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1.0 Introduction


This paper will endeavour, based on academic research, to address how do internal and external factors, including COVID-19, affect or influence an organisation's quality systems and controls for customers and how the organisation can deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships. 
The organisation chosen as subject part for this paperwork, is to be Compass Group Plc, Safe 4 U ltd the company I am working now for a Jewish community high school is just a subcontractor hired by the “14forty” services subdivision of “FM” (Facilities Management services) one of the main divisions of Compass Group plc, that contracted the whole services for the Jewish Free High School mentioned above. Personal career accomplishment of the author of this report was considered when the study case company was selected as well as the range of opportunities made available if it is to succeed to work within the frame of the company in question.
In relation with assignment suggested scenario, current ongoing COVID pandemic situation a specific CRM approach will be considered; by knowing the evolution, current status, and categories of the CRM: operational, analytical, collaborative and thorough examining of the CRM life cycle as well as the impact of CRM on the organisation. The author of the subject of this required report addressed within the introductory layout, structure of the proposed assignment, endeavours to describe and analyse its implementation. 
Therefore, the final goal of the report in question is to emphasise the importance of the understanding and engaging in the customer experience; that is to be done by applying specific key marketing theories that company CRM strategy is based upon. In that respect will be considered theories like: 'Three Steps to Measure Customer Satisfaction, 'Customer Touch Points', 'Benchmarking', 'Maslow's Hierarchy of Needs', 'Servqual',' The 4 I's of Customer Engagement', 'Integrated Model of the Consumer Decision Process.



[bookmark: _Hlk78581116]2.0 Main Body


2.1 Company's background 



The history of Compass Group in the UK dates back to 1941, Jake Bateman founded a factory canteen to feed British workers supporting the war effort, in 1967, the company was acquired by Grand Metropolitan and the catering business became Compass Services in 1984.
Their roots can be traced back more than 75 years.
The company was acquired by Grand Metropolitan and the catering business became Compass Services in 1984. Following a management buy-out of Grand Metropolitan’s contract services division in 1987, Compass Group was then formed. Compass Group floated on the Stock Exchange a year later. In 1998, the Group became a FTSE 100 company.
The many companies that have joined Compass have contributed to enrich the company’s heritage and shaped the business today personality. Compass Group owns the following brands and businesses: Kimco, Lackmann Culinary Services, Plural, All Leisure Hospitality, Bon Appétit Management Company,Canteen Vending, Best Vendors Management, Chartwells, Crothall, DeltaFM, Eurest, Eurest Support Services (ESS), Grill and Co., Keith Prowse Corporate Hospitality, Levy Restaurants, LSS (Leisure Support Services) Facility Management, Medirest, Morrison Management Specialists, ICM, Delta FM, Omega Security Services, All Leisure Hospitality, Rapport, Restaurant Associates, Leith's, The Jockey Club Catering, Payne & Gunter, Instore, White Oaks, Steamplicity. 14Forty FM, 24, Fulfill, Foodbuy Whilst we have come a long way from these humble beginnings to become the international business we are now, the commitment of our people to our customers, the quality of our service and our spirit of innovation remain a constant and ongoing feature of our development.








[bookmark: _Hlk78578152]2.2 Company s marketing strategy, the vision statement


Compass Groups vision is “to be a world-class provider of contract foodservice and support services, renowned for our great people, our great service, and our great results.” To achieve this mission, the group has curated a mission that affirms its commitment to quality services and efficiency. The statement states that  

“Everyone in Compass Group is committed to consistently delivering superior service in the most efficient way, for the shared benefit of our customers, shareholders, and associates.”
 

[bookmark: _Hlk80850753]Compass Group explains that its purpose is mainly social. The group aims at safeguarding its consumers and ensuring that they are safe and healthy. This is done through the provision of healthy food and good nutrition. The group also aims to improve the world through sustainable environmental practices and offering support for local communities. Compass Group has also affirmed its commitment to reducing its carbon footprint and limiting global warming despite the delays caused by the pandemic.
In light of the COVID-19 pandemic, Compass Group developed protocols to help protect its staff and clients from the virus. The company has partnered with its clients to transform its working sites into areas which are COVID-19 secure. These measures include advocating and facilitating enhanced hygiene and social distancing practices. The Group also prides itself in reducing its global Lost Time Incident Frequency Rate by 42% since 2016. In support of the fight against COVID-19, Compass Group responded by mobilising resources at a fast pace to support governments, healthcare clients and vulnerable groups.  This was done in partnership with grassroots organisations by preparing and delivering food to essential workers and those unable to meet their financial needs. 
[bookmark: _Hlk80851740]

Compass Group's business model remains the same despite the pandemic. However, the group is evolving its strategy to strengthen its competitive advantage and to remain resilient in the market. The group's strategy is based on three main pillars: digital, labour and central production units. In the digital field, the group aims to advance the use of consumer and in house apps. The consumer apps will make it possible to order and pay in advance as well as collect orders, while the house apps will improve efficiency in labour management and food procurement. The second pillar which is labour is aimed at increasing flexibility of labour and leveraging the workforce into accommodating volatile contexts while at work. The final pillar, which are the central production units will be development hubs, training facilities and a mode of centralising labour costs and reduction of food waste. This is geared towards remaining relevant and mitigating operation costs to increase profitability.

[bookmark: _Hlk80645713]



2.2.1 Types of CRM



There are three main types of Customer Relationship Management. The first is the strategic CRM which is focused on enabling the organisation to define its goals, market operation gap and methods of value creation to achieve these goals while satisfying their customers. The operational CRM focuses on daily operations, processes and technologies that improve customer relations. Having a collaborative CRM enables an organisation to collaborate its customers and operations like sales and marketing. The final type of CRM is analytical CRM which is the process by which organisations analyse data and behaviour patterns to understand customers. This helps the company to improve its relationships with customers. 
 
[image: ]
Figure 1. The interrelated CRM forms and processes
From: https://www.researchgate.net/publication/232864187_Strategic_Operational_and_Analytical_Customer_Relationship_Management ]


[bookmark: _Hlk80812419]	
Compass Group's Chairman, Paul Walsh, affirmed that the group is committed to offering its clients the best quality while providing an exciting experience to its customers. The group remains committed to improving the health and wellness of its customers by providing a quality and hygienic experience while offering value for price. The Group plans to achieve this through having an efficient and capable workforce to gain new business and effectively handle the current clients. Compass Group is also set towards achieving innovation in the food business while increasing the variety of its offerings to cover a diverse clientele. In addition, the group commits to providing education to clients to promote better lifestyle choices.





2.3 [bookmark: _Hlk78580368]Customer Relationship Management, key marketing theories


2.3.1 The 4Is of Customer Engagement

The 4 Is of customer Engagement has four components. These are involvement, interaction, intimacy and influence. Customer involvement involves creating impressions such as displays, website pages and ambience. The second is the interaction which involves factors such as offering free samples and first-time purchases. The third is the intimacy which is an increased level of engagement and includes customer satisfaction scores, social media comments and survey feedback. The final level is the influence where the customer influences people in their circles, E.g. to join online communities and through word of mouth referrals. 

[bookmark: _Hlk81446089]2.3.2 The SERVQUAL Model

[bookmark: _Hlk81497800]The SERVQUAL model, in the figure 2 shown below establishes the gaps in delivery processes between the expected outcomes of services and those that are offered currently. The first gap in the model is the gap between what customers expect and what the management perceives as the customers expect. This is because management perceptions do not always reflect the customer’s needs.  The second gap is between what the management perceives and quality of services. The management may understand the customers’ specifications but fail to set specific standards for quality. The third is the gap between the service quality expectations and the service delivery where the service delivery may not match what the management set as quality guidelines. The fourth gap is that of service delivery and external communications. The customer may have a preformed expectation based on communication such as advertisements. The other gap is the gap between the perceived service and the service delivery. The client may misinterpret the service offered. 
[bookmark: _Hlk80678637]Compass Group is successfully managing to close this gaps as their marketing departments are always aware of the customers need and establish quality standards. Additionally, ensuring that performance is up to standards is essential to closing gaps. Finally, it is essential that the organisation ensures that they promise what they can deliver. Redefining operational processes also helps to improve customer satisfaction and service delivery. Automation also enables the organisation to develop better service delivery. 
[image: ]
Figure 2. The SERVQUAL model, from https://hrmars.com/papers_submitted/1484/Service_Quality_Measurements_A_review.pdf




2.3.3 Benchmarking


 
Benchmarking is defined as the practice of comparing business processes, inputs and outputs against those of competitors who are succeeding in the market. Benchmarking should be both internal and external. Internal benchmarking requires the company to identify and analyse its own strengths and weaknesses. On the other hand, external benchmarking involves comparison of information between an organisation and a benchmark partner who is considered as the best in the industry. Benchmarking involves three main activities. The first is identification of business processes that require improvement. Secondly, it's the comparison between those processes and those of industry leaders. The final process requires implementation of changes to improve the quality of the output.
Traditional benchmarking methods rely on financial and operational indicators as standards for benchmarking. However, contemporary benchmarking explains that customer-driven benchmarking ensures the continued growth and improvement in satisfying customer’s needs. This mode of benchmarking also ensures that the company gains a sustainable marketing edge and competitive advantage. This can be understood as addressing a market gap and exceeding customer’s desires and expectations.  (Hassan and Kortam, 2002). 
Compass Group has been able to succeed in customer-driven benchmarking. The Group is able to identify the areas that require improvement in their operations. The Group is currently focused on generating value for its customers through hygienic and quality standards while offering prices that match this value. For instance, Compass Group, in its strategic plan is focusing on digitalising its services to improve convenience for the customer. 





[bookmark: _Hlk81499465]2.3.4 Three Steps to Measure Consumer Satisfaction

Customer satisfaction, as in figure 3 below, is a measure of how customers feel in relation to a company’s products or services. Customer satisfaction is measured in three steps. The first step is understanding 
[image: Diagram
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Figure 3.Three Steps to Measure Consumer Satisfaction
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.slideserve.com%2Fdolan%2Frelationship-marketing-and-customer-relationship-management-crm&psig=AOvVaw2M487BJBbtWz-evue_o7Ua&ust=1630689317701000&source=images&cd=vfe&ved=2ahUKEwjRz7ed5eDyAhVN0RoKHSDvDkEQr4kDegUIARC2AQ


the customer's needs. Understanding the customer's expectations and the gap that they require to be filled by a product or service helps the organisation to model their offerings and services. Secondly, collecting customer feedback enables the organisation to determine if customers are happy or unhappy with the product or service. Collecting customer feedback requires the organisation to utilise tools such as survey tools and customer satisfaction tests. This provides information on how the customer rates the product or service. Improving the customer relationship is a continuous process and is informed by the customer feedback; customer satisfaction also requires ongoing measurement and continuous improvement. 
Compass Group focuses on ensuring customer satisfaction through creating bespoke, innovative solutions that meet each client’s requirements. The Group understands the needs of each of the clients and innovates solutions that suit these needs. The group also focuses on building relationships based on honesty and transparency to ensure customer satisfaction.
	


2.3.5 Integrated Model of the Consumer Decision Process

[image: Diagram
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The first stage of the decision-making process is whereby customers recognise that they require to fulfil a certain need. The need may also be created by marketers to make the customers believe that there is an imbalance between where they are and their preferred status. The second stage in this process is the search for information and identification of various alternatives that are available. The third step involves the evaluation of the different alternatives based on factors such as quality, price and emotions. After the evaluation of options, the consumer makes a purchase decision and proceeds to make the purchase with the influence of the right factors. The customer finally evaluates their purchase decision and decides if they were satisfied with the purchase decision or disappointed in their purchase. 
The decision-making process, as illustrated above (figure 4), is influenced by factors such as cultural, social and family influences. These are referred to as Interpersonal determinants. The purchase decision is also influenced by personal determinants such as perceptions, needs, attitudes, and levels of learning and how a person views themselves.
There are few consumers behavioural processes that are accepted in the contemporary behavioural model describing online shoppers. Most models fail to incorporate full processes and are considered as incomplete. This is due to reasons such as a single focus on consumer search efforts while neglecting other consumer decision’ stages. One of the most widely accepted consumer behavioural model is the Engel Blackwell Miniard model (EBM
[image: Diagram, schematic
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The EBM model is based on the premise that information is input by marketers and consumers process the information. The information input process can be attributed to actions such as advertisements on different platforms that relay information on the product, e.g. Television, internet, radio and billboards. The information input into the consumer's minds triggers emotions and attitudes that create a need for the consumer. Information input may also be from friends and family, which is effective as marketing tools. The information processing stage involves a search for alternatives and evaluation of alternatives. This information then informs the purchase decision. The customer may decide to purchase or not to purchase a product. The final stage of the process involves the post-evaluation of the purchase of the product and the purchase experience. The stages in the EBM model are interconnected. The model also emphasises the importance of the human memory on the decision-making process. However, the model assumes that the consumer has as much information in the decision-making stage as they did in the information processing stage which implies that some options were preferred in the beginning of the process.
Despite certain criticisms, the theories and ideas from consumer behavioural models are still relevant since both environments are similar. Modern theories on consumer behaviour simplify the decision-making process and are considerate about the forces in the market environment; hence that, the Engel-Blackwell-Miniard theory will be always considered.



[bookmark: _Hlk80645022]2.3.6 Maslow’s Hierarchy of Needs

The Maslow’s hierarchy of needs classifies human needs into a 5 tier pyramid. The needs can be categorised into deficiency and growth needs. Deficiency needs motivate people when they are lacking and go away once fulfilled. Deficiency needs include physiological needs such as air, food, shelter and sex. The second tier in the hierarchy of needs are needs for safety which include, the need to have a stable income, freedom and protection from elements such as war. The third tier of needs is the need for love and belonging. Individuals want to belong to a certain group. These needs include the need for friendship and intimacy, love and acceptance. According to McLeod, (2007), the fourth tier in the hierarchy of needs is the need for esteem. These needs are also classified under deficiency needs. Under these needs the individuals require to feel a sense of accomplishment and have a sense of self-esteem in their life.  The final category of needs is the need for self-actualisation, which is a growth need. This is the need to achieve one's maximum potential and actualise their dreams and passions, including creative activities.
The Compass Group commits to support its people to achieve their needs. Through the provision of employment opportunities for vulnerable groups and local communities, the Compass Group enables its employees and partners to cater to their physiological needs. The Compass Group has also managed to emphatically created a sense of belonging and improve esteem fulfilment for its workers. The Group does this through offering support programs such as mental wellbeing programs. The Group also creates a sense of belonging by promoting diversity and inclusion in the workplace. This includes measures to increase female representation. The Group also focuses on ensuring that employees are highly engaged in the workplace through respect, teamwork and continued opportunities for growth and development. This enables self-actualisation by utilising talents and developing skills.



[bookmark: _Hlk81500390]2.3.7 The Five-step Implementation Process


[image: Diagram
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Figure 6. The Five-step Implementation Process



Developing a CRM strategy involves a situational analysis and identifying of the problems in the Customer relationship management framework. This first stage also involves establishing goals and objectives of the CRM strategy and creating a vision for the organisation. Educating members of the organisation on the proposed CRM strategy is also crucial. The second stage of the implementation process requires the organisation to establish structures that will form the foundation for the implementation of the program. This stage also includes allocating governance roles and developing risk mitigation plans. It is also vital to identify what is required to succeed in the CRM strategy implementation. The third stage of the implementation process is the needs specification and partner selection stage. In this stage, the process of implementation is fine-tuned. It involves reviews of data collected and identification of technology to be reviewed. In this stage call for proposals is also done and selection of a partner. The fourth step is the implementation of the project is the implementation stage which involves the customisation of technology and the project plan to satisfy all needs. This stage also requires prototype design and roll out. The final stage of the process is the performance evaluation stage which involves evaluating the program outcomes and business outcomes of the project. Compass Group can implement this model in the implementation of its new strategy. The strategy as mentioned earlier, focuses on digitalisation, labour flexibility and central production units.

			


2.4 [bookmark: _Hlk81517618] Customer engagement, Customer experience
	
Compass Group values its stakeholders and believes that it is necessary to build trusting relationships with its customers. This is key to ensure that both the company and the clients thrive. Compass group’s customer engagement model involves communication with clients through surveys, social media channels and meetings. This helps to shape the relationships and create transparency between the Group and its clientele. Customer engagement is at the core of Compass Group’s operations.
· Why we engage:  

· Compass Group values its people and places them at the core of its business. The Group is devoted to ensuring diversity and inclusion in the workplace and maintaining fairness in the work environment.
· The Group also aims to build trusting relationships by operating responsibly and adopting sustainable practices that would help address issues in the communities.  
· The Group also endeavours to provide learning and development opportunities and offer support to local communities 
· Compass Group continues to offer valuable solutions that will enable its clients to meet their business goals and create better environments throughout their lives to effectively valuable customers.
· How we engage: 

· The Group engages people in a variety of ways. These include conducting surveys, the Group's social media channels and reports.
· The Group runs a variety of employment programmes to facilitate the employment of local communities within Compass Group sites. The company furthermore collaborates and engages local charity organizations in raising funds and creating awareness for causes that matter to the local communities.
· Building honest and transparent relationships, the Group shares trends and insights with clients and offers regular strategic and operational reports. 
· In commitment to client satisfaction and engagement, holding customer satisfaction surveys is an important part of the process. All that is done through various tools such as surveys, observation, comment cards and social listening. To develop insights on customer preferences, the Group mostly uses analytical tools and customer’s feedback. 

Concerning customer, experience management aims at growing customers to become loyal advocates of the brand rather than satisfied customers. Current CEM requires that the brand focuses on the customer’s needs and expectations rather than enterprise functions. The CEM strategies are centred on creating operations and processes that revolve around the customer and customising each experience to suit their needs. 
Compass Group employs a Management and Performance Framework referred to as MAP. The framework is founded on four performance drivers which are: sales and marketing, reduction of food costs, focus on unit costs such as labour and the reduction of overhead costs. This framework is predominantly an older model that emphasises enterprise functions rather than customer experience management. Despite the first MAP framework improving customer participation in marketing and sales, the MAP framework is not centred on the customer experience. Therefore, Compass Group implementation of its digital strategy is crucial to improve its customer experience. To effectively manage quality, the Group made a move to the Dynamics 365 platform which offers flexibility and versatility. The move also improves digitisation and efficiency since it is easy to use.
[bookmark: _Hlk80804206]Digital technology has led to a shift in how businesses identify and target online shoppers. Current studies on online shopping have developed consumer behaviour models, which have been found to be lacking in comparison to studies on traditional customers. This is because the methodology used in research considers the behavioural process as specific stages rather than viewing it as a whole process. Consequently, few models have been accepted. For instance, in the recent past, there has been an emphasis on consumer's search efforts than other stages of the process since it was considered more influential in decision-making.

2.5 [bookmark: _Hlk81517807]Customer’s service, customer relationship, marketing


There are three phases in CRM, the first is acquiring the customer through marketing, selling and fulfilment of customer needs. The second is enhancing, which requires the organisation to offer customer service tools such as convenience that improve the relationship. The last phase is retention of the customer. This phase requires the organisation to develop programmes that can retain the customers, such as reward programs for loyal consumers.
Relationship marketing in customer relationship management focuses on long term customer engagement rather than a focus on making a short-term sale. The relationship marketing emphasises on customer retention by providing value and frequent communication with the customer. Relationship marketing ensures that the customer relationships are based on trust and commitment. Compass Group is keen on relationship marketing. According to the Group's chairman, Paul Walsh, the organisation is keen on creating long term stakeholder value. The group focuses on improving its value to its stakeholders and offering support to its clients. An example of its commitment to forging strong relationships would be its people pillar that enables the group to engage consumers and offer support, such as during the pandemic. 
There is a shift to technology in the modern-day business operations. This shift is geared towards improving customer service. The use of multiple channels of communication such as social media, email marketing and direct mail enable organisations to remain in touch with their clients. Analytic tools have also helped to improve the understanding of consumer needs and trends in markets. These tools have also improved the sales and marketing services since departments are able to segment and target certain audiences. Additionally, customer service has improved through shorter response times and easy to use platforms. For instance, the app services provided by Compass Group enable consumers to conveniently pre-order and pre-pay for their orders which reduces service time. Considering all above are some situations that can be concluded as it follows:
· Businesses require marketing CRM systems to help them notice and target potential clients in marketing campaigns; in that respect it is necessary to use, for tracking and measuring the sales process a, multichannel approach to marketing such as social media, direct mail and email is essential. However, by prospecting, monitoring metrics such as clicks, revenue and leads has been it can be emphasised the consumer behaviour and build up CRM from the first contact to making the purchase and get the feedback from the customers.
· Organizations have realized that customer service and support is a critical factor in gaining and retention of customers. Organizations are in addition increasingly shifting to the use of technology in improving their efficiency and cost reduction.
· However, a study conducted in 2009 explained that 39% of corporate executives believed that their employees were well equipped to handle customer service and engagement through tools such as intelligent call routing and call centre solutions.
· Contemporary marketing, sales and services utilize relevant analytic capabilities which are integrated into marketing and sales applications.  These features can also be complemented with business intelligence tools and links to separate sites. These analytic tools help in gathering data that can be used to forecast sales and monitor consumer behaviour. These also enable organizations to specifically segment and potential target clients. Marketers can also identify potential buyers through evaluating the "buy signals" and identify where customers require assistance during the sales process. 
· Analytics is also used to assess the value created by certain projects and multi-faceted programs. Hence, they are increasingly popular since companies want to track the performance of support services and channels such as call centres and remedy problems that would affect customer satisfaction. Examples of support-services include dashboards that can measure and analyse service quality, response times and agent performance.

[bookmark: _Hlk80848748]

3.0 Conclusion

[bookmark: _Hlk81508640]The current customer relationship management environment requires organisations to focus on the customers' needs and expectations rather than on the business processes and enterprise systems. It is essentials that organisations make the customers the focal point of CRM to effectively manage relationships. Additionally, the understanding of decision-making processes and behavioural patterns informs the relationship creation with customers. The use of models such as EBM and ServQual enable businesses to understand customer expectations and how businesses can bridge these gaps. It is also increasingly necessary to build relationships with a long-term goal rather than short term goals. 
According to experts, organisations require to strategise and review their operations to suit customers' evolving needs. Reviewing operational procedures such as marketing practices is one of the essential moves that organisations require to make.  For instance, orienting sales teams on the trends in the market will enable them to target audiences and approach them with tailor-made solutions. The use of technology in marketing is critical. Analysis of client data enabled by online analytics is one of the tools that organisations can leverage to ensure they offer the correct solutions to potential clients. It will also enable marketing and sales departments to target the correct audiences. 
Compass Group has made progress towards achieving improved customer relationships. The group is strategising and improving its value offerings to its customers through digitalisation and creating bespoke solutions for customers. Compass Group is also focused on improving customer engagement through customer participation. The Group has undertaken measures of communication such as integrated communication channels. Improving its social media presence has also been one of the core strategies towards customer satisfaction. 
Thinking ahead , it is to be considered the customers the consumers will react positively to the businesses that are focused focus on values and have them truly at their core, instead of using the pandemic circumstances using these messages in a marketing campaign.
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