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EXECUTIVE SUMMARY
The lockdown Imposed by the government during the pandemic has shown that online sales (eCRM) are crucial in business operation, especially in the apparel industry. This report proposes CRM model for online sales for the retailing store (Primark Limited) to build resilience for future business destructions. They used the value chain model, IDIC model, and Payne five process model to underpin and formulate a new model. 
















introduction
The constant changes in the business world today have made organisations face challenges and opportunities. The business world has changed rapidly in technological advancement and changing economic trends in the global market. According to Werner (2007), social, cultural, political, technological, and global forces challenge organisations to redefine their strategies. To survive in the present change of the global market, Primark is expected to compete and go with the trend of the dynamic business world. These changes include online marketing, online advertisement, customer forum, online feedback, and online sales. Changes like these affect the functioning of the organisation, such as organisational commitment and organisational culture. This report endeavours to incorporate online sales into Primark sales operation through customer relationship management (CRM) strategies to improve customers’ experience and engagement to avoid loss of profit in an unseen situation, such as COVID-19 or government regulations that could affect the business environment.
In this report, Porter five forces model and CRM value chain model will be used to underpin the report. The emerging-market quality process is an essential factor that needs to be considered for any organisation that wants to remain competitive in the fast fashion industry—the quality process emphasises what to do and why it should do it. “A process is a high-level requirement, summarising the objectives, specification and required resources, (Weedmark, D, 2019).  It helps business operation, activities to produce desirable output to meet customer satisfaction. It also makes it easy to evaluate the processes and improve efficiency. 
Company background
Primark is a fast-fashion company that deals with babywear, children’s wear, men’s and women’s clothes, beauty, and homewares. This company launched their products into the market in 1969 in Dublin, known as Penney’s store. The Weston family owned the company, and the store was set up by a former Dunnes store worker (Arthur Ryan). Since 1969, the store has remained one of the most affordable all over their stores. Although Primark’s name came to life when the company decided to expand into the United Kingdom mainstream market in 1979, all other opened stores adopted the name. 
Electronic CRM has
become the latest paradigm in the world of customer relationship management, as
modern companies have understood the need to evolve in an environment-sensitive
Manner to succeed with their marketing strategies (Scullin, et, al, 2002). According to Loeb, W. (2021), Primark’s parent company, Associated British Foods (ABF), reported that for the 16 weeks that included last November, and December Primark had a revenue decline of 30% because of its closed stores and the lack of eCommerce. However, eCommerce (eCRM) enables sales activity remotely for the customer and widens the market reach for the company. London stock exchange (2021) assumed that if the Primark stores currently closed remain closed until the financial half-year, at 27 Feb 2021, the loss of sales caused by temporary store closures would reach some £1.05bn. Undoubtedly, the cause of fear of uncertainty and the negative assumption is the absence of eCRM in the sales operation in Primark organisations. Some years back, competitors like Mark and Spencer, H & M, and John Lewis invested heavily in the eCommerce platform to improve the customer service because the customer perception of service quality is critical to improving the customer experience. However, the trends in the modern market globally demand the leading companies to take new competitive challenges, undermining the need to focus on managing customer relationships, and mostly on customer satisfaction as the major way to sustain and maximise revenue (Constantinos, et, al. 2003).
Primark was busy opening new stores rather than following the industry’s sales and marketing trends to build customer relationships to improve its sales. Before the pandemic, its unique strategy seemed to be working for the company because they were making great profit.  However, how long will the company change from conventional brick and mortar to e-commerce to meet customer expectations? Primark will miss the opportunity to deliver an ‘everywhere’ strategy and profitability objectives if they continue with their old strategy, and “other retailers will take their place in the industry” (Natalie Steers, 2013). Traditional transformation isn’t the answer. Sales organisations need a fundamentally new model for rapid change.
 Furthermore, the pandemic has made consumers more demanding for retailers to focus and improve in web and mobile eCommerce through a seamless experience (customer relationship management) to develop the organisation’s quality system. The CRM is convenient and accurate for demographic targets; it effectively collects relevant data to link with customer expectations. The customer behaviours have shown that CRM is the solution to Primark inability to respond to the sales transformation problem. However, it will enable the organisation to identify their customers through shopping history and create a platform for feedback to know their customers’ feelings about their products. An adequately managed CRM system will make a quick way to communicate information about the new product to the consumers, transform the age-old word of mouth into a compelling customer experience, and interact with the customer to share the product with others. 










CRM MODEL 
CRM value chain
The value chain is a model to identify business processes that create a product or service for the customer. It aims to prioritise identified valuable activities for the organisation and develop techniques to build a competitive edge. The CRM value model consists of five stages and activities required to promote a relationship with the customer.
Customer portfolio analysis
This stage of the value chain identifies and analyses customers who create the most value for the organisation. Identifying and analysing these customers will enable the organisation to understand their customer expectations better and build suitable strategies to maximise their lifetime value. 
Customer intimacy
In this stage, the organisation engages with the customer through their information database. At the initial point, the company collects data on the interaction to better understand how to serve them better. This stage forms a basis for customer experience, and, in the long run, it will help the process of customer acquisition. However, the more likely the organisation know its customer, the better chance to remain in the business and have a competitive advantage.
Network development
Network development involves all stakeholders and entities in the value chain, including customer service, suppliers, and investors. The aim and objectives are to use the data collected from customers in the previous stage to inform the process at every network level to integrate the entire work system to optimise the customer experience. 
Value proposition development
This stage includes customer information and data exchange, and you can create value for your target customers. The strategy is to pay less attention to the product to focus more on your service and lower process costs to create more value for the customer.
Relationship management
This is the last stage value chain model, and it manages the customer lifecycle. This process includes evaluating business processes and organisational structure to drive acquisition, retention, and customer development.
Support stage
There are five supporting conditions necessary to implement the strategic processes of the primary stage effectively:
· Leadership and culture
· Procurement processes
· HR management processes
· IT/data management processes
· Organisation design
Creating and developing these processes in the stages will support a successful CRM value chain implementation.
IDIC model
The Peppers and Rogers Group developed the IDIC model as a generic blueprint for implementing CRM in various situations. IDIC stands for the four stages of CRM implementation: identity, differentiate, interact, and customise.
Identify
This stage Identifies who your customers are and develops a deep understanding of what the customer need, want, and purchase behaviours. However, customer data will help to accomplish business objectives.
Differentiate
This stage is where customers are segmented to be able to identify which customers have to the business. This will help to prioritise offers to the most valuable customer.
Interact
This is where CRM applications come to play by interacting with the customers through data exchange. Once this is done, the data will be analysed and categorised. Then, the organisation can develop customer interactions like loyalty cards to encourage customer retention and rewards for a valued customer. However, learning from every interaction will improve future interactions. 
Customise
The customisation comes after documentation of interactions, and the organisation will then analyse the interactions individually to form a basis for one-to-one service. The objective is to make sure customer’s expectations are met individually.





Payne’s five process model
Adrian Payne developed this model, and he identifies five CRM processes which include.
This process in CRM involves rethinking how the process appears to customers and reengineering them to be more customer-centric (Frow, 2005). This process helps to reposition the business by re-strategising ways that will be more appreciable to the customer to acquire new customers and retain the existing ones
Value creation process
The value creation process transforms the outputs of the strategy development process into programs that both extract and deliver value (Frow, 2005). In this process, there are three key elements: determining what value the company can provide to its customer; second, determining what value the company can get from the customer; and lastly, maximising the lifetime value of desirable customer segments.
Multichannel integration process
The multichannel integration process is undoubtedly one of the most vital processes in CRM. However, it translates the output of strategic development and value creation into value-adding activities for the customers (Frow, 2005).
Performance assessment process 
The performance assessment process includes the essential task of ensuring organisation strategies in terms of CRM are delivered appropriately and acceptable standards to form a basis for improvement for the establishment (Frow, 2005). Information management process
Information management must deal with data collection, documentation, analysis, and transformation of data analysis to information. However, the processes can help to evaluate situations 
The strategic development and value creation are strategic CRM, while the multichannel presents operational CRM, and information management is analytical CRM.
MODEL REVIEW
All the above models are relevant to the CRM problem identified in the case study; therefore, a combination of the three models above will form a framework to solve the problem. First, the case study problem is ‘lack of online sales, which has caused Primark to lose £1.1 worth of sales during the lockdown in the pandemic. Therefore, in creating a framework that will be suitable to solve the problem (online sales), some keys must be considered in the process.
· Customer identification. 
· Customer portfolio. 
· Customer interaction.
· Customer behaviour 
In the case of Primark, most of their customers are loyal, but they want a more convenient way to chop most especially during this period of social distance. This formulated framework consists of a strategy development process to ensure online sales and interaction with the customers—first, a customer portfolio to help in collecting customer data. Differentiation of customers is an important step to prioritise customers. Customer intimacy will be useful to form the basis for interaction to understand better who the customers are. To create a CRM solution that will solve the case study “online sales”, it is essential first to develop strategies for online sales. This process is brought from Payne’s five processes. The most relevant value chain model is the customer portfolio because it helps the company build customers’ profiles. Customer profile helps the company understand the needs and want of a customer, which involves the analytical CRM method. Second, customer identification is essential to differentiate their consistency from the occasional customer, which will enable them to prioritise appropriately. Third, multichannel interaction will form the basis for customer experience, leading to customer value. The quality of service rendered in the process could gain loyalty and acquire more customers to increase sales. One of the most crucial parts is monitoring; however, the new CRM system requires performance review to ensure quality service.
Model selection
· Strategy development process
· A customer portfolio is the collection of mutually exclusive customer groups that comprise a business’s entire customer base (Buttle, 2005). All customers cannot be treated the same way because their needs are not equal. When a particular customer patronises frequently, and another patronises occasionally, their preferences are not the same. Then the frequent customer will be given what is called special attention. Based on the customer portfolio, some will receive web services, and others will receive face-to-face service. Applying this process will help the company know customer behaviour and shopping history, enabling the company to re-stock base on the sales record.
  
· Multichannel interaction is the communication channel through different means. The website will have platforms where customers can interact based on their experience with a particular product or service. There will be a page for feedback/review to enable the company to know their feelings about the product and service. Telephone service will also be available for customer care because some people prefer talking to customer care consultants due to their query’s nature and might not be satisfied with online service. Email service is accessible for all customers who prefer to use it, and it will be used for review for the company as well. 

· The value creation process is one of the most critical factors that the customer appreciates through the quality of products and services. The company will ensure that product quality is improved upon so that the quality of the product will not be doubt when shopping online. The website will be user friendly in terms of navigation. All productions will be assessable through a website.





Application
This section presents a model from existing models to transform sales from traditional CRM sales to eCRM to enhance service efficiency for profit maximisation. There is no single right way to develop an eCRM strategy. However, there are only basic elements in ensuring the success of the application.  
Since CRM is all about building and maintaining customer relationships, it is imperative to consider customer feedback and review (Sota, 2019).
 
PROPOSE CRMCustomer identification
Web 
Touchpoints. 
Data collection.
Data transformation. 


Customer portfolio
Data analysis.
Segmentation.
Data management
Value creation.
Quality service.
Quality product.
Customer engagement.

Multichannel integration
Phone call.
Email 
Community platform (facebook, twitter, Instagram and blog).
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According to the case study, Primark has the number of loyal customers. However, the company cannot correctly identify them in terms of their buying power, what they frequently buy, the volume of their patronage, what they want, what they need, and their expectation. In light of this, the first step in creating a CRM model for the sales transformation is as follows
Identification
Customer identification is the first step in setting up a suitable CRM model for the problem (sales transformation). This is a process in accomplishing customer data collection such as name, address, phone number, the social platform handles and purchases history. The aim is to gather as much data or information as possible to understand the customer’s needs better, wants, and purchase behaviour. This stage of eCRM creation involves four steps: website upgrading, touchpoints, data collection, and data transformation.
Website upgrading is needed to accommodate components that will enable the website to perform CRM functions. In addition, the website will be design-friendly for all users, and mobile and other gadgets enabled for easy accessibility anytime.
Touchpoints are the electronic appliances (mobile phone, Ipad, laptop, and desktop) used in accessing the website to register data, make transactions, and interact with other customers and the company. 
Data collection is a strategy applied in the CRM operation method to collect customer data through CRM software to “constitute research into exactly what CRM has to offer the company” (Bergeron, 2002).
Data transformation involves applying a CRM mechanism to transform data collected into meaningful and valuable information for the company. This will be done through the analytical method in sequence to create a customer portfolio. 
Customer portfolio
customer analysis is a critical component applied to examine customer behaviour and purchasing decisions. This technique involves classification used to predict an event even when there is a possibility of two outcomes. This gives a better understanding of individual attitudes towards products and services to be able to create customer value. Voice of customer analysis allows firms to close the loop on customer experience management using customer insights (Sridharan, 2012). 
Segmentation is applied at the end of customer analysis to better understand how and what value they add to the business individually. However, all customer does not have the same value to the business and segmenting the customers will enable the company to prioritise the customer relationship efforts on the most valuable customer. In addition, this process help to tailor interaction will be suitable for each segment for profit maximisation. 
Data management is the practice of collecting, keeping, and using data securely, efficiently, and cost-effectively (Oracle, 2021). this can be applied by using complete volume discovery to analyse all parts of the database in a single process covering factors such as creating access across data tiers and storing data across multiple clouds to avoid data loss. Provide availability and disaster recovery, use data in various Apps, analytics, and algorithms. Ensure data privacy, archive, and security in accordant with government regulation. 

Multichannel interaction.
This is where CRM plan is applied for interaction with all categories of customers through different channels such as phone call, community platform on the website, Facebook, Instagram, email, fax, review platform, and feedback platform incorporated into the website—having many channels for customer widen the opportunity of getting more customers. Applying this process will create an opportunity to engage strategically significant customers by creating a reward platform such as transaction discounts and a loyalty card. Review and feedback platforms are important for companies to improve their service and product quality. The self-service phone call also helps to reduce the numbers of a phone call to be attended to by the customer service agent. Multichannel can also be used for mass email for tracking result of targeted customer.   
Value creation.
This is a strategic application by sharing set of beliefs about putting the customer first (Buttle, 2008). Creating a workable website for the employee and user friendly for the customer, timely response to customer need and query, price, cost effective and efficiency. Value can be created for targeted customer through various channels. Making an employee customer interaction such as assistance during or after sales, dedicated assistance which is the most intimate for customer. An automated service which is more similar to self service but more personalised as it has the ability to identify individual customer and their preferences (Khanlari, 2015).
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