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[bookmark: _Toc102132623]Executive Summary 
This report has focused on various sections. These are the introduction, company context, models review, model selection and recommendation and conclusion. Under introduction, the importance of quality processes and CRM, potential bottom-line benefits of excellent customer experience and road map are included. Under the company context, a brief description of the company, SWOT Analysis, PESTLE Analysis and factors affecting customer requirements and organisational requirements are included. Under models review, Payne's Five Process Model, CRM Value chain, Ansoff Matrix and Porter's five forces are included. Under model Selection, the advantages, disadvantages and company evidence of the CRM Value chain are included. Later recommendations and conclusions are included. 
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[bookmark: _Toc102132624]1. Introduction
[bookmark: _Toc102132625]1.1 Importance of quality processes and CRM
The quality process of any organisation is under quality management. This is the process with the help of which superior quality is managed and ensured among the customers of the organisation. A better place can be created to work with the help of quality management. The unnecessary processes are removed with the help of this management, where the time and effort of the employees are wasted (Pivoinenailspa.co.uk, 2022). A benchmark is set by Pivoine LTD with the help of quality management, where standards are raised. The employees of the organisation are provided with ongoing training where the new employees receive training from the seniors while working. Through this practical training, the services provided by them are of superior quality. 
CRM is the process with the help of which effective relationships with the customers are maintained. This can be by establishing effective communication, supporting the community, providing various discounts, increasing the goodwill of the company, etc. It becomes an issue to retain the customers of Pivoine LTD through competitive prices (Pivoinenailspa.co.uk, 2022). This is mainly because of the rise in competitors in the UK nail salon market. However, the company has focused on two major factors under their CRM so that the customers can be engaged. These include opting for customer engagement through social media and providing discounts to the customers to attract them.  
[bookmark: _Toc102132626]1.2 Potential bottom-line benefits of excellent customer experience 
The bottom-line benefits of Pivoine LTD for excellent customers experience are as follows: -
	Factors 
	Benefits 

	People 
	The CSR of the organisation ensures that all people in society deserve equal care for their nails. They ensure that no cuticles are deprived of treatment. They provide the services at a low cost so that everyone can use their services (Pivoinenailspa.co.uk, 2022). They also ensure that no extra cost is charged for manicure and pedicure facilities. 

	Planet 
	It is the duty of every organisation to ensure that their activities and operations do not harm the environment where they are working (Pivoinenailspa.co.uk, 2022). With the growing health-consciousness of the people, they have focused more on providing natural and organic treatment so that their nails remain healthy. This is the major demand of the customers that have been focused on them. 

	Profit 
	It is the major objective of any organisation to be profitable within the market. For this, effective measures have to be considered by every organisation. Pivoine LTD ensures that they tend to remain profitable by providing good quality services to its customers (Pivoinenailspa.co.uk, 2022). However, lost cost becomes an issue for attracting and retaining customers. It is necessary. 


[bookmark: _Toc102132627]1.3 Road map
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Fig 1: Road map
(Source: Author)
This report has been divided into six sections. These are an introduction, company context, models review, model selection, recommendations and conclusion. In the introduction section, the importance of CRM and quality process have been highlighted along with the bottom-line benefits of excellent customer experience. In the company context section, a brief introduction of the company has been provided. The internal and external environment has been analysed with the help of SWOT and PESTLE analysis. Other factors which influence the organisational requirements and customer requirements have also been outlined. In the model's review section, the four models, namely the IDIC model, CRM Value chain, Ansoff Matrix and Porter's five forces have been presented. In the model selection section, the appropriate model selected with its justification has been stated. In the recommendations section, various strategies have been suggested with the help of which the CRM issues of the company can be mitigated. Finally, the report has been concluded with the conclusion section. 
[bookmark: _Toc102132628]2. Company Context
[bookmark: _Toc102132629]2.1 Brief description of your chosen company 
Pivoine LTD is a private limited company which is majorly a nail salon. The company is situated in the United Kingdom. It was incorporated on June 28 2016 (Pivoinenailspa.co.uk, 2022). It operates in the personal care service industry of the UK. The company earns a sales of $190,820. There are three employees in the outlets in the UK. The company is open for seven days, from 10 am to 7 pm (Pivoinenailspa.co.uk, 2022). No excess costs have to be paid by the customers for pedicure and manicure services. The clients are valued by the organisation. High-quality services are provided by the company so that standards are raised. The appointments for the services can be booked over the phone or via their website. 
[bookmark: _Toc102132630]2.2 SWOT Analysis 
	Strengths 
· Good customer services
· Strong knowledge
· Large ranges of products
· Low costs of products 
	Weaknesses 
· Poor marketing strategies
· Lack of trained experts 
· Limited services
· Small place 

	Opportunities 
· Good internet opportunities
· Nail treatments
· Booking through online 
· Strong market growth 
	Threats 
· Competition 
· Covid-19
· Lack of brand recognition


Strengths
The major strengths of the company are good customer service, strong knowledge, a large range of products and low costs of products (Pivoinenailspa.co.uk, 2022). The customer service of the company is superior. Due to this, customers can be retained within the organisation. Effective communication is established with the customers of the organisation. There is a wide range of nail polish options that are provided to the customers, which mostly attracts customers. The company also offers nail treatment facilities such as pedicures and manicures (Pivoinenailspa.co.uk, 2022). The company acquires a wide range of knowledge with the help of which market trends can be evaluated by the company effectively within a short span. The costs of the products are also low. Through this, the customers prefer Pivoine over other competitors. 
Weaknesses
The major weaknesses of the company are poor marketing strategies, lack of trained experts, limited services and small places. The marketing strategies of the company are very poor. Due to this, the company does not have much recognition in the market (Pivoinenailspa.co.uk, 2022). This has highly impacted the company. The sales are also low due to this weakness. There are also very few skilled experts. Due to this, the quality of the services is sometimes hampered. Even if there is demand for the service, the supply cannot be made effectively. The office space is really small (Pivoinenailspa.co.uk, 2022). As a result, many services cannot be conducted within the organisation. Only limited services are provided by the organisation. 
Opportunities
The major opportunities for the company are good internet opportunities, nail treatments, booking online and strong market growth. The internet is very stable in the UK (Pivoinenailspa.co.uk, 2022). As a result, the company can make a good opportunity by mainly focusing on its online bookings. Most of the bookings are received by the company through online bookings. Nail treatments such as pedicure and manicure treatments are also offered, which mainly attracts the customer (Pivoinenailspa.co.uk, 2022)s. With the increase in the growth of the nail market, many customers now prefer taking care of their nails through these treatments. With the usage of the online business, most of the sales are gained through this. 
Threats 
The major opportunities for the company are competition, covid-19 and lack of brand recognition. The nail salon market in the UK is very competitive. There are various renowned competitors of the company in the market. A tough competition becomes an issue for the company to retain the customers within the company (Pivoinenailspa.co.uk, 2022). With the impact of Covid-19, the company has been mostly running out of sales since it is a luxury service which was mainly avoided by people in this pandemic situation. The company also does not have much recognition in the market since it is a new company. 
[bookmark: _Toc102132631]2.3 PESTLE Analysis 
	Political factors
· The UK has a good relationship with the US, with the help of which the company can also establish an effective business in the US in future. It can effectively opt for internationalisation (Clulow et al. 2021).
· The politics of the UK is very unstable. Due to this, it can become an issue for the company to set up its business effectively. The support of the government might not be gained by the company. 
· The UK government has recently launched the austerity plan. Through this (Clulow et al. 2021). Higher interest rates have to be paid by the company to operate in the UK. 
	Economic factors
· The beauty market in the UK is relatively higher than in other nations. From a survey, it was observed that an increase of 50 per cent was seen in the beauty market of the UK. Through this increase, the sales of the company can also increase.
· The UK is the sixth-largest country in the world. The GDP of the company was 2.71 lakh crores USD (Cammies et al.2021). From this, it can be stated that the expenditure rates of the people are high in the UK. Through this, the people will tend to spend more on luxury services, thus increasing the profit of the company. 
· The unemployment rate in the UK is 3.80 per cent in the UK (Cammies et al.2021). Due to this, it can become an issue for the company to get cheap labourers since most of the people are employed. 

	Social factors
· From the 2010 Survey of Hours and Earnings, it was witnessed that the median income of the female gradually increased in the UK. With the help of this, the females can spend more on their personal carte and thus increase the sales of the company (Barber, 2021). 
· The UK is often considered to be one of the most fashionable countries in the world. Through this, nail arts have become a trendy fashion in the world. Most customers tend to invest money in designing their nails. Through this, the company can increase its recognition and sales in the market (Barber, 2021). 
	Technological factors
· The UK is one of the most technologically advanced economies in the world. Due to this, all the technologies that will be required by the company will be easily available in the economy. 
· 19.2 million households enjoyed the benefit of internet connection in 2012 (Badi et al. 2021). Due to this growth on the internet, it was possible for the company to set up its online business. With this growth in internet availability, the company has witnessed an increase in its online bookings through its website.

	Legal factors
· If operating in a nail salon, the major focus should be on health and safety. Within the criminal law, health and safety are included. If health and safety are not maintained within the business, it can create various issues, such as the closure of the business. The Control of Substances Hazardous to Health Regulations 2002 has to be effectively followed by the company (Stevenson,  n.d.). 
· According to The Supply of Goods and Services Act 1982, the company has to ensure that reasonable skill has to be provided by the company at a reasonable price (Stevenson,  n.d.). 
· The Business Protection from Misleading Regulations 2008 has to be maintained by the company where any misleading advertisements cannot be posted by the company, which may deceive the rivals. 
	Environmental factors
· In nail enhancement applications, a monomer is used known as Methyl methacrylate (MMA). However, the use of this product is banned in nail salons since it can create serious issues such as nail loss, blisters, asthma, respiratory issues, etc., among the people in the UK (Pan et al. 2019). the company has to ensure t6hat this product is not utilised by the company within its salons.
· To ensure that the chemicals in the air are not realised, Acrylic contaminated materials should be sealed in a bag before disposal. Cotton wools and gauze pads also have to be sealed properly so that they do not cause any infection among the people visiting the salon in future. 



[bookmark: _Toc102132632]2.4 Factors affecting customer requirements and organisational requirements 
The major factor that has highly impacted organisational requirements and customer requirements is Covid-19. With the emergence of the coronavirus, not only Pivoine, most the companies have witnessed severe losses (Vu, 20220. With the crisis of COvid-19, the industry has been widely impacted. The organisation has witnessed impacts since the range of customers reduced at an alarming rate since, with limited income, most of them refrained from luxury products and services. 
[bookmark: _Toc102132633]3. Models Review
[bookmark: _Toc102132634]3.1 Payne’s Five Process Model
This comprehensive model under the CRM strategies of the organisations was developed by Adrian Payne. The five core processes are included within the Customer Relationships Management CRM by Payne. These are the information management process, multichannel integration process, strategy development process, performance assessment process and value creation process (Ledro et al. 2022). Within the CRM, operational Customer Relationship Management CRM, these core processes are included. For Customer Relationship Management, a strategic model or framework was introduced by Payne. These are Performance Assessment, Multichannel Integration, Strategic Development, Information Management and Value Creation. 
The business strategy is integrated from the consumer strategy and angle of the organisation with the help of the strategy development process to the way the organisation communicates and selects customers (Srivastava et al. 2018). The value that can be developed by the firm from its customers and the benefits that can be enjoyed by the firms are stated under the value creation process. The physical and virtual channels are included in the multichannel integration with the help of which the strategies are communicated by the firm. 
The major objective of any organisation is to ensure that the experience is shared and uniform through the channels seen contacted. There are various back and front-office applications, data repositories, analytical tools, and IT systems included in the information management process (Ledro et al. 2022). As a result, the visibility of the systems can be accessed by the company through these. Customer satisfaction and standards are determined through this. Strategic monitoring along with performance analysis can be done with the help of this. 
[bookmark: _Toc102132635]3.2 CRM Value chain 
A Customer Relationship Management CRM value chain has been provided by Buttle, which consists of five major steps that have also been presented by Payne. This is mainly used because the implementation issues are considered under this method. Insights into business are provided by the value chain model of Customer Relationship Management so that the CRM strategies can be implemented and developed (Gallardo et al. 2018). This model was developed in 2004 by Francis Buttle. The external and internal processes of the organisation can be integrated with this value chain model where value for the customers is created at a profit. Both in business-to-customer (B2C) and business-to-business (B2B) types of business of all sizes, this model can be applied. 
The long-term association chances can be understood with the help of this model. The level of connection of the customers with the organisation can also be assessed through this. The networks can also be established, and value propositions can be created through this. The cycle of customer management can also be managed with the help of this (Ghazinoori et al. 2020). A long-term association can be created by the organisation through culture so that the needs and customers can be identified and through document work and data so that the IT processes can be used to track the needs of the customers and a positive relationship can be established with the people. 
[bookmark: _Toc102132636]3.3 Ansoff Matrix 
The four generic growth strategies recommended by Ansoff Matrix are –
· Market Penetration
The products of the company are used in the existing market under the market penetration strategy. The market share of the firm can be aimed with the help of a market penetration strategy (Dawes, 2018). There are various ways with the help of which a market penetration strategy can be adopted. To attract new customers, the prices can be decreased under this strategy. The distribution and promotion efforts can be increased with this. The same marketplace as the competitors can also be acquired.
· Market Development
A  new market can be entered by the firm with its existing products with the help of a market development strategy. New customer segments and geographic regions can be converted by the company with the help of expansion in the new market (Khajezadeh et al. 2019). If the proprietary technology owned by the company can be leveraged into a new market, maximum benefit from this strategy can be gained. This strategy can become most successful when not much deviation is witnessed in the consumer behaviour in the new markets from the customers that exist in the markets and when the potential customers of the company are profitable in the new market. This mainly arises when disposable income is possessed by them (Khajezadeh et al. 2019). There are various ways with the help of which a market penetration strategy can be adopted. These are when different customer segments are catered to, regional expansion is being adopted by the company and when international expansion is intended by the company. 
· Product Development
A new product is introduced by the company in the existing market with the help of a product development strategy. Extensive development, expansion and research of the product range of the company are included in this strategy (Dawes, 2018). When a strong view of the current market is acquired by the company, this strategy can be utilised by the organisation. The needs of the existing market can be met with the help of innovative solutions. There are various ways with the help of which a market penetration strategy can be adopted (Dawes, 2018). These are when to develop new products, investments in R&D are made to cater for the existing market when resources are merged, and the products of the competitors are acquired so that the needs of the existing market can be met through the new products and when to gain access of the brand or the distribution channel of the partner, strategic partnerships are formed with other firms. 
· Product Diversification
A new product is developed by the company to enter a new market under the diversification strategy. There are many risks related to this strategy since both product development and market development are included in them (Khajezadeh et al. 2019). However, if this strategy can be implemented successfully by the company, increased revenues can be enjoyed by the company. 
Among all of these strategies, market penetration is the major strategy that can be used by the company. Under this, the existing products of the nail salon will be used to market in the existing market. The prices of the products will; be relatively low under this. This is mainly because of the increase in the competitive prices of the company. 

[bookmark: _Toc102132637]3.4 Porter's five forces
	Forces 
	Analysis 

	Rivalry 
	Rivalry or competition is a high force faced by the company. With the help of this force, the company can face serious issues. There are many competitors of the company in the UK. Through these competitors, major customers of the organisation are lost. The major competition is received by the company due to its brand recognition (Kuan et. 2019). Since it is a new brand, the customers prefer its customer with a strong presence and recognition in the market. The major competitors of the company are Mad About Nails, Townhouse Harrods, Lacquered + Stripped, Shian Nails, etc. It is essential for the company to opt for a competitive advantage to strive hard against the competition. 

	The threat of new entrants
	A low force from the threat of new entrants is faced by the company in the UK. This is dependent on several factors. These include higher costs of entry. A lot of research and costs are required to purchase the machines used in nail salons. This is the major reason why most companies tend to avoid entering the personal care service (Lamplugh et al. 2020). The actual manufacturing process and development and research are required by these companies. The excess funds and resources are often lacking in small organisations. So they do not enter. This becomes an advantage for the company since the company will not face any new competition in the future. 

	The threat of substitute products 
	The company faces a high threat of substitute products. With the increase in the number of competitors in the market, substitute products have also increased. There are various home kits that are available by other companies where the customers can themselves do manicures and pedicures at home (Kuan et. 2019). Through this, the demand for nail salons gradually decreases. The company has to ensure that new products are provided by the company whose substitutes have not been introduced in the market. The growth and demand of the company have highly deteriorated with the increase in substitute products. 

	Bargaining power of the customers 
	The company faces a high force from the bargaining power of customers. The cosmetic has high bargaining power with customers. This is mainly because of the high availability of nail salons and increased competition in the market. There are many substitutes for the companies in the market  (Lamplugh et al. 2020). If the bargaining power of the customers is not supported, they can easily shift to other competitors in the market. The organisation has to ensure that the needs and demands of the customers are maintained so that they can be defined within the company. As a result, the prices of the products and services of the companies have to be kept relatively low than the competitive prices. Through this bargaining power, the customers will not be dissatisfied, and they can be easily retained by Pivoine LTD.

	Bargaining power of the suppliers 
	The company faces a high force from the bargaining power of suppliers. There are various suppliers of the company who provide necessary products to the nail salons. This is mainly because of the large supply of diverse products and the high number of market players in the market. Both the small and large scale manufacturers provide the supplies that are required by the company (Kuan et. 2019). The power to influence the competitive prices can be acquired by the consumers through huge supply in comparison to that of the suppliers. The UK has mainly suppliers of the products of the company. Due to this, the bargaining power of the suppliers might not be supported by the company. The company will gain respective suppliers due to an adequate number of suppliers in the market. 




[bookmark: _Toc102132638]4. Model Selection 
The company can use the CRM Value chain so that effective customer relationships can be established by them. 
[bookmark: _Toc102132639]4.1 Benefits
There are many advantages that can be gained by any company with the usage of CRM value chain analysis. With the help of this, the customers can be identified effectively so that they can be targeted for establishing effective communication. This can also become a competitive advantage with which the profits can be increased. When an effective relationship with the customers is built, they tend to be satisfied. When the customers can be satisfied, the profits of the company can also be increased (Gallardo et al. 2018). This will ensure that the products based on the needs of the customers can be customised so that the customers will increase and profits will maximise. 
[bookmark: _Toc102132640]4.2 Challenges
Though there are many advantages of CRM Value Chain Analysis, many disadvantages can be gained by the company. The micro details of the company are focused too granularly by the company. Due to this, the wide strategic views are often missed by the company. The overall view is being avoided by the company, which often leads to misleading the major objective of CRM (Ghazinoori et al. 2020). The major objective of the CRM Value Chain Analysis is to increase efficiency in each area where the company operations are evaluated from segment to segment. However, when each activity is linked with one another in the chain, a poor outcome can be observed from the value chain. The actual activities and their interrelation can be missed out broadly through this analysis. 
[bookmark: _Toc102132641]4.3 Company evidence 
Unilever is one such company which widely uses CRM Value Chain Analysis. With the help of this, the company ensures that a strong and loyal relationship is established with a wide customer base. These include communicating with the customers, providing necessary discounters, opting for good customer service, etc. The company ensures that real-time customers are surveyed across all channels, and campaigns are run to capture the customer data with the help of the CRM Value Chain Analysis (Sun et al. 2018). It also becomes easy for the company to target the customers effectively through which the sales of the company can be increased. However, Pivoine also had to face various issues during Covid’19. Sanitisation and hygiene was the major demand. Often fights were engaged between the customers since social distancing was not maintained by the customer. This created a poor relationship with the customers. 
[bookmark: _heading=h.3tnv17s7e37h][bookmark: _Toc102132642]5. New Situation 
After the impact of Covid-19, the situation was  a bit lenient. many restrictions were removed. Due to this, there were not many rules within the nail salon. The needs of the customer should be considered. Masks are no longer compulsory within the nail salon which was the major demand of the customers. Through the adoption of their needs, customer satisfaction was gained by the company. 
[bookmark: _Toc102132643]6. Recommendations
The recommendations that are given to the company to increase its sales of the company are as follows: -
· The company should widely focus on CRM, which the company highly lacks. Though the company has a website and social media accounts with which the customers can communicate, it lacks in maintaining an effective relationship with the customers. The company has to ensure that they have active participation in the social media accounts where daily posts can be posted. Through this, the customer can be attracted, and effective communication can also be established. The company should also focus on its advertising strategy. This is because, through this, brand recognition can be earned by the company, which will increase the interest of people in communicating with the company. 
· The company should also focus on competitive advantage. The organisation has to ensure that rare facilities have been provided by the company with the help of which it can compete with the competitors of the company. However, reducing the prices is not the only option. The company can increase its portfolio so that many new services can be introduced. Through this, customers will be attracted. The company can also use new locations so that people can avail of them more. Through this, the sales of the company will increase, and brand recognition will enhance. The company can also hire more trained professionals so that supply can be appropriate based on the demand of the product. 
[bookmark: _Toc102132644]7. Conclusion 
This report has mainly focused on the CRM utilised by Pivoine LTD. It is a nail salon operating in the UK. However, the major issue faced by the company in CRM is retaining the customers due to the increase of competitors in the market. To mitigate this CRM issue, various models have been suggested here. Amongst these, only the CRM Value Chain Analysis has been selected by the company since the customers can be retained by providing an effective competitive advantage to the organisation. The benefits and constraints that can be faced by the company while utilising this model also have been stated in detail. 
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