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Executive Summary
Customer service is at the core of everything including long-term competitiveness, yet owing to the impact of Covid-19, the term is quickly changing. The current world pandemic crisis produced by COVID-19, along with changing consumer behaviour, has prompted companies to adopt CRM as a strategic component to improve customer engagement. Even though each company is unique, the essential premise of success remains same. As a consequence, each company depends on strong base of customer relationships.
Within this report, I have discussed about Uber and the shortcomings of the company in terms of CRM. Uber is a well-known taxi company which operates throughout the world. Its products are available in different of American destinations as well as European cities including Rome, Minsk, Lisbon, Turin, and others. Uber is a firm that provides fair pay for workers but also outstanding services to customers.
This report critically evaluates a few CRM models that can be used by Uber to overcome its challenges and will also dictate the most viable approach. To accurately implement either of these CRM models, you'll require CRM solution that integrates your customer data and integrates the work of all your employees. CRM keeps records of your customer information and relationships, so you don't miss out with any important offers or opportunities.
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1.0 Introduction
Customer relationship management is a collection of techniques, approaches, and tools that organizations employ to monitor and analyse the customer interactions and information across the whole lifecycle. The objective is to strengthen customer service relationships, boost customer retention, and increase revenue. CRM systems gather user information using a variety of touch points, or ways of communication, between the customer and the firm, including the company's website, telephone, online chat, email marketing, promotional materials, and social media (Baran & Zerress, 2010).
CRM plays an important role within an organization. To begin with, customer relationship management, also known as customer-centricity, boosts the efficiency of fundamental company functions like sales, support, and marketing. Client-centricity also improves customer happiness, which lowers the firm's switching costs and promotes customer retention. Customer relationship management could be conveniently adapted to meet the requirements of every type and quality of company. Customer relationship management can be used by start-ups, major organizations, and enterprises to improve their marketing, sales, and customer service initiatives (Laketa, Sanader, Laketa & Misic, 2015). 
Within this report I have critically demonstrated a real case CRM challenge faced by an organization and also focused on evaluating various CRM models along with their strengths and weaknesses that can be used to eliminate challenges of CRM. In demonstrating CRM applications, I will first brief about the organization, its operations and how employees are treated within the workplace and then reflect on issues I feel like have contributed to inefficient CRM at the company based on the information gathered primarily from my friend and statistics gathered via viable online sources. After providing sufficient information and critically evaluating available CRM models, the most feasible model that can be used for the context of the firm is also discussed along with how the model can be useful within the organization. Moreover, the application of the model and issues that could occur whilst applying the model to the context of the organization will also be evaluated along with recommendations to overcome such issues and to implement a rigid customer relationship management will be demonstrated through the report.




2.0 Company Context
The company that I have selected in order to critically analyse the CRM and marketing approaches in Uber. Uber Technologies, Corporation is a transportation firm based in the United States. It is headquartered in San Francisco and runs in more than 72 countries and 10,000 cities. Uber's ride-sharing app seamlessly integrates the transportation industry with technology. Uber is successful for a multitude of reasons. It provides for a much more accessible, faster, and far less expensive process of obtaining to a site (Uber Help, n.d.). The firm, on the other hand, provokes a range of mixed feelings. I have personally not worked for Uber but is a customer that uses it and also has a friend who is an ex-employee of Uber. Uber offers to a range of consumer categories with different degrees of services. Uber's budget offerings, such as Uber X, Uber XI, and Uber Pool, cater to budget-conscious clients.
Uber is a platform that connects drivers who drive and deliver with passengers, diners, and eateries. You could use the Mobile application to book a ride in locations where Uber is offered. When a neighbouring driver approves your request, the app will show the driver's anticipated arrival time at your pickup point. Uber can transform every driver into an employee even while allowing employees to work the way they do now, such like beginning and terminating work whenever and however they desire, only accepting trips they really want take, and freelancing for rivals at the same moment (Uber Help, n.d.). 
While Uber seems to be a top firm to work for as per the reputation holds, the real experience could be much more different from what it looks like from the outside. Although tech companies have paved the way in terms of work culture revolution over the last two decades, it's not all healthy staff smiling at one another sipping free, locally sourced coffee. There is much more depth and levels of harassment and discrimination that can somehow be attached to a reputed workplace culture that is experienced internally (Dudovskiy, 2021).  There's no debating that Uber's customers adore it. They are free to hold use of the service's benefits. They enjoy how Uber enables them save money and energy, on top to being convenient. Staff and internal stakeholders, on the other hand, have had conflicting reactions. The organization charges a relatively cheap fee to maintain its customer-centric strategy. Therefore the drivers don't make a lot of money, and it's put a lot of strain on the company's workers to cope with driver dissatisfaction and difficult work circumstances on a daily basis.
Some claim that Uber's brutal attitude was what really brought the business to where it is a multibillion-dollar business with a strong grip on the ride-sharing industry. Although Uber's success is unquestionable, its IPO highlights how enabling toxicity to thrive may harm a corporation's economic prospects in the long term. As the organization operates in a gig economy, there are many strengths and opportunities for the organization primarily the ability to attract more workers to the organization on temporal or freelancing capacities which makes it easier to manage the employees and to execute HRM. However, the gig platforms' approach of conquering the world from domestic policies and standards has gotten tougher to maintain as COVID-19 flips the globe especially the world of work on its head. A main challenge within the organization is its ill management practices and corruption embedded in its culture. Uber's drivers are denied fundamental labour rights such as basic salary and sick pay which show the lack of employee management which often reflects on the customers through its employees. It is clear that this disruption in the organization has in fact influenced the customer relationship management of Uber because it has tarnished the reputation of Uber. (MacDuffie & Schipani, 2017)
As a firm believer of the ability of CRM to change the face of an organization, it is important that the organization introduces a strong CRM approach for the betterment of the organization. As per the information I have received and based on my personal experience as a customer of Uber, it is evident that the company does not have a rigid system to acquire customer complaints and feedbacks. Although there is a rating program where customers can rate their rides, in case of a complaint, there is difficulties in reaching the management of the organization. This is primarily why the corporation is always under criticism, from allegations of sexual harassment to a lawsuit alleging theft of intellectual property from Google (Morshed, Khan, Tanvir and Nur, 2021).
Taken all internal and external changes within the industry and the outbreak of the pandemic, Uber has been facing quite a few CRM challenges and one of them being is being unable to have a direct communication platform for its customers has led to the switching of customers to other similar organizations such as Pick me, GrubHub, DHL etc. which serves better customer relationships or using traditional taxi services because the level of security and integrity is similar thus making customers naïve about the potential benefits of Uber over other substitutes. The next section demonstrates a few feasible CRM models that the firm may use to approach the CRM challenge it faces.





3.0 Models Review
Within this section, a few CRM models that can be utilised by the organization in order to address the on-going CRM issue are discussed along with advantages and disadvantages of each model.
IDIC Model
IDIC model was presented as a universal template for applying in a variety of circumstances. The model aids in identifying what customers demand and how significant they can be to the firm. Identify, differentiate, interact, and customize (IDIC) are the 4 phases of CRM development. Each word represents a stage in the approach. 
The first step of the model is Identify. Since every customer is distinctive, a company should identify them as customers by obtaining personal details. A business must understand who its customers are and then have a deep understanding of them. Since various types of customers have varying needs from a firm, a firm should identify their customers based on criteria such as demographic, lifestyle, and spending habits. When a corporation recognizes its customers properly, it would be able to meet their needs accurately. After identifying the customer, we move on to the second step which is to differentiate. After the organization has segmented its consumers, this must differentiate customers based on the projected value customers will offer to the organization. Focus on long value as well as the immediate value. You'll get a better idea about how much money and effort you must devote to each customer after you've differentiated them.
Once differentiated, the next step is to interact with the customers. After the customers have already been evaluated and categorized, then can design alternatives interactions for people instance, you may give loyalty privileges or incentives to valuable customers and encourage retention and sustained spending. Even though the prior phase involves tailored content, it will only be the foundation of personalizing your technique to satisfy the expectations of your customers. The final stage of IDIC would be to customize your message to the customer according from what you've discovered about them. This implies modifying your offerings or promotions to better match the requirements or finances of the customers (Freedman, 2021). 
The benefit of using the IDIC model is that it allows the organization to gather much data and information in regard to each customer of the firm in order to have sufficient understanding of the customer demands and purchase behaviours. It offers a good context for companies to operate when it comes to customer interaction and exceed their expectations. Adapting the IDIC model is quite an extensive process as it requires gaining customer trust to acquire the information but can be an important element for futuristic decision making. 
Payne’s 5 process model
Adrian Payne and Pennie Frow developed a Five Forces approach that focuses on components along with processes. In efficient CRM processes, this model stresses a cross-functional perspective. Payne's Five Processes Model assists in improving Customer - relationship Management (CRM) that prioritizes customer satisfaction and retention. It includes techniques for creating and maintaining customer connections. The following are the major steps in the process. According to the theory, there are two-man components of this model which are the CRM processes and the key elements of CRM implementation.
	CRM Processes
	Elements of CRM implementation

	 Strategy development
	 CRM readiness

	 Value creation
	 CRM change management

	 Multichannel integration
	 CRM project management

	 Information management
	 Employee management

	 Performance assessment
	


The relationship amongst organizational processes, prospects, and customers is assessed employing Payne's Five Process model. From planning process to analysing customer interaction efficiency, the different procedures apply the entire spectrum of CRM. Each process is interconnected for success, and every process sustains itself as well as other activities (Thakur and Chetty, 2019).
Payne's Five Process model focuses on helping a corporation to gather, manage, and utilize customer details to gain insights into consumer behaviours. It aids firms to develop appropriate marketing strategies and improving value propositions. The strength of this application is that it can help the company to develop feasible CRM strategies that will encompass all related departments and will also provide guidance on how to efficiently implement the appropriate strategy which will be beneficial. However, it is a lengthy process that consumes a lot of time and effort.
Customer Relationship Value Chain Model
A value chain is indeed a way to recognize all the activities, procedures, or steps that would go into generating outcomes from input. These outcomes are provided to a customer at the value chain's completion. This model's main objective is to guarantee that company develops long-term, mutually advantageous relationship with key customers. Customer portfolio analysis, Customer intimacy, Network development, Value proposition creation, and Manage customer lifecycle are the key steps of the CRM value chain. The initial stages contribute in the analysis of a client's tendencies, as well as engagement with the customer in order to develop a connection. After the relationship has been formed, give customer services and benefits both the client and the firm, and ultimately, keep the relationship going. CRM will only be productive if the customer is satisfied with the firm's offerings (Olla & Patel, 2002).
This model can be exceptional in the context of the firm because you'll discover out which behaviours add its most value to businesses as well as how to improve your operations so that you can effectively achieve your business goals by using this CRM model.

4.0 Model selection
With regards to Uber Inc., the model that can be considered as the most feasible option is the IDIC model. Uber as a service-based business has primarily focused on expansion and acquiring more drivers to join with the team and shows less interest over creating a healthy relationship with its customers because they are just considered to be revenue generators of the firm and not as a primary stakeholder. This is the main reason for most customers to look for other substitutes for Uber.  This model assists in the gathering of information about customer requirements over the lifetime of an individual, as well as the analysis of customers’ expectation and the worth to the organization, which might help Uber establish better one-to-one customer relationships. 
Since the industry Uber operates in is very competitive and can have high number of potential competitors in the future, it is important that Uber takes necessary actions in order to retain its existing customers as much as it attracts new customers and for this CRM is crucial and strong CRM can be successfully initiated if Uber uses the IDIC model. I strongly believe that Uber should adapt a CRM model as quickly as possible because as the Uber’s vision supports, reliable and convenient transportation and dedicated service (Business Strategy Hub, 2022) will be merely a trick of marketing and this will create a gap between the communicated message and the actual quality of service provided by the organization, thus creating distrust among the customers which will not only tarnish the reputation of Uber but will also provide a competitive advantage for its competitors as customers will look for better services that meets their expectations and demands.
In theory, applying a new CRM model to an existing organization is quite challenging as the customers are already familiar with the brand and have already developed a though or perception in regard to the firm based on its prior activities. This perception or reputation is rigid and can be difficult to turn around unless the brand makes a fresh start or make some drastic internal changes and in the case of Uber, which can be to reconstruct the organizational culture. However, the silver lining here is that customers are still very loyal towards Uber and have more of a positive demeanour towards the company. Thus, before applying, the company should promote the corporate cultural changes they are planning to or have already made in order to allow the customers to recognize that the brand is making an effort to make changes and to provide better customer satisfaction through the creation of customer relationships.

5.0 Application
Applying the IDIC model to the Uber Corporation is not an easy task as the business is large scale and has a rigid corporate culture and structure as well as a reputation with mixed reactions it holds in the business world. However, in order to have success and competitive advantage in the future, it is important that Uber takes actions to implement this model in its workplace.  Firstly, it is evident that the on-going CRM approach of Uber provides rewards to its customers through the rating scheme and also through the level of use. However, when it comes to communication, there seems to be a huge gap which has limited the capacity of customers to bring in their feedback or issues back to the management of the company. The company takes less effort in having a two-way communication platform for the customers and by the managerial input; they do not seem to consider customer feedbacks important as long as rides are being booked. A clear issue here is the lack of managerial conduct to ensure that customers are heard because through the way they treat their employees, it is clear that there is autocracy embedded in the organization which has led to the deterioration of organizational success. 
The table demonstrates the market share of Uber, and it is evident that the market share has reduces over the period of 2015 to 2021. Thus prior to the initiation of the IDIC model, Uber has to fix its internal problems that have led to the current situation of the company which was worsened through Covid.Figure 1(Source: Dean, 2021)

When applying the IDIC model to the Uber Company, the first step is to identify the customers that the CRM approach should be dedicated to. In this situation, it is quite crucial for ride booking customers and customers that use Uber eats to have a communication platform. It is important to identify who the regular customers of Uber are, the ratings provided by riders in regard to customers and all the spending habits and determine who the most important customers are and ensure that after sale services and a feedback platform is specially initiated and dedicated to such customers. Next is to differentiate the customer requirements. Using just one communication platform is not sufficient for a multinational like Uber. Also, not every communication platform will work for all customers. Thus, it is required that Uber identifies the type of customer and integrates communication efforts according to the expectations of the customers. For example, a regular customer would prefer an email-based clarification while a new customer may look for an over the phone approach. Thus, differentiating is very important.
The third step which is where there is a gap found in the organization and therefore Uber has to dedicate effort to interact or engage with its customers as a firm in order to induce customer satisfaction and to ensure that they stick with the brand. Finally, customization of the approach should be available. The communication should be personalised based on the issue or competence of each customer and Uber has to train their employees and enhance their CRM systems to customise to all needs of customise. 
Although application of this model can be tricky, if applied properly, Uber will be able to revolutionize its CRM and will be able to gain a competitive advantage through customer retention within the competitive rental transportation industry. It will reconstruct the slightly tarnished reputation and will also increase efficiency which is what Uber needs right now.


6.0 Recommendations
By using the IDIC model, Uber will be able to identify and interact with its customers in a better manner and thus will enable better customer loyalty and retention towards the company. However, it is not an easy process when done. Thus, it is important to prepare and execute the initiation properly. Thus, firstly Uber should clearly specify the target customers of the company and then synchronize the customer details with the objectives of the firm in order to ensure that the CRM strategy will be successful and viable. Moreover, make customer service more personal to the greatest extent possible in order to assess the requirements of every customer. The issues that customers face can be different thus it is critical to customize the service accordingly rather than using a one size fits all approach. Another recommendation I would provide is to be integrated different approaches of CRM such as face to face, over the phone and email. Since Uber is a multinational firm, face to face CRM is a challenge thus opening phone, email and online interaction mechanisms can help build trust and convenience for customers and will also show that the company is moving beyond the negative claims and trying to make a change in their internal and external operations in such a way that it would satisfy all stakeholders of Uber.

7.0 Conclusion
Each element of a company depends on customer relationship management. It shows the entire customer life cycle across the journey, not just customer support. When organizations establish a positive relationship with every customer, firms are more likely to identify their customers' wants and needs and to satisfy them effectively. Establishing long-term customer relationships is essential for businesses and it allows the brand to stand out from the rest and increases customer reasons to feel deeply attached to business. It helps to determine consumer expectations and the benefit they provide to the business. 
Within the report we discussed about the shortcomings of CRM at Uber and various models that can be used to eliminate these shortcomings. Out of many models, the IDIC model is an excellent way to discover and use your customers' needs as a framework as to how you engage with them and by initiating this model, Uber Inc. will be able to have better customer relationships despite the other challenges the organization faces internally and externally because of internal and external factors such as Covid 19.
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