growth strategy: According to the Ansoff Matrix, there are four ways for a company to expand its market penetration, market development, product development, and diversification.
3.3.1 Market penetration
Market penetration is a growth strategy in which a business sells existing products into existing markets. A restaurant, for example, may specialize in selling products online and use pay-per-click advertising to drive sales. A market penetration strategy would entail doubling their ad spend on the same pay-per-click ads, with the goal of capturing even more of the market than they are now addressing. The risk is low because the restaurant already knows how existing products sell in existing markets, and you are leveraging existing resources and capabilities.
3.3.2 Market Development
Market development is a business growth strategy that focuses on selling existing products into new markets. Assume a restaurant has carved out a distinct niche next to a specific big box retailer. A market development strategy could include opening new restaurants in new locations near the same big box retailer. The restaurant is not changing the product, but it is increasing revenue by opening new locations.
Lower risk: because the products and services remain unchanged, and the restaurant continues to produce existing resources and capabilities.
Growth potential: they have the opportunity to reposition the brand, test new applications for the product, or expand into new geographical areas, which can translate to faster growth rates or higher profit margins.
3.3.3 Product development
Product development is a business growth strategy in which a restaurant focuses on selling new products to existing markets. For example, a customer products restaurant selling steak and hamburger products may conduct a survey to determine what other types of products their customers are interested in ordering. As a way to increase revenue and expand, the restaurant may then launch a line of healthy products that appeal to the same customers.
Lower risk: restaurant already has a customer base for the new products, and they have effective marketing strategies in place to reach them.
Potential for growth – restaurant may introduce new products with higher growth rates or profit margins than existing products.
3.3.4 Diversification
Diversification is a business growth strategy in which a business focuses on selling new products to new markets. For example, a restaurant may discover that they are overspending on third party delivery. So they may decide to build an own take away delivery operation to reduce these costs.
Vertical integration means that business can benefit from synergies with existing businesses to provide a boost to growth.
Horizontal diversification when new products aimed at existing customers represent a chance to diversify without taking on a completely new venture.
Diversification when introducing new products that are unrelated to existing products and customers may provide greater diversification for the business as a whole.

4. MODEL SELECTION
4.1 Model Selection in Simon’s Steakhouse Restaurant
Simon’s Steakhouse chose strategic and analytical CRM to improve customer relationship, customer support, sales, marketing, customer contact and partner relationships. The restaurant online ordering system has CRM capabilities, so restaurant managers/owners can track orders, sales reports, and customer data all in one place. Simon’s Steakhouse keeps customer information safe because customers want to know that their personal information will be kept secure. To avoid data misuse, the restaurant is using a secure CRM. 
It is critical for Simon's Steakhouse restaurant to get to know their customers. One of the most fundamental aspects of any business is customer relationship management. When CRM is used correctly, customer transactions and interactions are smooth and efficient. CRM plays an important role in successful marketing campaigns and can be of great assistance to the restaurant management when attempting to identify customer purchasing trends. It allows them to keep an updated email list for restaurant marketing automation and helps you keep track of important details about a customer, such as their anniversary or birthday.



4.1.1 Loyalty Programs
Simon's Steakhouse's loyalty program was integrated into the CRM. As a result, the restaurant can provide better deals to its regular customers. The management makes personalized offers to its loyalty members based on information gathered through the CRM. 
4.1.2 Sales trends analysis
The restaurant also analyzes sales trends, which entails tracking KPIs and metrics in real time with the help of a restaurant CRM and receiving detailed sales reports. Look at what customers order, when they order it, and how much they order. They can take positive steps for the future with the help of a detailed analysis of the restaurant's sales trends.
4.1.3 Marketing campaigns
The restaurant creates intelligent, targeted marketing campaigns, which means it has a marketing plan for the target customers based on the information the management gathered from the CRM. This data will assist them in creating marketing materials that will connect with the customers, such as email newsletters and social media promotions. When a restaurant uses CRM data to create marketing programs, it will see results from those campaigns more quickly, resulting in a higher restaurant marketing of return on investment (ROI).
4.1.4 Action motivations
Simon’s Steakhouse motivate actions, which means its CRM can help to connect with the customers outside the restaurant. The marketing tactics that the restaurant use based on CRM data will convert customers into regulars by encouraging them to take an action, such as returning for a visit or using a coupon. Many CRM systems can track and send greetings, discounts, or special holiday messages, along with offers or information, automatically.

5. RECOMMENDATIONS
Everything else becomes easier to navigate when customers are understood, from their needs to their purchasing behavior and preferences. A restaurant cannot decide which menu items to promote, what specials to offer, or even when to open without customer data. Restaurant owners can make business decisions with confidence if they have a solid understanding of the industry and use a proper customer relationship management.
However, problems can arise when CRM consistently has low adoption rates, wastes sales reps' time, and still manages to produce inaccurate data despite all of the time investment. However, in this case, automation may be the answer. It entails using software that automatically captures and logs CRM data as sales representatives go about their daily selling activities. Another resolution is to create the same set of rules and requirements of the data entering for all customers and use different filters or tags to monitor the sources of the coming information. 
Ansoff Matrix market penetration example at Simon’s Steakhouse: 
In the beginning Simon’s Steakhouse only had steaks and steak house specials. Over time, the restaurant began offering burgers and wraps too. Because if four friends want to have a dinner, not everyone likes steaks. What did Simon’s Steakhouse do? They were entering an existing market, where they already were: a restaurant that specialized in steaks and chops. They wanted to introduce an existing product: burgers that everyone likes, so they placed new products in to the menu like melted cheese burger, chicken burger, BBQ and smoked cheese burger and vegan burger. 
Simon's Steakhouse also uses loyalty programs to provide a delightful customer experience; it is an equally profitable move for the food industry working behind the scenes. If the restaurant has a relevant loyalty program, it can point to every pounds spent on marketing and campaigns. What most restaurant businesses do not realize is that these programs are not just about providing discount codes and running promo deals on the mobile food ordering website. Every customer who registers on the food ordering website also enters his or her birth date. These dates can be used to target high-value customers not only by sending them a birthday message, but also by offering them special deals. The customers will feel appreciated, and they will be overjoyed at the prospect of applying that discount deal to their next purchase. In a nutshell, the restaurant does not have to spend any money to wish someone a happy birthday, because the data is already available. All it takes is a little creativity to make someone's day a little brighter, while the restaurant benefits from easy customer retention and future referrals.
A cashback system is also a good method of increasing loyalty through CRM for restaurant data. It means to set up a system to credit these customers' accounts with a small percentage of the order amount for every x number of purchases made via food ordering online portal. Customers will be able to use that percentage on their next purchase. Customers can be also participating in the cashback program by setting up milestones. Assume a 20% cashback offer is available on menu orders after x number of previous orders in the customer's history. Food lovers will have something to work for, and you will be able to streamline your revenue through a well-maintained and monitored system.
Another great idea is the membership cards that customers can use when they purchase in the restaurant. After a set number of transactions, the restaurant offers the customer a free meal or a super discounted deal that would want him/her coming back for more.
Restaurant marketing campaigns are an excellent way to connect with customers after they have made a purchase, and they are ideal for supporting future relationships. When sending emails to customers, it is important to keep in mind that large number of emails can be annoying for the customers. So it is more efficient to keep it humble and friendly to maintain a good relationship with a customer who has already dined at the restaurant before. The key of the marketing campaigns is to keep customers informed about the latest promo deals, whatever food-related updates the restaurant has, or anything special that is going on.
These strategies have a high ROI rate for popular name-brand food restaurants that already have a decent following.
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