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Introduction 
Customer Relationship Management or CRM can be referred as to a technology or an analytical tool for managing the relationship and interactions of an organisation with its existing as well as potential customers. The CRM procedure is also helpful in identifying consumer preferences, needs and their behavior. By adopting CRM or Customer Relationship Management; a business venture can easily identify the response and activities of the customers on a specific decision or move undertaken by the business venture (Bolton and Tarasi, 2017). Different responses, information and activities of the customers can be collected easily by using several sources in a form of direct communication such as mobile applications and official websites etc. These techniques help a business venture in interacting and creating its appearance or visibility and brand image, brand value in front of its existing and potential customers in order to amplify its sales growth (Kapooria, 2017). The process of CRM also helps the business venture to identify its target audience where the demand of the services and products of the business venture is very high. The term ‘Customer Relationship Management’ or CRM was introduced in year 1970 but its popularity and implementation increased at a very wide scale after the occurrence of COVID-19. In the digitalization era, CRM can be considered as an advanced and highly developed analytical tool that is used by more or less, small or large, each organisation across the world at some extent. Its usage is not bound to the sale of products or services of a business venture but it is also used in several business aspects such as workflow procedure, sales management, contact management etc. The main reason behind the introduction of CRM is to gain a concept related to customer behavior and their response according to a certain situation. The CRM system has the capability of attracting more potential consumers for the business venture by gaining customer satisfaction for a long term (Mala, 2019). The report has been aimed at critically evaluating the Customer Relationship Management or CRM process of the UK based retailer Sainsbury’s and its effect on the existing and potential consumers. Different models such as QCI Model, IDIC Mode, Payne’s Five Process Model are going to be introduced and elaborated to understand the method of CRM better in the context of a business venture. A model will be chosen finally for Sainsbury’s that will be most suited with the retail giant. Besides, several benefits and disadvantages of applying this model will be explained and some recommendations will be provided too. 
[bookmark: _Toc80204753]Overview of the business organisation  
Sainsbury’s is the second largest supermarket chain in the United Kingdom with a 16% of share in the supermarket sector. The organisation was founded by John James Sainsbury in 1869 with a shop in London. Later the organisation became the largest grocery retailer in year 1922 (Aluko and Knight, 2017). It is headquartered at London, England, United Kingdom. As of March 2019, the organisation has 1428 shops and it mainly operates in the UK. The revenue of the company was $28.993 billion and operating income was $986 million as of 2020. The net income of the business organisation was $152 million as of 2020. More than 111,900 employees work in this organisation currently. The organisation opened one of its largest shops in the UK in 2010 as an extension of its existing shop in Crayford, South East London. Most of the stores of Sainsbury’s offer frozen food, groceries, fish meat and self-service checkouts. Depending on the size of the outlets, these may also have an in-shop bakery, café or pizza counter. The core purpose of the organisation is providing great food at a fair price. The company also wants to operate fairly with its suppliers and the environment. 
[bookmark: _Toc80204754]CRM within the business organisation  
Marketing is one of the most beneficial tools for any business organisation in order to reach to its target customers. The major aim of Sainsbury’s is to meet the clients; need and therefore; this organisation has been selected in this report. The supermarket giant directly deals with the consumers and that is why; it is very important to implement the strategies of advanced CRM within the organisation. Sainsbury’s has taken several initiatives for improving their customer relationship management that is very beneficial for the company in generating more sales and revenue.  Sainsbury’s found out that it was losing approximately 15% of consumer calls annually as the consumers had to struggle a lot to get the information they were looking for. The company has started working with Engage Hub for deploying an Interactive Voice System (IVR) in August 2015, primarily rolling it out in 73 stores. Due to its immense success, this has been rolled out to its 600 supermarket stores. The IVR system is wholly integrated into the systems of Sainsbury’s and the consumers can easily get the answers that they are looking for without even having to speak to a consumer service representative. It saves time for both of the in store staffs and the consumers (Ford Rojas, 2021). For continually optimizing the consumer experience, the company realized that it required real-time Management Information (MI) and reporting in order to get deeper insight into every consumer journey. It also recognized that its whole new contact centre could be able handling the majority of the calls coming into the superstores but it’s already existing, inflexible IVR system was routing calls to in-store staff still.  It required a solution which provides a detailed and efficient customer contact channel for streamlining its operations as a part of its digital transformation method. Engage Hub was associating its logic-building technology, Synapse, into the system of IVR for driving the efficiency of the contact centre and decrease the number of missed calls. The organisation has invested a lot in its new contact centre and to maximize its utilization and which meant that the company also needed a new IVR system. One of the major benefits of redirecting more consumers to contact centers is that the consumers can take a whole view of the availability of product. With the Engage Hub, the company deployed an IVR, which provides the company with the flexibility that they required delivering a service which can meet the evolving needs, expectations and behaviors of the consumers. 
The company has arranged its website in a way so that a customer can make a dietary profile in the website and the site flags up the products that the certain customer must avoid (Harrigan et al., 2015). Same-day delivery and convenient delivery options are also available in the organisation. Sainsbury’s uses environmentally-conscious delivery service with green delivery slots; it has reduced the carbon-di-oxide emission of its vans’ to a notable amount. It also recycles the carrier bags when the consumers hands back the bags to the van driver. The company has also committed to reduce the use of plastic packaging by 50 percent by the end of 2025 and carry on it further. It was the first retailer for achieving zero waste to landfill and the company has been planning to decrease food waste by 50 percent by the end of 2030. It influences the consumers to make purchase from an organisation that operates in an environmentally sustainable way; people like to buy products from them who contribute a little more to the welfare of the planet and its people. 
The second-biggest supermarket chain observed growth in grocery sales by 7.8% but the overall revenues were flat as the company had to spend a lot for covering staff absence and making the stores safe. The agro brand sales observed revenue generation by 8.3% but on the other hand, the clothing sales fell by 8.5%. It has also observed a big shift online, with its digital sales doubling. Online orders have increased to represent 17% of the total grocery sales; up from 8% of the previous year. The usage of SmartShop, Sainsbury’s in-store shopping application allows the customers to scan the products as they go around a store and skip the checkout queues, has increased as the consumers prioritize contactless shopping and maintain social distancing (Warc, 2020).  
[bookmark: _Toc80204755]The way by which CRM helps in identifying the organisational issues 
By capturing a storing a complete record of purchases and interactions of a consumer with the organisation, Customer Relationship Management empowers the consumer service representatives in personalizing interactions with the consumers to resolve their issues and keep them satisfied. Such as, by CRM, Sainsbury’s identified the online purchasing tendency of its consumers during the COVID crisis, as a result, they adopted the method of SmartShop that helped the company in increasing their sales and generating more revenue by satisfying the consumers’ needs. 
[bookmark: _Toc80204756]Benefits of developing and maintaining customer relationships 
· CRM keeps a track of the existing client profiles and use them to determine the people to target for maximized clientage return. 
· The data of CRM ensures effective collaboration of the marketing campaigns. It filters the data and assures that the promotions do not target the people who have already purchased a certain product. 
· The CRM system helps to close faster deals by initiating more efficient and quicker responses to consumer leads and information. 
· It facilitates development of effective and better channels of communication. Technological integration such as interactive voice response system and websites makes it easier for sales representatives and the organisation.
In such ways, customer relationships benefit the organisation. 
[bookmark: _Toc80204757]Challenges of developing and maintaining customer relationships 
· One of major challenges of implementing CRM is its high cost. 
· Defining clear objectives which an organisation seeks to achieve with the system is one of the key secrets for a successful and smooth CRM implementation. Failing to do so makes it tough to evaluate the return on investment (ROI) or the core benefits of the system. 
· Another major challenge during the implementation of CRM is company-wide training it accumulates. For eliminating this challenge, the company needs to involve all the future-users of CRM technology and provide them with the intensive training so that they could be familiar with its use. 
[bookmark: _Toc80204758]Several models for improving CRM within the business organisation 
There are a few models of CRM; some of them have been described below: 
[bookmark: _Toc80204759]IDIC Model 
IDIC is one of the CRM models that depicts identify, differentiate, interact and customize. The model was formulated by Rogers and Peppers. The model is beneficial in assessing the customers’ expectation and their worth to the business. 
· Identify the customers’ expectations: The business organisation which is working towards CRM must have to identify the needs and preferences of the customers above all. It helps to formulate new strategies and products for the customers. For example, the business organisation can conduct a market survey in order to understand their preferences and requirements. 
· Differentiate the customers’ expectations:  For meeting the needs and satisfaction level of the customers, it is essential for the organisation to differentiate the customer base into value and need. It helps the business to formulate strategies that meets the needs of the customers as well as the organisational goals for strong customer relations. Differentiation by value helps to identify the loyal customers and their needs must be focused on. Their feedback is essential for extension of product line, increasing efficiency, organisational performance and generating more revenue. Differentiating consumers on the basis of their needs helps to strategize the promotions. 
· Customer Interaction:  Customer interaction helps to understand the customers’ expectations and the way these are related to the services and products of the company. Based on the needs and preferences of the consumers, interaction, provides a scope to collect their feedback, opinion and demands. 
· Customize to meet customers’ satisfaction level and needs: After identifying, differentiating and interacting, a clear concept can be emerged for the new strategies and product customization. In such ways, the business can be able to offer the best-matched services and products to its customers (Dalla Pozza et al., 2018). 
[bookmark: _Toc80204760]QCI Model  
The Quality Competitive Index Model or QCI Model is one of the Customer Management tools. It presents different organisational activities which a business venture must perform in order to attain and retain customers for a longer period of time. The model represents technology utilization in assisting process that is performed by people. The QCI model elaborates the procedure of customer relationship without containing the external circumstance such as political factors, competitor organisations and their performances, customers, economic condition of the operating area or country etc and it affects the planning activities of the business (Kim and Wang, 2019). Customer experience (CX) has a great influence on customer proposal, customer measurement and customer management activities. But the major focus of the model is customers, not the whole process of Customer Relationship Management. The Customer Relationship Management system has three key factors: acquisition, retention and penetration to be successful in the method of CRM adoption. It represents the impact of customer experience (CX) through their buying pattern. 
[bookmark: _Toc80204761]Payne’s Five Process Model 
Payne’s Five Process Model was developed by Adrian Payne and Pennie Frow for identifying and critically evaluating the processes of customer relationship management. This model suggests collection, arrangement and usage of data and information regarding to the customers, it also helps by providing insights on the area of customer behavior. It also helps the business ventures to formulate proper marketing responses and enhance value propositions (Cameron et al., 2017). This model is also helpful in enhancing Customer Relationship Management system which makes acquisition and retention of the customers a top-most priority. It contains the procedures that help to build and maintain the relationships of the organisations with their customers. This model elaborates the relevance of different processes such as: 
· Process of Strategy Development:  This process can be categorized into two divisions such as: business strategy and customer strategy. A business is needed developing a vision in relation to its offerings for the business strategy. The major purpose is to create a goal to establish itself as a main player within its operating industry. According to the model, it is important to scrutinize both the potential and existing customer base as a segment of customer strategy. It assists in proper segmentation and suggests the future activities to fulfill different customers’ requirements. 
· Process of Value Creation:  This process contains identifying value of a customer to the business organisation for pointing out which customers are precious and valuable by the help of the processes such as value assessment and value proposition (Horani, 2020). In accordance with the model, transformative process must be there as per the acquired outcomes from the development of strategy, by this, the value can be expelled and converted into significant narrative. Firstly, the business needs determining what the procedures are that can create value for its customers, then it must point out the customers who are capable to add more value to the business. At last, the business must identify the way to maximize value in the desirable customer base for a successful value interchange.  
· Process of Multichannel Integration:  It acts on the inputs from the process of value creation and business strategy. It contains transferring insights from the mentioned processes that outcomes in value-adding actions. The process states that a business must conduct operations and tasks to understand customers’ perspectives, engage them and retain them within the organisation for a longer time span. It assists a venture in focusing on making such decisions that integrates every channel and ensures that the customer experience (CX) is effective and positive. Feedback from this process needs to be taken into consideration to evaluate value proposition and business strategy further. It helps to adopt the CRM process better for attaining increased success for the business (Frow et al., 2015). 
· Process of Performance Assessment:  Performance assessment is essential to understand how improved the value proposition of the business is and whether the customers’ interest is resulting in enhance business performance or not. Payne and Frow suggested an understanding of business performance through the scenario of customer engagement, profit margin, shareholder value and dividends etc. According to the Five Process Model, performance assessment of a business organisation must contain the monitoring of the customers’ satisfaction level and critical analysis of the KPI or Key Performance Indicators (Peppers and Rogers, 2016). Conducting this helps to assess the success extent through the implementation of CRM strategy. 
· Process of Information Management: Information Management is an analytical portion of Payne’s Five Process Model and it is an assistance process to the other segments of this model. The model suggests collection, arrangement, utilization of the information which is related to the customers; assists with the insights on customer behavior. It helps the ventures to create appropriate marketing responses and increase value proposition. In order to manage such organisational activities; ventures must formulate a data repository system with the tools and techniques of data analysis. The applications help to keep the CRM system a magnificent one for quantitative and qualitative measurement of the competitiveness in the marketplace. 
[bookmark: _Toc80204762]Significance of the chosen model 
UK retail giant Sainsbury’s can be hugely benefitted from Payne’s Five Process Model framework, therefore this model has been selected for it (Cuthbertson et al., 2015). The model is very beneficial in offering a customer-based value proposition (Boulton, 2019). Sainsbury’s can work for formulating the strategy of CRM by engaging the customers effectively; offering value propositions such as by providing loyalty privilege, priority shipping and offering discounts on product prices etc (Hollowell et al., 2019). It can help Sainsbury’s to formulate new strategies through which it can acquire most customers from not only the local market but also the global market. It also ensures that Sainsbury’s is developing its information management to get personalized data of its customers to realize their needs and choices. Multi channel integration can be associated from customer service, online traffic, e-mail assistance during the COVID-19 crisis. Sainsbury’s performance can be assessed through customers’ feedback. Critical analysis of the factors which influence purchase intention can help to formulate better value propositions (Sakunthala, 2021).  
[bookmark: _Toc80204763]Application of Selected Payne’s Five Process Model in Sainsbury’s
The selected CRM model Pyne’s five Process is basically used by organisations to improve customer relationship towards the brand which creates acquisition and retention of the customers a priority for the companies. The model was developed by Adrian Payne and Pennie Frow in 2005 to identify and ingress the relative CRM. The application of  Payne’s Five Process Model within the operation of Sainsbury’s is described below:
· Strategy Development Process- The strategic development stage in Payne’s Five Process model is secreted into two parts: business strategy and customer strategy. Sainsbury’s needs to develop their vision and mission in relation to building a strong business strategy. The main purpose of creating a goal is to establish a successful position for Sainsbury’s as a key player in the retail industry (Thakur, 2019). Therefore, by the utilisation of this CRM model, Sainsbury’s can understand their business goals and objectives through which they can run further business operations. On the other hand, this process also will help the company to gain a development of customer strategy more effectively. As a result, the managers can identify and understand customers' needs and demands. The model will also inform the marketers in Sainsbury’s about changing demands and needs of the consumer so that the company can rely on consumer requirements. Through the model they can have an understanding about their customer review on products and services such as customers’ likes and dislikes along with their characteristics and purchasing pattern. Consequently, the company can develop their service and product more effectively at the initial stage for providing positive customer experience. Sainsbury’s also will be benefited through his model as they will be able to to determine their future actions and responsibilities in order to maintain customer needs and demands. 
· Process of Value Creation- Through the application of value creation process from Payne’s five process model, Sainsbury’s can easily identify the value of each consumer associated with their business. Moreover, the company can also find out the value of their business strategy in relation to enhancing customer satisfaction. The marketers and the managers of Sainsbury’s already focused on their business along with their customers' demand in order to provide quality customer experience. In this context, application of this process from the CRM model will help the company to identify their valuable and potential customers through the value assessment process who are significant for enhancing revenue. As per this model, this process needs to be transformative in order to receive quality output from a strategy development (Kristaung and Murtanto, 2019). As a result, the value will be extracted and transformed into meaningful propositions. The model also reflects three aspects of effective value creation. Initially, the organisation needs to understand the process through which we can create value for their consumers. Secondly, the marketers of Sainsbury have to find those customers who can add value to their company. Finally, the marketers must find out the way of maximizing the value in the desirable customer segment for successful exchange of values. 
· Process of Multichannel Integration- By the application of multichannel integration process from Payne’s model Sainsbury’s can identify and develop input processes acquired from value creation process and business strategy. Through this process, the company can involve conversion of insight from the above processes to produce quality output in value-adding activity. This process is fruitful for Saisbury’s as it suggests the business conduction task to customer engagement, understanding their perspective and making them stay for a long run with the company (Mogili and Natarajan, 2021). The process will also help Saisbury’s to focus on the decision-making process for creation of effective business strategy which will get all the channels to ensure the customer experience is positive towards the company. In addition, the feedback and reviews collected from the process are indeed essential for the company in account to the evolution of business strategies and value proportion. Therefore, involving the process from the Payne’s model is beneficial for the company to develop the implementation of customer relationship management (CRM) for greater success of the organisation and hold the successful position in the UK retail market. 
· Process of Performance Assessment- Performance assessment is one of the crucial stages of the Payne’s five process model. By the application of this stage Sainsbury’s can understand their value proportion of business and determine customer interest whether it is leading to better business performance (Green, 2019). Utilisation of this process will help in understanding of performance via customer engagement, profit margin, stakeholders values and returns to dividend. Merging this model within the business process will help the manager in performance assessment of the business which will include monitoring of customer experience, their needs and demand, customer satisfaction etc. In addition, it will also analyse the key performance indicators (KPIs) within the business. By following all the steps, Sainsbury’s can have the access to extreme there services and leading towards the success of implementation of CRM process within the company. 
· Information Management Process/ analytical process in CRM- Information management process is considered as the analytical part of Payne’s five process model. This model supports all the processes of Payne's model. By the utilisation of the model Sainsbury’s can collect, organise and apply fruitful information which are related to customer help with insight on consumer behaviour. With the help of this model Sainsbury’s will be able to create an appropriate market response and develop their value perceptions (Badsi et al., 2017). In order to manage search activities the particular organisation must love their data repository system by the involvation of data analysis tools. Therefore, the application of this process will allow Sainsbury’s to keep the CRM process as a comprehensive business activity for the purpose of qualitative and quantitative measurement of market competitiveness. Thus, the company can understand their position in the market through customer purchasing patterns and their output. 
Benefits:
· Sainsbury’s can have a better understanding of customer segmentation and targeted audience.
· The application of the Payne’s model will enable Sainsbury’s to identify consumer demands and requirements.
· The marketers can gather customers reviews and feedback and develop organisational output (Ting et al., 2019).
· Sainsbury’s will develop brand awareness and brand loyalty through offering quality products which meet all consumers’ requirements. 
· Customer engagement will enhance and Sainsbury will enable them to keep them for the long run. 
Challenges:
· Application of CRM model is expensive which can increase organisational expenses.
· All the employees within the organisation need to be qualified and trained enough to use CRM models which is quite expensive.
· There are certain insecurities in storing and collecting data from the market for the organisation. There is a high scope of misutilisation of CRM data by third parties which can create huge risk for a large supermarket chain like Sainsbury’s (Kavita, 2017). 
[bookmark: _Toc80204764]Recommendation
From the analysis of Payne’s five process model and its application in Sainsbury’s it can be suggested that the firm must implement a CRM model within the business process as it is quite simple to use and will be beneficial for their internal customer as well as their employees. Before purchasing any CRM model it is needed to research on the potentiality of CRM ROI to implement it within the organisational activities along with all the concerned employees presented in the company. Sainsbury's also suggested that it will provide effective CRM training to all their employees from different department and job roles. It is important for every organisation including Sainsbury’s to keep their staff aware of the CRM system by providing them effective training and knowledge development sessions. Therefore, it will be easier for the company to identify eager employees and make them trained about the new CRM process by scheduling regular sessions for teaching. As a result, the workers or staff will acquire enough knowledge on the model about how to apply the process for producing best quality output and maximizing the revenue for the company. Another recommendation for Sainsbury’s is to track and identify the customer behaviour by their purchasing pattern and sales cycle. The company can also utilise social media platforms for effective promotions activities and collect customer reviews for betterment of their products and services. The manager must be concerned about customer satisfaction and ensure that all the important data has been collected that are needed to update the business operation.
[bookmark: _Toc80204765]Conclusion 
The following report was critically focused on the discussion of different factors related to customer relationship management or CRM. In order to understand CRM within the business process, the proposed organisation is Sainsbury’s. The first part of the report has discussed the organisational context of Sainsbury’s. A critical analysis of different models along with their strengths and weaknesses and evidence of successful application has been reflected. In the next stage of the report, a CRM model has been chosen for the selected organisation Sainsbury’s on the basis of its customer relationship management issues. The application of that particular model on the business has been evaluated appropriately along with benefits and challenges. At the end of the report, a set of table suggestions has been provided for betterment of customer experience within Sainsbury’s.
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