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Abstract
In complex business dynamics, it is very important for organisations to track their interaction with the customers and manage their relationships with them wherein Customer Relationship Management plays a greater role. Therefore, the aim of this research project is to assess the impact of customer relationship management in tracking customer interactions and managing relationships with them by taking into account the case of a UK-based café organisation Caffè Nero. The research is conducted in a systematic manner with the help of defining objectives and questions so a direction can be known to move on for conducting different research stages. 
This research is based on positivist philosophy under the epistemological paradigm that is supported by deductive reasoning. For this quantitative design, a survey is conducted with 40 participants who are selected randomly to attain cross-sectional objectives. 
The findings obtained in the study suggest that CRM is highly effective in tracking customer interaction and relationships for Caffè Nero as it contributes to the success of the café organisation. However, there are several challenges that can be involved with the implementation of CRM systems in the café such as lack of resources and poor user adoption. The participants had a say that these can be overcome by effective communication and training programmes for the employees.  
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Chapter 1: Introduction 
1.1 Overview 
Customer relationship management can be considered as an effective technology which is majorly used to manage the interaction as well as relations with the customers. It is important for businesses to achieve better market growth and also build a stronger customer base (Buttle and Maklan, 2019). It supports improving the performance by identifying the customer needs through interaction to meet the customer satisfaction level. Along with that, it is having a vital role in different business activities such as operations, marketing, and others. The overall discussion will be based on the Caffè Nero, they are operating their business activities in the UK and has a stronger customer base around them (Davis and Bottorff, 2022). However, due to the increase in competition rate, they need to manage the interaction and relations with them to retain the customers for longer periods of time through follow-ups as well as thoughtful touches that assist in strengthening relationships with customers over time. 
1.2 Rationale of research 
The rationale behind this research is to understand the CRM implementation in business to manage interaction and relations with customers. Business organisations should invest in CRM systems because they may enhance productivity, performance, and customer relationship management, among other aspects of their operations. They are the main factor sustaining the organization's viability in the market (Kulpa, 2017).  As per the current scenario, the competition rate also increases where businesses have pressure to implement this kind of software in activities so that effective management can be followed. Thus, this research will provide a deeper understanding and create awareness about the significance of CRM. 
1.3 Aim 
This research aims to investigate the impact of implementing a CRM system in the Caffè Nero to track customer interactions and manage customer relationships. 
1.4 Research Objectives
RO 1: To identify different types of CRM systems that are implemented in business organisations. 
RO 2: To analyse the impact of implementing a CRM system on Caffè Nero in tracking customers’ interactions and managing customer relationships.
RO 3: To identify the challenges faced by Caffè Nero Nero during the implementation of CRM systems in the business. 
1.5 Research Questions 
RQ1: What are the different types of CRM systems that business firms are implementing? 
RQ2: How can the implementation of a CRM system impact the tracking interaction and management of customer relations with Caffè Nero?
RQ3: What are the challenges involved with the implementation of the CRM system that Caffè Nero faces? 
1.6 Research structure 
Chapter one is based on an overview of the CRM system and its implementation in business firms to track the interaction and management of the customer relationships with the brand. Moreover, the Rationale or purpose of the research has been outlined to frame the aim as well as objectives of the study. 
Chapter two involves the review of existing studies and journal articles to obtain relevant information based on CRM and how its implementation can be effective for business growth. 
Chapter three is based on methods, strategies, approaches and data collection tools. These have a vital role in data collection and obtaining the key findings based on the research topic. 
Chapter four will outline the key findings which will be obtained from the primary research and survey tool. Along with that, chapter five will outline the discussion in which research questions will be addressed by supporting the key findings. 
Chapter six will outline the conclusion with key points from research and limitations of research that will assist in outlining the future recommendations for better improvement. 
 


Chapter 2: Literature Review
2.1 Overview of the Chapter
This chapter aims to offer a thorough theoretical understanding of the impact of customer relationship management systems in tracking interactions with customers and managing customer relationships by considering the case of a Caffè Nero. To cover all the crucial elements, it will be divided into different sections so that the aim can be effectively achieved. It will encompass from evolution, types of CRM systems used by businesses and influence of the CRM (customer relationship management) systems. Along with that, it will also elaborate on the challenges faced by Caffè Nero in the implementation of CRM systems and solutions adopted by the organisation Caffè Nero overcome those challenges. 
2.2 Evolution of Customer Relationship Management 
BOZBAY (2021), stated that relationship marketing or customer relationship management has originated from different areas of marketing such as industrial marketing and service marketing. Moreover, the author also presents that customer relationship management has evolved with the purpose of developing positive relationships with customers by appropriately maintaining their satisfaction level and loyalty to the business organisation. Over time, CRM is regarded as the tool that is used by business organisations to expand their relationships with their customer base without which the organisations cannot survive in the current business environment. Elaborating on the concept and development of Customer Relationship Management, Zerbino, et. al. (2018), discussed that with each passing day as well as technological disruptions, CRM technology takes shape and form to accommodate the needs of businesses of all types and sizes. Additionally, CRM systems help businesses integrate and streamline information from innovative data sources into the decisions related to the management of customer relationships. 
2.3 Types of CRM Systems Used in the Business Organisations
 The study by Davis and Bottoff (2022) presented that there are key main Customer Management Relationship systems namely analytical CRM system, operational CRM system and collaborative CRM system. The authors also stated that these CRM systems are remarkably supportive for businesses to track their interaction with the current customer base and attract the attention of new potential customers. Elaborating on the types of CRM systems, the study by Almohaimmeed (2021) stated that operational CRM is regarded as the front office of CRM and defined it as the system used to increase the efficiency of daily operations of the organisations related to customers through automation of marketing function, sales force as well as customer service systems. The author also expounded on the analytical CRM and presented that this system is used by firms to predict customer behaviour through data mining, data warehousing and online analytical processing. 

Figure 1: Interrelated CRM Types and Processes
Source: (Saha, et. al., 2021)
This has been supported by the study of Saha, et. al. (2021), who discussed that analytical CRM system plays a greater role in organisations and is utilised by them to review the data of customers. Therefore, it can be said that the effectiveness of decisions taken by businesses related to customer interaction heavily relies on analytical CRM. The same study mentions the collaborative CRM which is the third type of CRM system to be used to administer and streamline the communication channels with the touchpoints of customer interactions. Furthermore, Paliouras and Siakas (2017), opined that the collaborative type of customer relationship management system enables organisations to offer assistance to customers by sharing the information that has been gathered from interactions with them. 
2.4 Influence of Implementing CRM Systems in Tracking Customer Interaction and Managing Customer Relationships in Caffè Nero
The implementation of CRM systems in the Caffè Nero has a remarkable influence on tracking customer interaction and managing relationships with them. According to Wei, et. al. (2019), this is because connecting with customers and maintaining relationships with the current customers and future customers by changing its current approaches. Moreover, it influences the corporate identity, corporate culture and the needs of employees. Along with that, it has been identified that it has helped the organisation Nero to influence the purchasing behaviour of customers by tracking and utilising their historical data as it helps improve its business relationships. However, Suoniemi, et. al. (2022) in his study elaborated that it is important to improve the overall experiences of the customers who are visiting the store in order to positively impact their relationship with them along with their purchasing behaviour. The author of the same study presented that CRM acts as a bridge between the Caffè Nero and the customers to fill the communication gaps (Suoniemi, et. al., 2022). However, authors from both studies stated that effective implementation of CRM systems is the key to sourcing its benefits as ineffective implementation can lead to adverse impact on the relationship with the customers, hamper interactions with them and increase the chances of failing to meet the expectations that the customers have with the organisation. 
2.5 Challenges Faced by Caffè Nero in the Implementation of CRM Systems
The implementation of CRM systems is not an easy process as Caffè Nero faced several challenges. As discussed by Abdullahi (2021), the challenges are identified as a lack of resources, data security issues, inappropriate selection of CRM software and high money requirements. This is because the implementation of CRM systems costs a significant amount of time and training as well. Elaborating on the challenges, it can be said that there is a wide range of CRM systems available that make it difficult for organisation to assess their respective strengths and weaknesses (Abdullahi, 2021). While implementing CRM systems, not only took a lot of time for the organisation but also led to inappropriate selection of CRM. Another challenge that was identified is the data security issues because a weak CRM system could have led to compromise the customer data by corrupting, deleting, encrypting and transferring it to unauthorised parties resulting in data breaches (Baashar, et. al., 2020). This could have not been favourable for the organisation in managing its relationship with the customer. Additionally, it can be said that these challenges are interrelated with each other as the impact of one can be seen on another. For instance, inappropriate selection and data security issues are associated with a lack of training while data security issues are also associated with a lack of resources. Therefore, to overcome these challenges, some robust solutions were required. 
2.6 Solutions Adopted by Caffè Nero to Eliminate Challenges Faced in the Implementation of CRM Systems 
According to Pohludka and Štverková (2019), one of the most important solutions that have helped Caffè Nero to eliminate the challenges in the implementation of CRM systems and contributed to its effective execution is comprehensive training to employees on how to use the CRM systems. This has helped the organisation to save resources after the successful implementation of CRM systems. A report by World Coffee Portal (2023), stated that the CRM system has helped the organisation to achieve growth in revenue alongside providing opportunities to expand its business operations in different regions of the United Kingdom. Anshari, et. al. (2019), discussed that another solution that has helped the organisation in eliminating the challenges in the implementation of the CRM system is focusing on the personalisation and customisation of services for the customers. This is because it has helped the organisation to optimally utilise the available resources. This, in turn, provided the organisation with a path to maintain a long-term relationship with the customers and attract new customers.  
2.7 Summary of the Chapter
This can be summarised from the chapter that customer relationship management is the integration of different areas including industrial marketing and service marketing. The CRM systems are designed by aiming at build strong relationships with the customers and managing them through continuous interactions. Moreover, there are three types of CRM systems used by businesses for varied purposes such as operational CRM for improving daily operations related to customers, analytical CRM for predicting customer behaviours through utilising their historical data and collaborative CRM for improving communication as well as relationships with them. It has been identified that the implementation of the CRM system has influenced the organisation Caffè Nero in terms of improving overall customer experience at the shop along with impacting the corporate identity, culture and employee needs. 
However, inappropriate selection of system, data security concerns and lack of resources (both time and money) are challenges faced by Nero in the implementation of CRM system in its process. Some of the solutions adopted by Caffè Nero to eliminate the challenges it faced in the implementation of CRM systems are identified as comprehensive training for the employees and personalisation & customisation of services. 



Chapter 3: Research Methodology
[bookmark: _Toc165153699][bookmark: _Toc165193758]3.1 Overview
 The methodology of research is regarded as the systematic plan that is used for resolving the research problem.  The methodology is carried out in accordance with the implementation of the customer relationship management system for customer interactions as well as to manage customer relationships. There are different methods included for developing an effective methodology for the research.  The layers that will be involved include the research philosophy, approach, strategy of research, methodological choice, method of data collection and the data analysis method. 
[bookmark: _Toc165153700][bookmark: _Toc165193759]3.2 Research Philosophy
 It is the set of beliefs that guide the design as well as for the execution of the study.  It is a significant part of the research methodology and it is the framework that is used for understanding the nature of knowledge.  In this research, there is the use of the positivism philosophy, and there is the use of objective assumptions and factual knowledge is gained.  The other philosophies that are not followed for the research include pragmatism, interpretivism and the realism philosophy (Al-Ababneh, 2020). Interpretivism philosophies are not used for the research as it is used with subjective assumptions and in this, the knowledge and facts are relative as well as subjective.  Pragmatism philosophy is also not followed as in this there is the use of qualitative and quantitative data. 
[bookmark: _Toc165153701][bookmark: _Toc165193760]3.3 Research Paradigm
It is the method or the pattern that is used for conducting the study and in the research, questions are being answered as well as the approach that is used is based on the paradigm. In this study, there is the use of an epistemological paradigm for the study, as in this there are facts and the framework is being linked to the research problem.  However, the ontological paradigm is not used as, it is used with future studies (Melnikovas, 2018). Moreover, it focuses on reality and not focussed on how reality is to be known.

 
[bookmark: _Toc165153702][bookmark: _Toc165193761]3.4 Research Approach
 It is the plan that is used for conducting the study and in this there is the intersection of philosophy, design as well as methods. In this research project, there is the use of a deductive approach, by considering the quantitative data and this approach is used for testing of existing theory (Alturki, 2021). As this will support in the testing of the theories in relation to the CRM systems used for business organisations.  Other approaches that are not followed for the study are the inductive and the abductive approach. The inductive approach does not support this research as it is used with the qualitative data set and in this there is development of the new theory in accordance with research. However, the abductive approach is also not followed as, in this, there is the use of qualitative and quantitative data.
[bookmark: _Toc165153703][bookmark: _Toc165193762]3.5 Research Strategy
It is the scheme or the plan through the searching activity as well as the assessing of information that is found is being carried out.  The research strategy is selected in accordance with the developed aims and objectives.  In this study, there is the use of a survey strategy, through the collection of the data among various participants.  There are several of questions that will be asked among different participants for the implementation of the CRM for managing customer relations and tracking the customer interactions for Caffè Nero. Other strategies that are not preferred for this research area include the grounded theory, action research, archival research and interview strategy (Mardiana, 2020). Grounded theory is not preferred in the study, as there is limited generalisability and it is used with the inductive approach. Moreover, the interview strategy is also not preferred for the study as it is used with qualitative data sets of the study. 
[bookmark: _Toc165153704][bookmark: _Toc165193763]3.6 Research Choice
The methodological choice of the study depends on the decisions that are adopted in relation to the research methods that are followed in the study.  In this research project for the CRM system, there is the use of the mono method for the research, as in this there is either of the method as qualitative or quantitative. However, for this study, quantitative data is used, through the collection of the data among different respondents.  The mixed and multi-method is not preferred for the study as in mixed method there is the use of quantitative and qualitative data are used (Harrison, Reilly and Creswell, 2020). Moreover, multi-method is also not used as it is used with these methods as with qualitative and quantitative, however, the other methods that are used are being auxiliary. 
[bookmark: _Toc165153705][bookmark: _Toc165193764]3.7 Time-horizon
It is the time frame that is used for the projects and the study needs to know the time horizon so that there can be accurate predictions made for short or long range for the study. The time horizons include the cross-sectional or the longitudinal time horizon (Melnikovas, 2018). Moreover, the time horizon is selected based on the developed objectives for the CRM system in making tracking for customer interactions as well as for managing the relations of the customers. In this study, there is the use of a cross-sectional time horizon, as the study is conducted for a limited period of time, as it is a short-term study.  However, a longitudinal time horizon is not used in this research, as it is conducted for a longer period of time to compare the data.

[bookmark: _Toc165153706][bookmark: _Toc165193765]3.8 Data Collection Method
The methods as well as the procedures are used for gathering the information in relation to the research and the data is collected in accordance with the CRM in the business.   There are two types of data collection methods as the primary and the secondary method for the project (Islam, 2020). Moreover, for this research, the data is collected through the use of the primary research method, with the collection of quantitative data.  Moreover, in the collection of the quantitative data survey is conducted, through the use of Google Forms. In the questionnaire, there is the use of a closed-ended questionnaire for the research area.  Through this, there are different views gathered by the participants for the research.  However, for the research primary qualitative data is not considered, as it is collected through interviews. As it is being time -consuming to be carried out and there can be interviewer bias.  Moreover, the data for the literature review is gathered by the use of different sources and the data that is collected is reliable for the study. 
[bookmark: _Toc165153707][bookmark: _Toc165193766]3.8.1 Sampling size
In this research, the data is collected through the survey, which is carried out among the 40 participants, and those include the peers and colleagues, that will participate in the survey, which is accrued out through filling the questionnaire. Moreover, the sampling method that is used is non-probability sampling, by the use of simple random sampling, as the respondents are being randomly selected among the population groups. 

[bookmark: _Toc165153708][bookmark: _Toc165193767]3.9 Data Analysis Method
 It is the systematic process that is used with different techniques and facts, for making the conclusion for the CRM system in tracking made for the customer interactions in the case of Caffè Nero.  In this research, the quantitative data is analysed through graphical representation analysis.  As, this supports in interpreting the collected data through the support of the graphs and the charts that are generated through the collected data, among different participants.  As, through this analysis technique, it is easy to analyse the data in the context of the study. Moreover, the other analysis techniques that are not preferred for the research include the diagnostic, predictive as well as the prescriptive method (Poornima and Pushpalatha, 2020). Predictive analysis is not used as in this there is the need for accurate and relevant data and if the data is incomplete then there can be incomplete predictions. However, thematic analysis is not being carried out as it is being used when there is effective use of the qualitative data for the study.  
[bookmark: _Toc165153709][bookmark: _Toc165193768]3.10 Ethical considerations
These are regarded as the set of principles that are used for guiding for the research designs as well as the practices. In the research, there was an agreement signed of confidentiality and the participants will also sign the consent form after reading of the information letter (Drolet, et. al., 2023). The different principles of the research include confidentiality, informed consent, voluntary participation, confidentiality and the resulting communication. Moreover, it is important to involve the ethical approval for the research conducted. 
[bookmark: _Toc165153710][bookmark: _Toc165193769]3.11 Summary
In this chapter on research methodology different methods are being used for the collection of the data and the methods were selected according to research aims and objectives.  In this research, the data is collected through the use of primary research, by conducting the survey.  The data analysis method that is selected includes the graphical representation of the data. The other methods that are used include the positivism philosophy, deductive approach, survey strategy and the use of the mono method, as in the research there is the use of quantitative method. 



[bookmark: _Toc163793553][bookmark: _Toc165153711][bookmark: _Toc165193770]Chapter 4: Analysis 
[bookmark: _Toc163793554][bookmark: _Toc165153712][bookmark: _Toc165193771]4. 1 Overview 
In this section, the quantitative data will be analysed through graphical presentation. The primary research has been conducted by using a survey among 40 participants. Along with that, the close-ended questions were prepared based on objectives and research questions. The survey questions involve the CRM system types, the effectiveness of CRM systems in café, key challenges and overcome strategies that will be identified throughout this survey. 
[image: A pie chart with numbers and a group

Description automatically generated]
Interpretation – The survey has been conducted among different age groups. However, it was identified that around 32.5% of participants belong to the 26 to 30 age group who are considered an adult and may have knowledge about CRM systems. The participation of the 18 to 25 – 31 to 35 age group was around 30% which also shows their interest in a research survey. On the other hand, the 36 to 45 age group has less participation in the survey. 

[image: A diagram with numbers and a few words

Description automatically generated with medium confidence]
Interpretation – This question has been asked among participants to know that they are aware of not for CRM system. Thus, it was identified that around 50% are aware of the CRM system which shows great involvement in the survey. While 27.5% of participants were not aware and 22.5% people were not sure about the CRM system where this survey can add knowledge factor for them. 

[image: ]
Interpretation – The CRM system is important for managing the relations with potential customers in business. There are different types of CRM systems available such as operational, collaborative, analytical and strategic. These can assist in engaging potential customers, analysing customer data, making strategic plans, and increasing the efficiency of operations. As per survey results, around 32.5% of people believe that an operational type of CRM system is the most effective. While around 30% of participants believe that analytical is more effective as through this analysis of customer data can be easy. 

[image: A pie chart with numbers and a few dots
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Interpretation – The CRM is all about managing the relations with customers by tracking their data which provides awareness about the customer’s needs towards the brand. From survey results, it was identified that around 70% of participants believe that CRM system is effective for café business in tracking customer interaction and relation management. However, around 17.5% do not believe that it can be effective and the remaining 12.5% are not sure about the effectiveness of the CRM systems. 

[image: ]
Interpretation – The adoption of a CRM system may have a major impact on the café business. Thus, from survey results, it is identified that around 27.5% of participants believe that reward frequent can be easy after the implementation of CRM. While 30% of participants believe that it eases the tracking process of customer purchases in the café business. However, 22.5% to 12.5% believe that it increases revenue and improves customer satisfaction which can lead to better success of the café. The remaining 7.5% of people believe that the implementation of CRM can reduce errors. 
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Interpretation – The success of the café business is important and CRM systems play an important role in tracking customer data and their analysis can provide better knowledge about potential customers that can improve services and product quality. From survey results, it was identified that around 57.5% of participants believe that the CRM system can contribute to the success of the café business as it manages the relations with customers that improve market presence and sales. However, 27.5% denied that it contributes to the success of business. While the remaining 15% of participants are not sure about this statement. 

[image: ]
Interpretation – Challenges are always a part of any implementation process in business. Thus, as per survey results, around 27.5% of participants believe that lack of resources can create barriers to CRM system implementation in the café business. However, 25% of participants believe that poor user adoption can be challenging and restrict the success of business. While 22.5% of participants believe that inadequate data or data quality issues can lead to challenges in the adoption of CRM. Other 17.5% and 7.5% of participants believe that ineffective training and lack of goal clarity can create barriers to the adoption of CRM. 

[image: ]
Interpretation – There are different strategies identified to overcome above discussed challenges. As per survey results, around 42.5% to 30% of participants believe that effective training and communication is important to provide better clarity of goals. However, 17.5% of participants believe that maintaining data cleanliness can improve data quality issues. While 10% of participants believe that customization of the system as per business needs can assist in managing the resources and improve the effectiveness of CRM implementation. 

[image: A pie chart with text on it
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Interpretation – The CRM system has a vital role in business activities thus, as per survey results it was identified that around 67.5% of participants believe that the CRM system is effective for operational and marketing areas of the café business because it can improve efficiency and company can target customers as per their needs and wants. While other 17.5% of participants denied this statement and the remaining 15% were not sure. 
[bookmark: _Toc163793555][bookmark: _Toc165153713][bookmark: _Toc165193772]4.2 Summary 
From overall this chapter, it was identified that 50% are aware of the CRM system which shows great involvement in the survey. While 32.5% of people believe that an operational type of CRM system is the most effective. Moreover, 70% of participants believe that CRM system is effective for café business in tracking customer interaction and relation management. While 30% of participants believe that it eases the tracking process of customer purchases in the café business. Furthermore, 57.5% of participants believe that the CRM system can contribute to the success of the café business as it manages the relations with customers that improve market presence and sales. While 27.5% of participants believe that lack of resources can create barriers to CRM system implementation in the café business. Thus, in order to overcome challenges 42.5% to 30% of participants believe that effective training and communication is important to provide better clarity of goals.  In addition, 67.5% of participants believe that the CRM system is effective for operational and marketing areas of the café.



[bookmark: _Toc165193773][bookmark: _Toc165153714]Chapter 6: Conclusion and Recommendation
[bookmark: _Toc165193774]6.1 Conclusion
This is to conclude from the research project that wider knowledge of customer relationships has been gathered while conducting the research. Moreover, it has been identified that customer relationship management is one of the most effective technologies that help business organisations to administer interactions, engagement and relations with customers. Also, the development of aims, objectives and research questions has provided direction as well as a basis for covering different elements of CRM in relation to an organisation Caffè Nero which operates in the United Kingdom. 
It has been identified that CRM is a wider concept and improved knowledge is required for helping Caffè Nero to increase its effectiveness in tracking customer interactions and managing relationships with them. There are three CRM systems that are used for different purposes namely operational CRM, analytical CRM and collaborative CRM. It is also found that there are numerous challenges faced by the organisation while implementing these CRM systems in its processes such as data security and privacy concerns, wrong selection of the system and lack of availability of resources. However, with proper strategies, these challenges can be overcome such as personalisation of services and training programmes for the employees. 
In order to conduct the study in a systematic manner, different methods, processes and techniques have been selected which ensured the collection of quality data sets. This study is based on the positivism philosophy and epistemological paradigm to focus on the reality of the area of investigation supported by a deductive approach so that existing theories related to the influence of implementing CRM system on Caffè Nero. Considering this, a survey is conducted with 40 samples to attain a cross-sectional objective and collect quantitative data sets using simple random sampling. The graphical representation analysis technique has remarkably helped in presenting the results in a visually appealing and understandable manner. 
 Different opinions have been recorded from different people in the survey. According to their responses, it has been identified that the majority of them are aware of CRM systems and they believe that operational and collaborative CRM systems are highly effective to be implemented in the organisation. Moreover, 70% of the respondents had a say that CRM systems are greatly effective in managing customer relations and tracking interaction with them in the café. These systems impact the Caffè Nero in terms of offering ease to track customer purchases, increasing revenue and reward frequently contributing to the success of the café organisation. However, poor user adoption and lack of resources are challenges that according to respondents Caffè Nero faces. These, however, can be eradicated through effective communication and training.
[bookmark: _Toc165193775]6.2 Limitations of the Study
The major limitation of this study is identified to be not incorporating qualitative data collection. This has led to narrowing down the scope of the study and restricted knowledge of the CRM. However, as per Eaking and Gladstone (2020), incorporating qualitative data along with quantitative data sets could have helped in ensuring in-depth knowledge acquisition as well as logical argumentation of the impact of CRM on Caffè Nero for a broader understanding of the phenomena alongside increasing the flexibility of the research. 
[bookmark: _Toc165193776]6.3 Recommendations
In relation to the choice of methods, it can be suggested that mixed method can be employed it helps in broadening the scope and applicability of the results obtained through the incorporation of qualitative and quantitative data sets (Taheerdoost, 2022). Moreover, it could have supported in detailed and contextualised understanding of the data along with providing generalisation of the elucidation of the quantitative data. 
In relation to the research strategy, it can be recommended that for collecting quantitative data sets interview strategy because it helps in gaining deeper insights into the opinions and experiences of the participants on the area of investigation so that rich as well as detailed qualitative data sets can be gathered directly from the participants. 
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	1
	What is your age group?
18 – 25
26 – 30
31 - 35
36 - 45

	2
	Are you aware of the CRM system?
Yes 
No
May be 

	3.
	Which of the CRM system types is effective to implement in the organisation?
Analytical 
Operational 
Collaborative 
Strategic 

	4
	Is the CRM system effective in tracking customer interaction and customer relation management in Cafe?
Yes
No
May be

	5
	How the implementation of the CRM system can impact the café? 
Ease in tracking of customer purchase
Reward Frequent 
Increase revenue 
Improve customer satisfaction 
Reduce Errors 

	6
	Can CRM systems contribute to the success of the café business?
Yes 
No 
May be 

	7
	What challenges can be involved with CRM system implementation in café?
Inadequate Data or data quality issues 
Poor user adoption 
Lack of resources 
Ineffective training 
Lack of clear goals or strategy 

	8
	How above challenges can be overcome while implementing the CRM in café?
Effective communication
Effective training 
Maintaining the data cleanliness 
Customize the system as per business needs

	9
	Is CRM system can improve operational and marketing activities by tracking customer data?
Yes 
No 
May be 
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