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Executive summary
This report has been conducted to reflect the importance of customer relationship management in an organisation. The focus has been provided to the 24/7/365 affair of customer relationship management. At first, the organisational context has been provided on Cisco defining the CRM problems and with internal and external factors and expected benefits of resolving those problems. After that two CRM models have been described and their strengths and weaknesses are to be applied in the organisation. An appropriate CRM model Payne’s Five process model has been suggested for Cisco. Two widely practised marketing theories 7p’s of the marketing mix and Ansoff matrix have also been described on the practices of Cisco to describe the relationship with the CRM and organisational efficiency. Finally, some recommendations have been provided in terms of developing own CRM model
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[bookmark: _Toc121729807]Introduction
Organizations need to adopt different types of management to meet concurrent demands and fulfill future trends. Total quality management (TQM) is one of the popular methods which is adopted in organizations to minimize production waste and defects and discover areas for improvement and establish frequent innovation. Cisco, one of the biggest networking hardware & software organisations in the UK, is ensuring total quality management in its operations. As a networking hardware & software organization, it needs to be involved in continuous purchasing and selling procedures with direct and indirect interactions among customers, suppliers and other external and internal parties. Cisco applies Total Quality Management to sustain the standard of operation in different branches all over the world. But this Total Quality Management is not enough to build a strong and profitable customer relationship management.  For this reason, not only Cisco but also other organisations need to invest intrinsic and extrinsic efforts to better customer relationship management. The superiority of organisations is not only confined to better product collection and diversity in services (Alt & Reinhold, 2020). Improved diversity needs to be ensured in customer relationship management and Cisco complies with this trend very carefully. Cisco operates its business in a highly competitive environment. For this reason, Cisco continuously tries to ensure attention to the customers' demands and queries to establish a 24 /7/365 mechanism as it is one of the most desirable mechanisms that can ensure customer satisfaction and a potential relationship with the organisation. In this report, a statement of the CRM problem to establish an effective mechanism for Cisco will be described initially. The incoming benefits to Cisco by addressing all the related problems of CRM will also be described by identifying internal and external factors subsequently based on organisational context. Critical reviews will be provided on CRM models representing the strengths and weaknesses of each model to provide evidence of more appropriate models to be applied in the organisation. A model will be analysed with proper justification to apply in Cisco to solve the CRM problem. The potential benefits and challenges to solving the CRM problem by maintaining 24/7/365 in Cisco will also be reflected. Two relevant marketing theories will be discussed referring to AI efficiencies. Finally, some recommendations will be provided to denote a more practical solution to the CRM problem.
[bookmark: _Toc121729808]Company context
Cisco was founded in 1984 in the UK as a networking hardware and software organisation. Now it has operations all over the world. More than 80,000 employees are working in different shops at Cisco which has enabled the organisation to draw USD11.81 billion as net income in 2022. Cisco has ensured its diversity by including different product lines such as data center services, routers, security appliances, teleworker & remote connectivity, wireless products, server applications and so on (Cisco, 2022). 
[bookmark: _Toc121729809]CRM problem in Cisco
Cisco serves a lot of customers every day all over the world.  There are some strategies to maintain good customer relationship management in an organisation. But with the advent of modern science and technology, the mechanism of customer relationship management is receiving added dimensions which can ensure more satisfying services to the customers and bring benefit to the organisation.  For this reason, there need to be some changes in the organisation which evolve over time. To provide attention to the mechanism of 24/7/365 in Cisco, there lie some intrinsic and extrinsic complexities. The two types of customers direct customers (large enterprises) and indirect customers (individual buyers) are to be served equally so that uniform CRM practices prevail everywhere. But customers of Cisco and Cisco partners are receiving different treatments paving the way for ineffective CRM. There are some internal and external factors which are posing CRM problems at Cisco.
[bookmark: _Toc121729810]Internal factors leading to CRM problem
Organisational culture: Cisco has operated for more than 37 years in the networking hardware and software industry.  There is an established organisational culture which is observed by all shops in different locations. There are increasing demands to develop customer relationship management which will provide 24 hours services in 365 days. Here a violation of organisational culture may arise. Employees may raise a conflict assuming that they are going to work not as employees but as machine logs of the organisation. This continuous service will require constant responses from the employees which may create complexities in their personal and professional life.  Moreover, the customer-centric behaviour of the organisation undermines the interest of employees and for this reason, the employees can show resistance to changing the existing culture. According to Miremadi & Ghanadiof (2021), due to the diverse locations of Cisco shops, there are some cultural, geographical, demographic and financial characteristics which need to be addressed with separate procedures. So, a uniform organisational culture may not be applied worldwide at Cisco.  This can create scopes of discrimination in the organisation and maintenance of standards becomes difficult. There is another organisational restriction that may arise which is an overflow of systems. The organisation may get involved in software and online processes which may decrease the strength of physical evidence paving the way for altering the established organisational culture of the networking hardware & software industry. For this organisation's cultural issues, Cisco is suffering from developing a more updated CRM system in the organisation. 
Resource complexities: To develop an improved customer relationship management system in Cisco, it requires human resources, financial resources and other infrastructural resources. It becomes difficult for the organisation to estimate the related resources deployment and incoming benefits. Cisco needs to make a team for maintaining customer relationship management with an additional financial allotment that may create a shortage in the budget for other conventional activities (Petrović, 2020). The related benefits from the CRM may not be instant and so, the organisation may face some restrictions to investing in this new system. The employees need to be trained to be educated in using the system which may create delays to manage the customer relationship with existing customers. The organisation may not be prompt enough to arrange all the available infrastructure. For this reason, a parallel implementation may be required there. A parallel implementation of a system indicates the existence of conventional and updated systems at the same time generally incurs added cost. 
System development issues: Adiyanto (2021) opined that a system requires different subsystems to render its best services. Cisco operates with a lot of employees and customers in many locations. It is said earlier that a uniform system may not fulfill the geographical and demographic demands in every location of customers.  Cisco cannot update its system location from location as it may deteriorate the standard of the organisation. So, the ultimate system development of the CRM system is quite difficult for Cisco. It needs long-term and critical analysis to develop the CRM system which will solve the customers' problems by measuring organisational standards. The 24/7/365 mechanism is the most patronized characteristic of any customer relationship management. But the demonstration of such a mechanism may fail if effective actions cannot be rendered to the customers. Turning the whole customer relationship management into a system can create congestion in the online platform by keeping the physical ability underutilized to serve the customers. So, the evolution and measurement of physical services and online services regarding CRM create additional problems to develop an improved customer relationship management at Cisco.
[bookmark: _Toc121729811]SWOT Analysis
Strengths: Cisco has abundant human resources and technological support to build a CRM system.  Moreover, the customer base is wide enough that can create a more comprehensive CRM. 
Weaknesses: Diversified customers and operations create weaknesses for Cisco when collaboration cannot be established between them. 
Opportunities: Cisco can develop new products to attract new customers and increase value for existing customers where they will be encouraged to provide information about their preference to develop those products and services (Grigan, 2021).
Threats: Existing competitors like IBM, Apple, Google and other technology organisations can develop similar products or more developed products where customers are involved to compare and accept specific services. This can lead Cisco to system failure.

[bookmark: _Toc121729812]External factors leading to CRM problems 
Regulations regarding data privacy: To use a CRM in the organization, there need some regulations to protect the data privacy of customers and the organisation. A CRM system will use cookies and track the activities of customers by using social media activities, Artificial Intelligence and Big Data management. Some customers may not be comfortable providing personal information and be tracked subconsciously. Some customers may not use the CRM system to protect their data and this may undermine the effectiveness of the overall CRM system. According to Truong (2020), customers may get diverted to use the services of Cisco as it tracks the activities of customers which paves the way for stereotypes by finding more potential customers and fewer potential customers. A customer-friendly system avoiding organizational interest may not provide the organization with appropriate information thus CRM problems receive eternal existence.
Digital threats to the security system: As the CRM system collects personal information, financial information, geographic information and other related data of customers, the disclosure of the information to unauthorized and unscrupulous hands can create severe threats for the customers. Czopek & Kazusek (2020) stated that their information can be used for criminal activities and this also may encounter financial and personal damage. Cisco needs to provide strong protection for customers' information but it cannot ensure that there will be no stronger digital threat to the system in future. As the threat can create devastating consequences, many customers and stakeholders do not show interest to be part of such a CRM system.
Frequency of change in technological dimensions: According to Czopek & Kazusek (2020), to make the CRM system adapt to global environmental demands, there need frequent changes in the technological dimensions. Frequent changes may improve the system but at the same time, it causes additional cost and complexity. Customers may find it harassing to check the update and become diffident to use the changing platform.
[bookmark: _Toc121729813]PESTEL Analysis
Political factors: Various countries provide specific restrictions to collect information about customers and provide services. This depends on the political relationship among countries very often.
Economic factors: A new CRM requires added cost which leads the finance department to carry out another project that can disrupt the financial flow for other projects. 
Social factors: The extent of services varies from location to location according to the social and demographic behaviour of customers. All the customers of every location do not require the same services which leads to a CRM problem (Matovic, 2020).
Technological factors: There need for another technological team along with infrastructural equipment in Cisco to maintain and develop the CRM system which increases operation flow. 
Ecological factors: Increasing systematic and technological inclusion in interaction creates customers’ reluctance. Many customers prefer to have physical services than online services to reflect green behaviour.
Legal factors: Providing more customized and personalized customer services may be encountered legal restrictions in many countries from place to place.  This creates another problem for the CRM in Cisco.

[bookmark: _Toc121729814]Benefits of resolving CRM problem in Cisco
Improved customer service: Chatterjee et al. (2020) opined that by solving the CRM problems at Cisco, better customer service can be provided. By developing an improved CRM system in Cisco, the customer can be analysed instantly and required services can be provided without asking them about their preferences. This can increase the level of customer satisfaction. Cisco can have a competitive advantage by adopting such a mechanism.
Increase revenue and profit: With the help of CRM, Cisco can provide more customized and personalized services to the customers and can also organize the products in the shops which can create convenience for the customers to find the product. For example, some customers may want to have the products organised based on pricing, some may have the products organised based on features. By analyzing the preferences and measuring the behaviour of frequent customers and potential customers, Cisco can organize the mechanism which will increase sales and revenue and ultimately maximize the profit.
Better customer retention: According to Li et al. (2019), by analysing the customers' personal financial and other requirements and characteristics Cisco can offer discounts and added services to the customers which can make them feel the customers are prioritized. Customers will be encouraged to visit Cisco frequently by having all the expected products and services.
Efficient and effective productivity: By having an improved CRM system in the organisation, Cisco can increase productivity in the organisation by increasing the supplies of more demanded products, employing employees to the segments of potential customers, by including more updated technology to increase customer satisfaction and having the advantage of first-mover adopting the specific technological platform to render customer services etc.
Organized and effective information and communication system: By solving the existing CRM problems, Cisco can be able to organise an effective information and communication system to solve various internal and external problems. Gomez et al. (2020) stated that the required number of employees in different locations, potential suppliers, and replenishment systems can be developed by having the information from the CRM system. A continuous approach may create additional costs but a CRM system can help to generate a system which can create segmentation based on daily or seasonal demands. Even all the customers may not require all services at the same rate every day. CRM systems can inform about the peak hour of demands and thus the organisation can design the overall system to develop customer relationships.
Accurate forecasting and uncertainty avoidance:  A CRM system can tell which product will be sold faster than the other products, which customer will be interested in which type of products, what type of services a customer may require before and after purchasing certain products and so on.  According to Li et al. (2019), this will help Cisco to forecast accurately the supplies of products in different locations which will reduce the uncertainty and reduce the costs of stocks of products.
[bookmark: _Toc121729815]Models review
[bookmark: _Toc121729816]IDIC model
For maintaining customer relationship management in the organisation, there are several types of models. To implement CRM in the organisation, the IDIC model ensures four stages in the organisation which are identified, differentiate, interact and customise.
Identify: It is the first stage of this CRM model which aims to identify customers by collecting their information such as name, age, gender, address, purchase history and so on. This step helps the organisation to develop a basic and primary idea about customers' needs and future trends.
Differentiate: After identifying customers and collecting primary information, the second step attempts to differentiate the information to generate customer segmentation. Customer segmentation is important for an organisation to develop customer relationship management. Customers vary according to age, gender, financial ability and purchasing history. This differentiation step helps the organisation to make clusters based on similar characteristics. Strategies can be developed by measuring the significance of each cluster. Thus, the module of CRM can be easily developed to provide better customer services and ensure organisational profitability (Kumar & Reinartz, 2018). 
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Figure 1: IDIC model of CRM (Researchgate, 2002).
Interact: After segmentation with the help of differentiation in the second step of this CRM model, the third step attempts to interact with the customers with necessary strategies and procedures. In this step, the organisation develops a CRM system enabling technological platforms, pre-purchasing and post-purchasing services, budget-friendly catalogues, discount and sale offers and so on.
Customize: This is the last step of the IDIC model which ensures customisation in the introduction to developing customer relationship management. The organisation interacts with different mechanisms and strategies with the customers, all the interactions cannot work to generate the same results. According to Fader (2020), some added interactions are needed to generate the expected result of the CRM system.  For example, some models of CRM may not be appropriate for customers who are suffering from a disability. To support customers with special needs, there need some added features in the CRM system so that all the customers can be benefited from such a CRM system and the organisation becomes able to develop a comprehensive mechanism to develop customer relationship management.
Strengths
This model is strong enough to develop and improve customer relationship management in any organisation.  Networking hardware & software organizations such as Cisco can use this model as it identifies customers' information and interacts with customers based on segmentation. As it operates in different locations and different nationalities, this model can help organizations to develop a customer segmentation focusing system for customers and the organisation. Moreover, customisation can provide the organisation to adapt to future trends and ensure frequent innovation in the organisation to be updated and reflect competitive advantages in the market.
Weaknesses
The identification process is not a continuous process in this model which is a major weakness of this model. According to Soltani et al. (2018), customers need to be increased day by day for any organisation and for this reason the information collection needs to be updated and a continuous process. But this identification process can create added cost as the segmentation and interaction will also be continuous and these frequent changes will create instability in internal and external environments to maintain customer relationship management in the organisation.
[bookmark: _Toc121729817]QCI model
The Quality Competitive Index model develops customer relationship management in the organisation through three activities such as acquisition, retention and penetration. This model focuses on people in the internal and external environment of the organisation. It generally identifies the organisational ability, situations, strengths and weaknesses. After acquiring all the related information of the organisation, it identifies the best practices which are paving the way for the organisation to generate profit. According to Foltean et al. (2019), the identified practices of the organisation are compared with the desired procedures which can help the organisation to draw more profit from the customers. This model aims to update the existing system by including necessary amendments to generate more dimensions to retain customers. This modern let not obliterate the existing practices of the organisation as it may create deterioration in the organizational standard all over the world in case of multinational operations. Even the existing customers are also focused significantly so that no customers get lost when new customers are being collected. In this way, this model helps to develop customer relationship management. As this model focuses on earlier and emerging issues, strategies are included that work as penetration strategies. Penetration strategy is undertaken when all the variables are existing such as launching existing products in an existing market. Before innovation, this model focuses on practising the existing practices to develop customer relationship management to avoid massive distractions to include more software basis management for customer relationships (Nupus & Ichwanudin, 2021).
Strengths
The main strengths of this model are maintaining the existing system and focusing on innovation. An organisation needs to focus on the existing system initially so that necessary strategies can be taken subsequently. It can also help the organisation to understand whether the organisation needs better customer relationship management or whether the existing system is strong enough to retain customers. QCI model helps to reduce internal and external conflict in the organisation and maintain an organisational standard for a long time in different locations. New strategies are included to retain new customers so no customer feels inferior to others. This can help to improve customer retention in the organisation and this can also help Cisco to retain customers to a great extent.
Weaknesses
According to Shukla & Pattnaik, (2019), the QCI model incurs an added cost for the organisation. This model cannot focus on innovation properly as existing systems are equally emphasized. The parallel implementation arises here which requires financial resources, human resources and other infrastructural resources. There may be an overflow of strategies as from time-to-time different strategies are included in the system. Overflow of strategies can create a distraction as employees may find it difficult to find the appropriate strategies at different times and this may create slack in customer relationship management. Other organisations in the networking hardware & software industry can develop unitary management and this undermines Cisco for having random strategies.
[bookmark: _Toc121729818]Model selection and application
[bookmark: _Toc121729819]Appropriate CRM model for Cisco
Cisco needs such a CRM model which can provide a competitive advantage over all the existing and emerging organisations in the networking hardware & software industry. Payne's five-process model can be one of the most appropriate models to develop customer relationship management in Cisco to ensure 24/7/365. This model ensures five processes to develop a CRM system in the organisation (Payne & Frow, 2016).
Strategy development: Different strategies have been developed that focus on organisational profit and customer satisfaction at the same time.  Before developing the strategies all the existing information is used and new information is collected by using the latest technologies such as artificial intelligence, big data, machine learning and so on.  This can provide the most updated information at a larger range. This can enable Cisco to develop a strategy based on the peak hours in 24 hours, the busiest days in weeks and also the seasonal demand period in 365 days.
Value creation: This model also focuses on value creation. Cisco will be able to select the most appropriate strategy by measuring the value that will be created by the strategy. According to Altay et al. (2022), this will also help Cisco avoid taking random strategies and develop more specific strategies to ensure standard and diversity at the same time. A comparison will be easier based on the value measurement of strategies which will enable the organisation to utilise the resources.
The integration of multichannel: This model integrates multi-channel to develop customer relationship management. Cisco will be able to use social media platforms, artificial intelligence platforms, machine learning, big data and other latest technological platforms to collect information and generate services for customers.
Information management:  If the information cannot be managed, no matter how much information is collected. Mallik & Farhan (2018) opined that this model helps to integrate internal information with external information. Integrated information management helps to identify potential suppliers, potential customers and also potential employees. This can enable Cisco to avoid resource draining. 
Performance assessment: After adopting all the processes to develop customer relationship management, the performance is assessed in the organisation. If the performance does not result according to expectations, necessary amendments are taken. This assessment adopts a 360-degree assessment model so that a comprehensive assessment can be developed and this can help Cisco to generate the most effective model for customer relationships. Both the direct and indirect customers can be benefitted accordingly through the actions.
[bookmark: _Toc121729820]7ps of the marketing mix in Cisco
Product: Cisco has ensured diversity in its product lines. Besides networking, hardware and software items, it sells telecom services, data centre services and so on.  It has become mandatory for Cisco to develop a developed CRM which will be assisted with artificial intelligence, a great platform to provide organisations with the latest services. According to Ramadani, (2020), manual customer relationship management cannot be enough for Cisco as a vast range of customers in different locations is to be managed by this organisation for different product lines.
Price: Customer relationship management can help Cisco to develop the price range based on segmentation. Cisco always ensures the most efficient price range to stay competitive in the market, CRM can enable new designs and a customised price label to increase profitability.
Place: According to Dawes (2018), Cisco operates in different locations. All the shops do not generate equal profits. Based on customer relationship management, Cisco can take the initiative to emphasize the potential places to serve the potential customers.
People: Rather than providing random training to employees, CRM can help Cisco to select the most appropriate method of training which can serve the customers encouraging them to purchase frequently by realising their preferences, budgets and needs.
Promotion: CRM enables organizations to read the customers’ demands, expectations and future trends. Based on all the information, Cisco can promote the products in the potential market and customers can be easily attracted. This can reduce promotional costs and increase earnings.
Process: According to Rapley (2017), CRM can help Cisco identify the best process to attract customers. The appropriate payment system, catalogue system, replenishment system, advertising system, checkout system and other related systems can be developed according to customer preferences and for the networking hardware & software industry, such process selection is quite important to draw added profit. 
Physical evidence: When artificial intelligence is applied in customer relationship management it can reduce the effort of physical evidence. Artificial Intelligence can provide services to customers by providing voice instruction, and manual services to install and update systems. The upgrading system can be highly benefited with the help of artificial intelligence. This can reduce the maintenance cost of the physical evidence of Cisco and more services to a wide range of customers (Dawes, 2018). Both the Cisco and Cisco partners can render services to customers with identical treatment.
[bookmark: _Toc121729821]Ansoff matrix of Cisco
Market development: In this strategy, existing products and services are launched in a new market. Customers are the main source of revenue. When customers will be managed with an efficient mechanism, a market development strategy can enable Cisco to draw more profit from the market by attracting customers significantly.
Diversification: New product is launched in a new market in this strategy of marketing. CRM can enable Cisco to identify potential customers and potential markets by identifying current demand and future trends.  Despite having high risk, Cisco can easily draw profit from this segment with the help of CRM.
[image: ]
Figure 2: Ansoff matrix (Tutor2u, 2020).
Market penetration: Existing products are introduced in the existing market in this strategy. CRM helps organizations to provide more customized and personalized services to the customer introducing differentiation from the available services of existing organisations. Using artificial intelligence, Cisco can provide customers with unique services according to their needs through advertising and other offers (Hassan et al., 2019).
Product development: New products are offered to existing markets to serve customers with added value. CRM can provide Cisco with information on whether customers want new products or not. Based on this information, Cisco can extend its operation by introducing new products in the market.
[bookmark: _Toc121729822]Recommendation
Developing a CRM system has become quite important for Cisco as the demand of customers is changing according to market trends. There are several strategies, models and theories to develop organisational practices to serve customers and build strong relationships. But Cisco should develop its CRM system rather than using established models. All the existing models are associated with risk and weaknesses.  For this reason, Cisco should develop such a model which may include some criteria of existing models but some own invented and developed criteria should be included so that a more effective CRM system can be ensured (Raab, 2019). Amazon, IBM, and Apple are strong enough to render highly customized CRM to attract customers so Cisco should be aware of this to reflect its own excellence.
[bookmark: _Toc121729823]Conclusion
Customer relationship management is quite important for networking hardware & software organisations. Cisco has some internal and external complexities which are paving the way for CRM problems in the organisation. In this report, all the challenges have been described with the expected benefits of resolving those problems. Some model reviews are also provided so that their strengths and weaknesses can be realised to adopt in any organisation. An appropriate CRM model has been suggested for Cisco to ensure 24/7/365 services. Two marketing theories have also been described to connect the relationship of CRM with Cisco. Recommendations have been outlined to develop its own CRM system in Cisco.
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