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Executive Summary
The quality processes and efficient management of customer relationships are very significant for organisations to have long-term growth and stability and improve their customer satisfaction for increased operational efficiency and profitability. Moreover, the advent of the online world and changing customer preferences and expectations have made efficient and effective CRM even more urgent and significant. In this context, the report contains an evaluation of the internal and external environment leading to a problem faced by Shopify in keeping its customers happy and satisfied. The IDIC and QCI model of CRM have been critically reviewed to identify their relevance, strengths and weaknesses. The IDIC model can enable Shopify to identify, differentiate and interact and customise its operations and service for better and stronger relationships with customers. 
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[bookmark: _Toc124584885]1. Introduction 
Quality processes are very crucial for businesses as it provides great consistency and stability in activities and tasks that go into the production and sale of products and services. It also allows companies to efficiently manage their activities and processes such as efficient utilisation of resources, time, capabilities, waste management and many more (de Souza et al., 2021). These activities and processes enable businesses to improve and increase their customer satisfaction rates. The modern business world has become significantly inclined towards online shopping and more and more companies have shifted to this method of operation to increase sales and reliability. However, the scenario changes to a considerable extent with the online business model as customers do not have any time constraints and can place orders or enquiries at any time. Businesses need to change their working conditions and methods accordingly to be able to cope with the new pattern of work. This requires quality management methods such as “Total Quality Management (TQM)”, SERVQUAL and other efforts of CRM for the customers of Shopify. TQM is an important process or method for managing and maintaining the highest standards and qualities in the activities of an organisation through the accomplishment of customer satisfaction (Abbas, 2020). It will allow Shopify to continuously detect errors and mistakes in its activities and operations such as supply chain, customer experiences, employee management and more. TQM can further enable the company to eliminate and reduce errors and mistakes and minimise any negative impact on customer satisfaction (Kaur et al., 2019). SERVQUAL is another framework or tool that can enable Shopify to measure the quality of their service as well as the satisfaction rates of the customers through five dimensions and improve accordingly (Raza et al., 2020). Thus, this quality management as well as other CRM models and efforts can help Shopify meet customer expectations and satisfy their changing needs in the modern and always active business world. 
This report will provide a detailed discussion and analysis of customer satisfaction for Shopify by outlining the related models and theories and aligning them with the problems and issues existing in the company. An overview of Shopify will be provided to better understand the issues and difficulties that the business is facing while dealing with customers and catering to their needs. This will also explain the need for TQM and other CRM methods and efforts which will be identified and critically reviewed following the overview. The report will further contain an application of one of the CRM models identified for eliminating the problems and difficulties of Shopify followed by supporting communication theories. Finally, well-defined and justified recommendations will be provided for Shopify to improve its customer satisfaction. 

[bookmark: _Toc124584886]2. Company Context 
Shopify is an e-commerce organisation that provides an excellent platform for customers and businesses to connect to buy and sell products and services. The company has excellent cloud-based, multi-channel software that provides merchants and organisations to design, manage, sell and grow their businesses. It also allows customers to find all of their favourite brands and businesses in one place which provides them with an increased level of convenience and satisfaction. The company began with only 5 people working at a coffee shop and has since grown to have more than 10,000 people working across the world. The platform has millions of brands using it constantly to connect with customers and thrive in the highly competitive environment (Shopify, 2022). However, the Covid-19 pandemic has hurt businesses all around the world due to lockdowns, restrictions and chaos everywhere. Businesses all around the globe were forced to shut down operations and faced issues with supply chain disruption, shortage of products and more. Although this led to an increase in online shopping and should have been a positive and fruitful outcome for the e-commerce company, the outcome was the exact opposite. 
Shopify was not ready for the sudden changes and disruptions all around the world resulting in far greater consequences than benefits. The platform was not designed to suit businesses during the pandemic, especially small and medium-sized enterprises. This was due to the lack of a flexible and adjustable IT system to cater to the changing needs of the customers and efficiently manage online sales. This was followed by substantial problems for the brands and customers on the platform as they were not able to understand the changing customer preferences and market restrictions and changes respectively. This led to adverse consequences for the company in the form of the brand as well as customer dissatisfaction which was eventually followed by low engagement and losses. In the third quarter of 2022, despite the revenue increase due to an increase in online sales, Shopify reported losses in net income amounting to above ₤132 million (Shopify, 2022). 
The increase in customer and brand dissatisfaction could further increase the mounting losses and also lead to Shopify losing a large number of users from the platform. Thus, the issue needs to be addressed as soon as possible for the company to maintain stability and order in its operations. The company can also gain more users and increase its reliability and trust by mitigating the negative impacts on the businesses and users on its platform (de Souza et al., 2021). Moreover, the company can also increase its sales and revenue generation which could turn the losses into profits and improve its financial as well as operational capabilities.  Therefore, the gain of a new customer base and operating profit are the benefits of solving this problem.
Shopify has been working for the betterment of people and businesses around the world by optimising and improving its e-commerce platform and allowing more efficient and effective connections between them. However, the company does not have the latest and most effective IT infrastructure to cater to these needs. It has been making minor changes and adjustments to its main software but did not provide an all-in-one user interface that encompassed and incorporated every aspect of quality and CRM management together (McAtamney, 2020). This is an internal factor that has led to the lack of an effective and efficient system for catering to the changing needs of customers while also managing the increasing online operations. Moreover, the sudden rise in Covid-19 cases and corresponding restrictions can be determined as the external factor that pushed this issue into the limelight that has existed in the company for quite some time.
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The CRM models selected for addressing the problems at Shopify are the IDIC model of Customer Relationship Management (CRM) and the Quality Competitive Index (QCI) model. 
As per Nicolescu (2022), the first stage of the IDIC model involves the companies identifying the issues and pains of the customers to identify their needs and wants. This process allows organisations to understand the customer thoroughly by identifying the problems and issues that they are facing with a current product or drive. It also allows businesses to identify the product or service that could solve the problem or issue and satisfy the pain being faced by the customers. For instance, Nestlé’s market survey on different markets to determine the countries with high caffeine intake allowed the company to identify its customer base. It found out that the western countries preferred coffee as the main medium of caffeine while the eastern countries were more in favour of tea. The next stage is differentiating the customers based on the value that they bring to the companies and the needs of the customers. This allows the brands to understand the customers on a personal level with emphasis on the valuable feedback they provide for improvements and their needs that allow the development of a strong relationship. However, there is limited information for understanding the value and needs. On the other hand, the first stage of the QCI model enables organisations to outline gaps and information regarding the customers and determine the value that they can provide to the business. 
In the opinion of Pandey et al. (2022), the second stage of the QIC model emphasizes determining the ways to serve the customers. In this respect, the third stage of the IDIC model makes provisions for interacting with the customers by modifying and improving methods of communication and more. This allows businesses to better serve customers based on their values and needs. The last stage of this model is customization where the identifications and methods used for determining the ways to meet customer needs are put into practice. The IDIC model of CRM guides businesses and organisations in the right direction for achieving customer satisfaction. The model is crucial for companies to understand how the customers feel regarding certain products or services, and what factors are proving to be a pain for them and need to be improved. This allows the brands to further create strong and meaningful connections with the customers with a focus on value creation and increased satisfaction. 
Lee et al. (2021), argue that the IDIC model of CRM only outlines a limited section or elements that need to be focused on for achieving increased operational efficiency that is aligned with the customer's needs and preferences. The model does not provide detailed information on the ways to analyse and evaluate customer experiences and ways to measure their satisfaction levels to outline their problems and issues. Moreover, it also does not focus on how the customisations can be aligned with value creation and satisfaction of customer needs missing areas of people, technology incorporated infrastructure, evaluation of the existing and desired processes and their effects and more. These aspects could make it difficult for an organisation to gain positive results after indulging in the stages as they will be stuck at one stage for a long time.  
As per Nguyen et al. (2021), the QCI model of CRM has eight different stages that provide detailed explanations and methods to identify customer value and needs with a due focus on technology, people, processes and more. As mentioned above, the first stage of the model is analysis and planning which suggests that brands need to identify the gaps and shortcomings in their products and services. The second stage is a proposition where they need to find ways to better serve the customers. These two stages give the business a foundation for dealing with the customers to gain their trust and reliability. However, instead of stretching the tasks and elements, the IDIC model comprises both of these elements in its first stage of identifying. The third phase of the QIC model suggests brands focus on their information and technological aspects to analyse and determine whether they have the capability to cater to the needs of the customers. The next phase further extends this focus to the people and organisation in order to ensure that every need and issue of the customers are addressed by designating roles to employees accordingly. For instance, Marks and Spencer has a designated role and person in charge of managing customer relationships within the company. David Isaacs has been appointed as the Customer Relationship Management or CRM Executive since February 2020 as Covid-19 had a significant impact on the customer engagement of the company. The following stages involve organisations evaluating their processes, and management activities and measuring the impact on their operational efficiency and customer satisfaction. 
In the opinion of Khashab et al. (2020), the QIC model of CRM provides organisations with a detailed and absolute way of improving their operational efficiency by identifying and meeting customer needs through the evaluation and customisation of their processes and activities. This model focuses on every aspect of CRM that includes not only the external factors of customer dissatisfaction but also the internal processes and capabilities of organisations. This further enables brands to improve their infrastructure, organisational discipline and management activities that eventually lead to an increase in customer satisfaction.  
On the contrary, Gil-Gomez et al. (2020), argue that the model is very complex and involves several aspects and elements that can result in the companies not being able to align them efficiently with the eventual goal of increasing customer satisfaction. Moreover, this model of CRM is more aligned to increase the sales of the businesses and less focused on creating a strong relationship with the customers. This results in the companies using this model of CRM being business-centric rather than customer-centric which does not allow them to align their activities and methods with the customers without relating them with profitability. 
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CRM Model
This CRM model was introduced in 2004 by Peppers and Rogers Group providing a step-by-step method of understanding and meeting customer needs to improve engagement and build trust (Er, 2020). The name of the model has been inspired by the first letters of each of the four elements or processes that need to be adhered to for efficient and effective CRM. 
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Figure 1: IDIC CRM Model
(Source: Alaa El-Deen, 2020)
Identify: This is the first element or step of the model where businesses need to identify their customers or leads. It enables organisations to develop close relations with customers by identifying and segregating them depending on their needs and pains. Shopify can identify needs and issues faced by customers by conducting online surveys and asking brands as well as users for feedback through personal interactions, and online reviews about their issues in managing online sales through the platform (Nicolescu, 2022). Moreover, the observation of the company’s processes and activities and internal evaluation can also allow Shopify to identify gaps and weaknesses in the IT system and its use by the users. 
Differentiate: The segmentation of the customers is followed by differentiating them based on the value they provide to the business and the needs of the customers. This stage allows businesses to formulate plans and strategies that meet both the company objectives and customer needs to provide long-term customer relations (Nicolescu, C., 2022). The differentiation based on value allows businesses to cater to customers that are loyal and need additional focus as they provide valuable feedback regarding the product line extension or modifications, performance, new sources for revenue generation and more. On the other hand, differentiation based on the need of the customers enables brands to identify and align their marketing and promotional strategies accordingly and improve satisfaction. 
Shopify also needs to differentiate the users on its e-commerce platform based on the brands and customers that create value as well as face issues that need to be resolved. This can enable the company to gain valuable information regarding the current IT system for improvements from both the brands and users (Khashab et al., 2020). The differentiation will enable Shopify to understand the impact of the lack of an all-in-one IT interface for managing online sales during the pandemic from the perspective of the brands selling their products and the customers purchasing them.  
Interact: The first two steps are the foundation for interacting with the customers as the companies will have substantial knowledge regarding their needs and preferences by the time they reach this stage. This will enable organisations to come up with personalised content and methods for communicating with customers creating a strong relationship with them. This could further enhance the trust and reliability that the customers have in the brands and compel them to buy more products or services. By this stage, Shopify can also conjure substantial information on the needs of the customers and also understand the values that they bring to the company (Hossain et al., 2021). Shopify needs to formulate measures and ways to improve its services for being able to communicate with the brands and the users whenever they need it. It can optimise its existing IT system to better respond to queries of customers and also enhance its offerings to suit the changing supply chain structures and inventory management of brands. This would give them a more simplified and less time-consuming way of arranging their stock and further improve their response rates to customers during new orders (Soltani et al., 2018). Moreover, the interaction with the clients can be facilitated with the provision of a consumer forum on the platform for the users to raise their voices for any difficulties that they face.  
Customise: The three steps until now involve communication and personalisation by the brands to some extent, however, this is just the beginning of the adjustments and catering to customer needs. This stage of the IDIC model of CRM involves the customisation of the products and services offered by the brands according to the identified needs and preferences of the customers from the previous stages. This will allow the companies to develop long-term, strong and healthy relationships with the customers and increase overall customer satisfaction (Gil-Gomez et al., 2020). In terms of the problems faced by Shopify, the use of consumer forums and online surveys can allow the company to continuously monitor and review its processes and activities. This will enable Shopify to also track the efficiency of its IT system and keep on modifying and optimising it to increase the satisfaction of the users. The incorporation of AI in the e-commerce software can also revolutionise the way Shopify can provide satisfaction to users (Hossain et al., 2021). It will bring result in the queries and complaints from the users being responded to instantaneously and solutions being provided much more efficiently and effectively through simulation-based reliable outcomes. This will also increase the number of users on the platform and also increase the trust and reliability of the platform through better engagement and increased customer satisfaction. 
Marketing theories
“7Ps of communication”
This is also known as an extended market mix and it allows companies to make consumers aware of different aspects and elements of their business to persuade and attract them in purchasing their products or services. These elements include product, price, promotion, place, people, process and physical evidence (Lim, 2021). 
Product: This refers to the goods or services that the organisations sell and the entire business of the company is based on them. It is the company’s responsibility to ensure that its product or service and its message reach its customers or target markets and that its value and worth are understood by them (Wichmann et al., 2022). Shopify is a service provider that offers an online platform for its customers and businesses to connect with each other and conduct business efficiently. It is very useful as every business irrespective of its size and scale can use the platform to offer its products or services for sale and connect with potential customers. 
Price: This aspect is very crucial as it highly influences the impression as well as the value and usefulness of the products or services in the minds of customers. It is the price that they would pay for the product or service and it needs to be aligned with the real as well as perceived value. It should also be decided based on supply costs, market dynamics, the level of competition and the prices of competitors as well (Kwok et al., 2020). Shopify operates in the highly competitive e-commerce market and so the company follows a competitive pricing strategy where it charges a lower percentage of the sale and offers better value for money than its rivals.
Promotion: This is an important aspect and one of the major reasons behind companies either rising to fame and success or losing everything. Promotion is the methods and activities through which brands reach their target customers and pitch their ideas and messages and other aspects of their products. This is the first step taken by brands to create an impression on the customers and it needs to be done very carefully and effectively. Shopify engages in promotional activities through several channels and methods (Lim, 2021). The majority of the promotional activities are conducted through online digital media platforms such as websites, Facebook, Instagram, YouTube and more. Apart from that, the company also uses brand sponsorships and other such activities to make its presence known throughout its customer base and target markets. 
Place: This is the element associated with the availability of the product and the channels through which it will be sold to the customers. Companies need to make sure that they are making their products or service available through multiple channels and focus on the convenience and satisfaction of the customers (Lahtinen et al., 2020). Shopify is an online service provider which is available in almost every country around the world and can be availed by any business irrespective of size and scale.   
People: This element of the extended marketing mix is related to the external as well as internal people associated with the company. The internal people include shareholders, employees, board members and more that work for the company or with the company. The external people include the customers and to succeed the organisation needs to satisfy the need and wants of everyone (Wichmann et al., 2022). Shopify provides an outstanding online service that allows businesses to connect with potential customers and the platform adheres to values such as equality, diversity and more. 
Process: This element is related to the activities and procedures involved in various business operations of organisations such as procurement and sourcing, manufacturing and production, distribution and logistics and more (Kwok et al., 2020). Shopify is an online service provider offering an e-commerce platform for businesses and customers. Hence, the process for the organisation involves hosting a website, ensuring that the payment gateways have multi-layer security and theft protection, creating an application for the convenience of the customers and more.
Physical Evidence: This element refers to the activities and actions taken by brands to provide reassurance to customers regarding their products or services. This is crucial to create a positive perception of the brand in the minds of the customer to keep their trust intact (Othman et al 2020). Shopify offers this reassurance through excellent customer support services made available all around the world. The customers can either write to them or directly talk with Shopify executives regarding their queries and issues and the company ensure that the problems faced by the customer are resolved within a shorter period of time. 
Communication mix
The communication mix is another theory which is effective for Shopify in communicating with its potential customers. It involves tools that can be sued by the company in delivering its message to the customers (Mereu, 2020). As the company is dealing with the CRM issues like lack of flexibility and adjustability in its IT system which can affect the ability of the company in meeting the demands and needs of the customers. Hence the application of this communication mix theory will be beneficial for the company in managing its relationship with the customers while understanding their specific needs and demand. The communication mix consists of six variables which are as follows:
Advertising: It tends to have a huge impact on the purchasing behaviour of the customers. Advertising usually involves two common forms which are ATL advertising and BTL advertising. ATL advertising involves radio, print and television and BTL advertising involves out-of-the-home advertising (Dainton and Zelley, 2022). Shopify is required to have a unique message of advertising more impactful and unique message, it will have more capability in connecting the company with its consumers.
Personal selling: It is the second method of communication used by the firm to deliver the benefit of its products towards its end customer. The company is required to appoint their brand promoters in ensuring the attention of customers towards its brand or services (Mereu, 2020). It also involves representatives, salespeople, influencers or even brand ambassadors.
Sales promotion: The utilisation of numerous offline and online outlets including sales promotion usually crested limited time in dealing or promoting the secures or products for increasing the shorter-term sales. It involves coupons, freebies product samples, prices and contests (Waisbord, 2020). In conducting sales promotions for obtaining the attention of customers, it is significant for Shopify to consider certain factors such as overall cost, brand image and brand loyalty.
Digital marketing: It has been an effective tool for the business in the current business environment in gaining the attention of wider audiences. Online shopping and social media have provided a new way for firms to their marketing activity. Shopify can use social media platforms such as Twitter, Facebook, and Instagram in communicating with its customers (Cheng, 2018). The major benefit that digital marketing provides is obtaining the attention of treated audiences. It will enable the company to have a personal connection with its customer which is imperative for the company in managing its relationship with the customers.
Public relations: it has the potential, in turning the brand message into interesting stories and in getting the attention of target audiences. It will help Shopify in amplifying strategies news and campaigns in creating its positive views by partnering with journalists and newspapers including relevant other organisations (Dainton and Zelley, 2022). A great and effective campaign will be beneficial for the company in revolving around the public interest and addressing the current trend and events which is crucial in connecting to its service and brand.
Packaging: this element is considered part of the marketing mix, however, due to the increased competition and rivalry in the business environment, packaging has also been considered a significant medium for communicating with consumers (Waisbord, 2020). The overall packaging of products along with the written information of products is a method of communicating with the customers.

[bookmark: _Toc124584889]5. Recommendations 
The IDIC model of CRM has enabled the identification of the value that the users create for Shopify as well as their needs and wants. The communication theories also provided useful intel for improving customer relationships and satisfaction. Based on the information derived from the application of the models and theories, the following recommendations can be adhered to and implemented by Shopify to improve its customer satisfaction and eliminate the existing due to the pandemic. 

· The most important change for Shopify is to provide an IT system or software for the users on its e-commerce platform to be able to link and carry out every operation and activity in one place. The proposed all-in-one user interfaces need to be able to allow brands to manage their stocks, inventory, orders, logistics, marketing as well as promotion from within the platform (Cheng, 2018). This ability will make the brand activities much more tidy, smooth, less time-consuming and reliable which will significantly increase the convenience of the customers. Shopify will benefit in the form of increased user engagement, satisfied clients as well as increased sales in the long term. 
· The company can incorporate its IT infrastructure with AI technology and machine learning to ensure that the system can learn through simulations and real-time actions and activities. This will allow Shopify to create a platform that caters to customer issues, enquiries and complaints almost instantaneously and comes up with reliable solutions (Alaa El-Deen, 2020). This also allows the brand to promote its offerings, discounts, special services and more to the customer’s feed through personalised suggestions and more. This customisation will give Shopify the ability to respond to customers anytime and every day without any time constraints, significantly contributing to customer satisfaction.
· In order to improve the trust and faith of the users in the platform and the company itself, Shopify needs to improve user engagement. The company can do this through a more dedicated workforce that needs to be trained and developed to be able to adapt to any situation and further engage in continuous learning. The employees need to be trained to communicate effectively in multiple languages and keep messages meaningful, short and tempting (Kaur et al., 2019). They also need to be trained to ensure that they can understand the needs and wants of the customers while interacting with them and have empathy while listening to their issues and problems. This will further allow the company to address their needs and wants and increase customer satisfaction through leaps and bounds.   

[bookmark: _Toc124584890]6. Conclusion
This report provided an in-depth discussion on the importance of having quality processes and operations for efficiently managing customer relationships. Shopify’s problems in providing its users with an efficient IT system to manage online sales and other operations have been evaluated using CRM models. The models have provided a deeper synthesis of knowledge regarding the methods and ways of identifying customer issues and needs and satisfying them. The IDIC model provides four methods or pathways to engage in efficient CRM with a focus on customer value-creation and meeting their needs. Moreover, the communication theories of the 7Cs and communication mix have also provided significant insight into improving customer satisfaction. The need for a cohesive and absolute IT system providing brands on the platform with a single place to carry out all its complex processes has been identified as the solution for the brand.  
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