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[bookmark: _Toc107796835][bookmark: _Hlk121591758][bookmark: _Toc121859961]Background
The Flow Telecommunications firm is the primary service provider in St. Vincent and the Grenadines, with its headquarters in Kingstown, the capital city, and four branches throughout the country. Regarding FLOW St. Vincent and the Grenadines, the company wants to provide the most comprehensive range of telecommunications services in the region. Services comprise a total transformation of service delivery, including the introduction of its new concept retail shop designed to offer customers a novel and enhanced experience with all the bells and whistles.
Flow is the dominant provider of telecommunications services in the majority of our Caribbean markets. Customers are and will always be its primary emphasis. The company's success begins and ends with its personnel. The company's customers have made it stronger, faster, and smarter, and it will continue to innovate in order to provide a breakthrough customer experience. The mission of Flow Company is to empower communities and promote growth by making technical resources available to all residents, so enabling them to achieve their goals and fulfil their full potential. The management and personnel are dedicated to client service. Customers and employees are our primary concern.

[bookmark: _Toc121859962]Executive Summary
In 2020, the COVID-19 outbreak has significantly impacted numerous businesses, including the telecom industry. However, as stated in the introduction, this study focuses on the strategies of these three operators prior to the coronavirus outbreak. The pandemic will probably necessitate some modifications to the operator tactics and strategic management of Flow Company.Therefore, FLOW should be aware of the challenging market conditions and have a solid plan in place in which the offered products and services, internal operations, and external communication all align with its strategic objectives. The classification of Flow's strategy is based on a review of its consumer and business client offerings and the most recent investment papers. Global telecommunication markets have been altered by modern communication technology.
[bookmark: _Toc121859963]Introduction
Since the proclamation of the Covid 19 Pandemic two years ago, the business, customers, and workers of FLOW Telecommunication Company have been affected in some way by the eruption of La Soufriere Volcano and the subsequent floods. Given the aforementioned circumstances, Flow's senior management and board are justifiably concerned about the company's performance. They have determined that, in order to navigate the current and future turbulence, it is necessary to examine strategically new ways to deliver innovative customer care and to ensure future resilience and sustainable competitive advantage over its competitor Digicel. This reportdemonstrates that difficulties related to quickly changing technologies, frequent natural disasters, the Covid 19 Pandemic, etc. are not the primary or sole cause of a drop in customer Flow. Moreover, there was a consensus that these failures highlighted some of the intrinsic flaws in FLOW's operation. In addition, they revealed a lack of strategic management/thinking and action within the business, as well as an inability to adapt to a changing environment. 
[bookmark: _Hlk121169297]An internal and external strategy study and a strategic option for more individualised customer care would be conducted. A summary of the ramifications of my proposed technique on several Flow-related domains will be emphasised. Despite the fact that Flow has a strategic department, my evaluation revealed some deficiencies in Workforce Planning, Strategic Thinking, Embracing and Utilizing Technology for Customer Care, HR Analytics (people and data), training (re-skilling and up-skilling), Preparedness to Pivot, and customer care support software. Regarding Personalized Customer Care, in order for Flow to provide high-touch service to all customers, customer service can no longer be a separate department; rather, it must be integrated into every business unit that interacts with the customer, including sales, marketing, product design, and collections. There are multiple ways to increase client happiness. But it all boils down to optimising services and creating good experiences that will increase customer loyalty and ultimately, boost your revenue. Consequently, FLOW must focus the exceptional customer experience. In addition, an outline of a proposed plan of action for the future adoption of several strategic management tools in Flow will be presented to thieves.
Strategic Management
[bookmark: bbib9][bookmark: bbib29][bookmark: bbib30]An effective system of strategic management is one of the key factors for the success of Flow companies, and to achieve its effectiveness. FLOW Management team see the need to form a competent innovation strategy that will take into account current technological innovations that are characteristic of the digital economy. According to Johnson and Scholes (2005), "strategy establishes an organization's long-term direction and scope, and they believe that it should establish how resources should be organized to satisfy markets and stakeholders.  Chandler (1962) explains business strategy as a tailor-made comprehensive plan that connects an organization's strengths and weaknesses to environmental opportunities and threats and helps the organization achieve its main goals. In business management, strategy development is the plan to achieve future goals is one of the important duties of managers (Porter et al., 2001). It is the basis of management decision-making for the survival and improvement of the performance of the company, which is focused on creating unique advantages that differentiate the organization from its competitors (Rader et al., 2014). Strategic management FLOW. is the ongoing planning, monitoring, analysis, and assessment of all requirements that the business needs to meet in order to achieve its goals and objectives.
[bookmark: _Toc121859964]Internal External Analyses
[bookmark: _Hlk121256244]Since business strategy requires understanding industry structure and competition principles, growing information technology, such as social media, changes industry structures and company competitiveness, introducing new business models and ways to business development. Social media has created a new strategic landscape, which requires managers and leaders to reconsider their roles in business strategy formulation (Bianchi & Andrews, 2015). The positioning strategy will assist FLOW assess its internal structure and external surroundings to build a sustainable competitive advantage. FLOW analyses its surroundings using Porter's Diamond, Generic Strategies, Five Forces, Swot, and PEST. FLOW strategy includes business strategies, customised customer care, processes, structure, hiring practices, and plans to help the organisation reach its goals. FLOW employs business-level approaches to get an edge over industry competitors by using core strengths in specific markets.
Business strategies need to monitor customer needs and competition.
[bookmark: _Toc121859965]FLOW Strategic Management Tools
Significant political, social, cultural, technological, and economic developments have resulted from globalisation. Since the mid-1990s, the global economy has specifically undergone a significant technological transformation. Information and communication technologies are the driving force behind the FLOW communication industry. Technological advancements and the opening of new markets have raised the competitive strain on FLOW.
The strategic management process defines the organization's strategies. It is the method by which FLOW management select a set of tactics to help the company achieve its performance and QoS goals. Strategic management is a continuous process comprised of three major phases: conceptualization, implementation, and assessment. FLOW utilizes strategic analysis techniques as part of their strategic management process.
1. [bookmark: _Toc121859966]Porters Five Force
Porter Five Forces Analysis is a strategic management tool used to analyze FLOW Telecommunication Company's five competing forces and build a strategy to improve FLOW's competitive advantage and long-term profitability in the telecom market.
Five forces influence industrial competition. Buyer and supplier power increases entry and substitution threats and industry competition.
Figure 1. Porter' Five Forces
[image: ]
[bookmark: _Toc121859967]Force 1: Rivalry among the Existing Competitors 
· High Exit Barriers
· High Fixed Cost 
· Very less time to gain advantage by an innovation
· Price wars 
[bookmark: _Toc121859968]How Flow Deal with Intense Rivalry among the Existing Competitors 
• By creating a sustainable product and service distinction
• By increasing its size to enhance its competitiveness
[bookmark: _Toc121859969]Force 2: Threats of New Entrants 
[bookmark: _Toc121859970]This can lead to innovation and pressure on FLOW through a lower pricing approach, cost reduction, and the introduction of new consumer value offerings.
[bookmark: _Toc121859971]How FLOW Deals with Threats of New Entrants 
· By developing innovative products and services. New goods not only bring in new customers, but also provide existing customers a reason to continue purchasing and utilising FLOW's products and services. 
·  By creating economies of scale to reduce the fixed cost per unit.

[bookmark: _Toc121859972]Force 3: Bargaining Power of Suppliers 
Manufacturers of telephone switching/switchboard equipment, fibre optic cables, network equipment, and billing software are the Suppliers in this business. Suppliers in a dominant position might reduce the profit margins FLOW can obtain on the market, hence decreasing the company's overall profitability.
[bookmark: _Toc121859973]How FLOW Company Deal with Bargaining Power of the Suppliers 
By constructing an effective supply chain with diverse suppliers and cultivating loyal suppliers whose business depends on the organisation.
[bookmark: _Toc121859974]Force 4 Bargaining Power of Buyers 
Typically, FLOW buyers are a demanding group. They wish to acquire the greatest available products for the least amount of money. This put pressure on FLOW's long-term profitability.
The smaller and more powerful FLOW's customer base, the greater the consumers' bargaining strength and capacity to request rising discounts and offers.
[bookmark: _Toc121859975]How FLOW Company deals with the Bargaining Power of Buyers 
• By establishing a huge consumer base.
 • By swiftly developing new products. Customers frequently seek discounts and promotions on known products; therefore, if FLOW continues to introduce new products, it can reduce the negotiating power of purchasers.
• New goods will also lower the number of FLOW customers that defect to a competitor (Digicel).
[bookmark: _Toc121859976]Force 5: Threats of Substitute Products or Services 
When a new product or service satisfies a comparable client need in a different manner, FLOW's profitability is negatively impacted.
[bookmark: _Toc121859977]How Flow deals withe the Treat of Substitute Products / Services 
· By placing a greater emphasis on service than on products.
·  By recognising the underlying need of the consumer as opposed to what the customer is purchasing. 
·  By increasing the switching cost for the customer.
[bookmark: _Toc121859978]Implications of Porter Five Forces on Flow Company 
• By investigating all five competitive forces Flow firm strategists can acquire a comprehensive understanding of the factors influencing the organization's profitability in the communications industry.They can recognise game-changing trends early on and act rapidly to capitalise on emerging opportunities. By gaining a thorough understanding of the Porter Five Forces, flow management can mould these forces in their favour.
• However, applying this method may necessitate a substantial initial investment in advanced equipment, aggressive pricing, and start-up losses.
2. [bookmark: _Toc121859979]Porter’s Generic Strategies
This strategy was devised by Michael Porter, who hypothesizes that there are three potentially viable strategic approaches a business can take to beat its competitors in a given industry (overall cost leadership, differentiation, and focus). Focus's strategy is Flow's main objective. The generic approach of concentration focuses on a certain customer group, product line section, or geographical market. The focus method is predicated on the notion that Flow can attain its limited strategic objective more effectively (differentiation) or efficiently (low cost). In its narrow aim, the approach of concentration can achieve distinctiveness, cost savings, or both. (Porter 1980.)
[image: ]Figure 2 Porter's Generic Strategies

3. [bookmark: _Toc121859980]Bowman’s Strategy Clock
Figure 3. Bowman's Strategy Clock
.[image: ]
Bowman's Strategic Clock can be used to design Flow corporate product or service strategic positioning for market dominance. Price and value define the clock. In Bowman's Strategy Clock, cost and distinctiveness are competitive advantages like Porter's Three Generic Strategies. Flow management prioritizes personalized customer service.
[bookmark: _Toc121859981]Bowman Strategy Clock eight different strategies:
1.Low prices with little value added: low prices with little value and no differentiator
2. Low price: low pricing with minimal added value, sometimes known as "cost leaders"
3. Hybrid: low costs with some differentiation.
4. Distinction: the greatest level of perceived added value
5. Targeted differentiation: highest costs with strong perceived added value
6. High risky margins: high pricing with a low perceived added value
7. Monopolistic pricing: high prices with no perceived added value
8.Market share loss: mid-range or standard prices with limited perceived additional value
[bookmark: _Toc121859982]4. Ansoff Matrix Strategy
The Ansoff Matrix is a growth strategy tool based on four directions (Johnson 2014).
Figure 4. Ansoff Matrix [image: ]

[bookmark: _Toc121859983]Four growth-focused approaches for the strategy include:
• Market Penetration: Flow can achieve growth by increasing its market share of existing products or services in the existing market.
• Market development: Flow can achieve growth by selling existing
products or services in new markets.
• Product Development: Flow can achieve growth by selling new
products or services in existing market.
• Diversification: Flow can achieve growth by selling new products or
services in existing markets. (Johnson 2014)
[bookmark: _Toc121859984]5.SWOT
SWOT analysis is used in strategic management to develop and implement strategies to meet objectives and QoS. SWOT analysis helps businesses evaluate their strengths, weaknesses, opportunities, and threats.
Figure 5. SWOT analysis can help the management team in a business to discover: 




Figure 6 FLOW SWOT
	Strengths
	Weaknesses
	Opportunities
	Threats

	· Customer Base
· Great Deals
· Automation of Activities
· High Level of Customer Satisfaction
· Skilled Workforce
· Network Coverage

	· High Prices for Small Plans
· Competition with Brands Affecting the Market
· Reliance in UK Market for Major Revenue
· Customer Service
· Limited International Presence

	· Internet Users
· New Environmental Policies
· Stable Free Cash Flow
· Customer Base
	· New Entries
· Technical Advancement
· Challenging & Competitive Market Conditions




5. [bookmark: _Toc121859985]PEST 
Telecommunication businesses' PEST analyses include political, economic, social, and technological factors (Barney, 1991). FLOW telecom's PEST analysis follows.
· Political Factors
The telecom sector's political forces are the ways in which the government interferes with industry operations and activities (Kavassalis, 1996). The Flow company must follow several laws set by the SVG government on the tariffs and products it offers. All new and current technology and goods must adhere to a tight set of restrictions established by the SVG government.
· Economic Factors 
There is a need to provide superior amenities to customers at a lower price than competitors (Digicel). However, Flow had to boost pricing during the global recession.
· Social Factors
Safety and effectiveness societal influences have influenced FLOW. Mobile phones with basic capabilities like message alerts, cameras, internet, and 3g, conference calls, and instant messaging are becoming more popular. Flow must consider cell phone safety and accessibility. FLOW management ensures that all firm operations are environmentally friendly.
· Technological Factors
In the telecommunications industry, the rate of technical advancement is crucial. In a business environment that is constantly evolving, FLOW must ensure that its products and services are excellent and cutting-edge. FLOW must ensure that it develops new models of communication devices and mobile phones at an accelerated rate. There is a requirement for Flow to be current on the most recent techniques and ccustomer preferences.
[bookmark: _Toc121859986]Innovated Customer Care
Innovation has been crucial to economic development, attracting the attention of researchers and businesspeople. Payam et al. (2021) argue that innovation has become essential for the growth and success of any business due to the intensely competitive international corporate sector. Therefore, firms must be more efficient at rapidly producing and refining their products and delivering services that satisfy rapidly emerging client desires. There is no doubt that innovation and technology improvements are FLOW company's primary source of sustainable growth and rapid expansion. Notable is the fact that the company's performance and growth have been enhanced by the introduction of a variety of innovative technologies and products.
The introduction of advanced telecom technology, such as LTE and CDMA, has a greater data transmission rate and bandwidth, resulting in the development of new revenue streams, such as VAS (value-added services) (Alkhazaali et al., 2017). By the time of the COVID-19- outbreak, the telecommunications industry was attempting to deal with a variety of disruptions and a faltering economy. For instance, there have been customer-back disruptions in which digitally oriented companies like Netflix have established a unique norm for unified virtual experiences, prompting CEOs to reinvent their collaborative models (Clo et al., 2020). The influence of contemporary technical advancements on FLOW's customer service delivery. Thus, FLOW's Customer Satisfaction Management department determines the efficacy of its services and develops measures to boost customer satisfaction.
[bookmark: _Toc121859987]Challenges FLOW Company encounter to ssurvive 
· The difficulty of differentiating their customer experience in order to keep a competitive advantage.
· The telecoms business has a high customer attrition rate.
· Customers have come to demand the same high-quality digital experience they receive in other industries.
[bookmark: _Toc121859988]Customer Service Delivery
Customer service delivery refers to the distribution of a company's service to a customer.
It includes all aspects of providing a service to a client, including initial collaboration, onboarding, setup, service ending, and follow-up provisions (Chi et al., 2020).CX is the sum of a customer's encounters with your brand that influence their future purchasing decisions and brand loyalty. Customers of FLOW anticipate that the company will provide the greatest quality of digital interaction across different channels. And on the other hand, the FLOW company has a significant opportunity to raise its revenue by enhancing the customer experience. Artificial intelligence and other technologies have become a part of our daily lives and influence our expectations.
[bookmark: _Toc121859989]Service Quality and Satisfaction
Companies must continually analyse client demands and expectations in order to meet this demand. Initiatives such as service quality and other factors influence customer happiness. The primary determinants of service quality are dependability, assurance, responsiveness, tangibles, and empathy, which define the level of client satisfaction at FLOW. When making a purchase, people usually examine the product's quality. On occasion, prior to making a purchase, the customer will compare the quality against the price. Even for the sake of their security and the durability of the products, flow consumers desire perfection. Generally, there is not a strong association between customer satisfaction and service quality. Aslam et al. (2018) found a substantial association between customer satisfaction and service quality in their research. Every firm values customer experience. Better experiences lead to recurring purchases, positive ratings, higher profitability, and fewer complaints and returns.
[bookmark: _Toc121859990]Top benefits of improving your customer’s experience
· More sales
· Increased customer satisfaction
· Increased customer loyalty
· Positive reviews and recommendations
[bookmark: _Toc121859991]Strategies Flow use to Enhance Customer Experience
New technologies facilitate a smooth consumer journey in the telecommunications industry by delivering a personalised experience and interactions across numerous channels.
 1: The Omnichannel Customer Experience
Customers can engage via their preferred channel while receiving a consistent experience. 
2. Understand Customer Expectations
Flow clients want 24/7 assistance, efficiency, fast problem response, and self-service.
3.Leverage AI-Powered Analytics and Data: 
[bookmark: _Toc121859322][bookmark: _Toc121859992]Employees can easily access consumer data across platforms. Chatbots will give Flow clients 24/7, rapid service. Based on user behaviour, a chatbot can anticipate challenges and provide proactive solutions to exceed expectations. Chatbots can also provide better bargains, issue payment reminders, review subscriptions, and securely personalise experiences.
[bookmark: _Toc121859323][bookmark: _Toc121859993]4.Empower Customer Service Representatives: At Flow, AI and automation are crucial tools for employees, but many customers prefer live support from a polite, helpful, and knowledgeable team.
5: Personalize the Customer Service Experience: Understanding customer preferences and tailoring encounters enhances customer experience. Flow customers have dedicated customer service teams who stay on top of concerns.
Customers are the most valuable assets, thus enhancing and reinventing the customer journey is the focal point of the telecom agenda, which is essential for keeping competitive in an industry that is always evolving. Customer experience must be proactive, which entails demonstrating to customers that you are making substantial efforts and investing in exceeding their expectations. Increasing the value of digital customer service channels and enhancing interaction is crucial for FLOW client retention and loyalty over the long run. Ultimately, creating an amazing telecom customer journey satisfies the needs of customers and drives corporate expansion.
[bookmark: _19c6y18][bookmark: _Toc121859994]Targeting using AI[footnoteRef:1] [1:  Artificial intelligence] 

Artificial intelligence lets robots learn and act intelligently. It is a set of linked methodologies that can enhance traditional strategy, human intelligence, and analytics (Howard, 2019).
AI and technological data analytics apps enable data management (market, demographic, sales, customers, and trade data). Nair & Gupta (2021) found that AI customer service typically involves speech cooperation between customers and intelligent robots and real-time sentiment monitoring. FLOW's marketing team can now better analyse clients, repeat customers, and prospects using AI software (Data Analytic). Customer satisfaction can help Flow Company. Digital transformation and increased competition are forcing FLOW to rethink their customer experience or lose their "captive" customers to disruptive start-ups that offer seamless service using AI-enabled chatbots and are more customer-centric.
[bookmark: _Toc121859995]Competitive advantages

The telecom industry is expanding rapidly and getting increasingly competitive every day.
Customer service has always been vital to Flow's competitive advantage in the telecommunications market. Management team also introduces more creative ideas, products, and customer services in order to attract new customers and retain the trust of existing customers through more enticing market strategies. Today, long-term loyalty is contingent on service quality and customer happiness. Salih et al. (2020) contend that mobile technology has developed from 3G to 4G to 5G, with higher data transmission rates and bandwidths. The telecommunications industry has contemplated a significant transition from conventional voice and text messages to the incorporation of proficient media and web services.
These innovative advances helped telecom companies increase their sales volume by creating fresh revenue streams, such as B2B services and VAS (Martens et al., 2020). Flow employs business-level strategies to get a competitive advantage over industry rivals. Business-level strategies necessitate regular monitoring of client needs and prospective competition incursions. To balance the effects of competition and price pressure on traditional services, TLC operators (the Telco) have adopted a strategy based on developing innovative services and applications (e.g., Mobile Broadband, IPTV/Web TV, Technology, Online Advertising, Digital Home, etc.). It is now necessary for the Flow Management team to identify the competitive strategies for the market in order to compete with all players. Among the strategies that Flow is presently working and will develop in the future is one for the local market.
[bookmark: _Toc121859996]competitive strategies
· Unlike in the past, when the corporation had a monopoly in the market, the company is now giving the most affordable rates with all-inclusive packages.
• Promoting innovative items with complimentary supplementary services (such as smartphones with free internet for two months); 
• Enhancing customer service
• Segmenting the quality to promote diverse products on the area in order to fulfil the diverse client needs
• Simplifying rates by deleting those with separate bands (peak and off-peak) based on hours and days of the week, as well as those based on the distinction between weekdays and holidays.
• Accomplishing improved billing transparency for the user.
• Introducing a new operational business model to maintain the value of the Internet connection while simultaneously enhancing cash flow through the construction of an all-IP network capable of supporting new services and ensuring the greatest performance on fixed and mobile networks at lower prices.
• Developing new market segments that will ensure growth over the medium term, such as mobile advertising, mobile content (such as social networking), mobile payment, location-based services, etc.
• Achieving continual service quality improvement with an eye toward customer happiness and customer loyalty.

• Developing new collaborations with the leading IT companies and operating selectively in expanding vertical sectors (e-health, e-government, finance, security/monitoring, and automotive).
· Developing new partnerships with Top IT players and operating selectively in emerging vertical markets (e-health, e-government, finance, security/monitoring, automotive).
[bookmark: _Toc121859997]Findings
FLOW customers are the most valuable assets, thus enhancing and reinventing the customer journey is the focal point of the telecom agenda, which is essential for keeping relevant and competitive in an industry that is always evolving. Customer experience must be proactive, which entails demonstrating to customers that you are making substantial efforts and investing in exceeding their expectations. Increasing the value of digital customer service channels and enhancing interaction is crucial for FLOW client retention and loyalty over the long run. Ultimately, creating an amazing telecom customer journey satisfies the needs of customers and drives corporate expansion.
FLOW must utilise IoT because this software assesses customer activity and predicts their behaviour patterns in a methodical manner. It is accomplished by discovering or building a model that evaluates data from the past, identifying innovative data sources, correlating those data with the past, and implementing relevant algorithms that may aid in capturing pertinent data and forecasting future events (Farrokhi et al., 2021).Tyagi et al. (2019) found that with the help of innovative IoT data sources, it could be simple for telecommunication companies to predict properly, enhance client satisfaction, and guarantee that they devise more targeted campaigns. Human agents will remain for the foreseeable future, but technology will enable Flow firm to deploy their employees more precisely and effectively in pursuit of customization. The 'care of one' will be backed by advanced analytics, AI, real-time natural language processing, and other sentiment and emotion detection techniques. In addition, robotic automation of back-office chores will enable agents to devote more time to high-value assignments.
[bookmark: _Toc121859998]Conclusion

As the business environment evolves, Flow corporation will have to continually evaluate its success tactics. The strategic management process supports Flow in assessing its existing state, formulating plans, implementing them, and evaluating their success. Because it is hard to forecast the future, I believe that Flow requires special techniques. Even without complete foresight, the corporation must be prepared to deal with the uncertain happenings that comprise the business environment. A strategic plan will also assist with long-term improvements as opposed to day-to-day operations, addressing the potential of future innovations or new products, new production techniques, or new markets. The design of a strategy plan takes customer and competitor behaviour into account. Employee management practices can predict employee behaviour. This report will examine the extent to which the FLOW Company's technical innovation advancements have improved customer service delivery by:
• Analyze the major technological innovations utilized by FLOW SVG customers.
• Determine the level of consumer satisfaction with the services offered by FLOW.
• Suggesting that FLOW SVG modify its business model to make use of innovative technologies to enhance customer service.
Flow management must understand how to achieve customer happiness, which will aid in retaining customers. In addition, FLOW's management must have an understanding of how technological advancements can improve customer service delivery, a crucial success factor in a competitive business environment. Therefore, the company can acquire superior technologies to enhance consumer interactions. It is essential that FLOW management as a whole prioritize innovation through the application of technology in order to increase customer satisfaction through the delivery of dependable and efficient services. Even during a severe global recession such as the present one, the telecoms sector is unquestionably among the most dynamic and chaotic. As a result, in the contemporary worldwide setting, the firm decision-making process is characterised by complexity, conciseness, probability, and regularity, which are required to produce customer value (Porter, 1993). Therefore, it is apparent that the actual sources of competitive advantage should be sought, now more than ever, in the management's ability to consolidate technology and productivity through the development of skills that enable each organisation to quickly adapt to the numerous market opportunities (Hamel and Prahalad, 1990).
To implement strategies and achieve the outlined strategic objectives, it is evident that, in a competitive environment that is far more dynamic and turbulent than in the past, FLOW management must develop a flexible and efficient organisational structure that, operating according to a logic based on processes, enables the quality of the product and service offered to be maintained with an eye toward customer satisfaction. Specifically, the home market operation. The company will serve three primary markets: the Customer Market, the Business Market, and the Top Client market, as well as providing a networked IT service. FLOW will be more consumer-centric than in the past in order to orient all corporate activities toward the customer. Diverse consumer segments will subsequently be provided with convergent products and services designed to defend Telecom Italia's market share, improve service quality, and foster brand loyalty.
The COVID-19 epidemic enhanced enterprises' and consumers' use of digital media.
During the pandemic, when more people were working from home and required help at all hours, the FLOW's high performance became an even more crucial element. FLOW business welcomes the increasing trends of intelligent automation, self-service, and other AI-powered products and will remain competitive in every client interaction. Customers want to know they will receive consistent service across all channels, including live chat, chatbot, virtual support, and others.
[bookmark: _Toc121859999]Recommendations
The loyalty of modern consumers is no longer based on brands, products, or costs.
Their loyalty is contingent upon the quality of service they receive, their impression of a company, and their level of contentment.
To thrive and compete in a highly competitive environment, Flow Company must make significant efforts to satisfy its consumers.
1. Recognize Customer Expectations
2. Increase Customer Engagement
3. Deliver Omni-Channel Engagement
 4. Accelerate Digital Transformation
5.Enhanced asset usage
6.Embedded communications
7. artistic talent
[bookmark: _Hlk121576070]8. Utilize the Potential of Big Data and Analytics Regularly, Flow must evaluate the effectiveness of its strategies and tactics by analysing data relating to customer service agent talks.
9. Individualize the Engagement, Based on previous contacts via email, social media, chat, text, or phone, Flow should combine human and artificial intelligence to create personalised experiences to each consumer.
10.  Communicate with Dissatisfied Customers Proactivity is usually a good method for pleasing customers. Flow will be able to keep track of client issues and notify them in advance without waiting for them to contact customer care thanks to proactive customer service.
11.A lengthy history in the industry or a rare combination of competencies from different businesses.Flow must hire personnel who make the organisation smarter, like as analysts and AI specialists.
12. Continue to maintain a 'lean and efficient' Flow staff
13. Utilizing digital platforms for customer processes, network operation, and mobile network sharing partnerships to increase operational efficiency.
14. Being a convergent operator [offering both landline and mobile products and services].
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