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Introduction

The only constant for business organizations is change. Companies need to quickly introduce new business models and strategies to successfully develop their business. Analyzing the challenges facing them today, we can say that the main goal is related to how to achieve lower operating costs, to increase visibility in the supply chain - customer, and at the same time to maintains the constant development of products / services necessary to answers to the dynamic business environment and consumer needs. An extremely important point is the creation of competitive advantages, which go beyond those based only on cost optimization.
At a time of consistently changing environment due to the pandemic of COVID 19, instability, shrinking markets and declining sales, strategic thinking companies can discover new opportunities and to maintain their growth. The secret lies in the most valuable asset they have - their customers.
Effective customer relationship management is key in time of crisis and organizations can use customer-oriented Strategies and Customer Relationship Management (CRM) tools to maximize the value and loyalty of their customers.
In this report are presented the principles and methodology of the management concept of customer relationships and its benefits are revealed through its practical application in real business conditions.
The report contains an analysis of the activity of the company "Fast Clean” LTD. and the management of its relationships with customers in the context of COVID 19  and proposals for its improvement, developed on the basis of this analysis.







1. Management theories, models, and tools. 

1.1 SWOT analysis 

SWOT analysis (or SWOT matrix) is a strategic planning technique used to help a person or organization identify strengths, weaknesses, opportunities, and threats related to business competition or project planning
SWOT assumes that strengths and weaknesses are frequently internal, while opportunities and threats are more commonly external. The name is an acronym for the four parameters the technique examines:
Strengths: characteristics of the business or project that give it an advantage over others.
Weaknesses: characteristics that place the business or project at a disadvantage relative to others.
Opportunities: elements in the environment that the business or project could exploit to its advantage.
Threats: elements in the environment that could cause trouble for the business or project.
SWOT analysis can be used in any decision-making situation when a desired end-state (objective) is defined, not just profit-seeking organizations. Examples include non-profit organizations, governmental units, and individuals. SWOT analysis may also be used in pre-crisis planning and preventive crisis management. 


1.2 PEST analysis 

The creator of the idea for PEST analysis is Professor Francis Aguilar. He first used the term "ETPS" in his book "Scanning the Business Environment", published in 1967. Later, the letters ETPS were rearranged to give the more sonorous acronym "PEST".
PEST analysis is an analysis of: Political environment; Economic environment; Socio-Cultural environment; Technological environment.
PEST analysis helps to identify promising opportunities or announces serious threats. Outlines the direction for development of the company, in view of the changes in the external environment. Facilitates the adoption of specific strategic decisions related to the operation of current and / or new markets and the development of current and / or new products.
The applicability of the factors may vary depending on the industry or market being analyzed. Consumer companies place more emphasis on social factors, but raw materials will make a greater analysis of environmental and political factors.
Not only do companies that want to start their market penetration perform PEST analysis, it is also used in companies that are already in place to identify their strengths and weaknesses in relation to other analysis methods.
In order for a company to be successful in its economic journey, it must make a constant analysis of its environment. The environment is a changing living environment and that the company must constantly appreciate, not only at the beginning of its economic activity.

1.3 Porter's Five Competitive Forces

According to Porter (2008), analyzing the five competitive forces in an industry contributes to the formation of four "common" business strategies that can be undertaken to create a competitive advantage. The model is especially useful in cases where there is "outside-in" thinking and provides a good basis for SWOT analysis.
The Competitiveness Diamond refers to the effective interaction between the four basic elements of a nation's competitiveness and includes the factors of production, the accumulation of competing companies, competitiveness strategy, healthy demand for goods. The model is one of the most commonly used tools in building the company's business strategy and is a strategic tool for analyzing the attractiveness of the sector.
  The competitive position of a company is influenced by competitive forces: the strength of suppliers in negotiating; strength of customers in negotiation; the threat of substitute goods; the threat of new companies entering the market; the intensity of the competitive relations between the participants in the given industry. The combined strength and impact of these five competitive forces in an industry determines the profit potential in it. The behavior of the company, both on an industrial and functional level can be studied by analyzing the influence of the five competitive forces.
 
  1.4 AIDA Model
In marketing and sales, it is very useful to use a certain system or model with clear steps to follow to win more customers.
One of the most famous such models is the AIDA model, which is based on simple principles and at the same time can be used in various market branches in today's complex business world.
The AIDA model was first formulated in 1898 by Elias Lewis, a pioneer in advertising and sales in the United States. He created his model after observing the way insurance traders sell. Lewis found that successful traders follow a process of four successive steps:
Attention - A;
Interest- I;
Desire - D;
Action - A.
Each step of the AIDA model confidently translates the customer through one of the so-called "Cognitive phases" that he usually goes through when making a purchase decision or embracing a new idea. Using the AIDA model helps in areas such as copywriting, direct sales, email sales, phone sales, as well as in a variety of advertising campaigns.


 1.5 Customer Relationship Management

CRM (Customer Relationship Management) is a strategy aimed at gathering information about the needs and consumer behavior of customers. The main goal of CRM is to improve the interaction with customers, which is fundamental for the success of the company. There are numerous technological components to CRM but understanding this strategy mainly in terms of technology is wrong. A more appropriate approach is the perception of CRM as a strategic process, which includes the specific definition of user needs, determining the means for their implementation and achieving the optimal end result. This strategic process is carried out by collecting information about customers and market trends, which is key to the effective offering of products and services of a company in the market.
CRM systems are a new front-office technology that connects to the Internet and e-business.
CRMs are critical to long-term customer satisfaction because they create value for them and also increase the company's revenue and profits. And the more CRM applications are integrated into the company's management system, the greater these values ​​become. In this way an environment is formed that allows to study and satisfy the needs and desires of customers. As a result, there is greater customer loyalty and a steady increase in the company's income and profits.
There are different definitions of CRM, which refer to different aspects of customer relationships and vary in a wide range:
• Technology based on the methods of organization and access to data in the form of Data Mining.
• General concept for developing relationships with the most valuable customers for the company.
• A way to find, attract and retain customers. The first approach is based on the business prospects for increasing competitiveness, which inevitably require the company to focus on its customers.
• A way to automate front-office functions related to sales, marketing and customer service. In this approach, the emphasis is placed on a qualitatively new phenomenon: the integration of previously stand-alone applications, such as sales automation or customer service and support through the company's software applications.
In essence, CRM refers to the full range of problems and business processes that are to one degree or another related to customers. CRM solutions are customer-oriented and optimize planning, marketing, sales, order fulfillment, delivery and service. CRM can be defined as a business strategy, procedures and technologies for customer relationship management and evaluation, which assumes that the center of the entire business philosophy is the customer, and the main aspects of the company's activities are measures to maintain effective marketing, sales and customer service. It covers interactions with customers in all organizational aspects - sales, advertising, delivery of goods, customer service, design and production of new products, payments, etc. The essence of CRM is the collection of all customer information and its centralized processing, and the results of the analysis of this data are used in marketing. CRM is based on a single database, in which all information about all cases of interaction with customers is immediately placed and very quickly available. There is a constant analysis of the collected information about the clients and making the relevant organizational decisions, e.g. priority of customers based on their importance to the company, made on an individual approach to customers according to their specific needs and requests. In practice, this means that in any interaction with a customer through any channel, a company employee has access to all information about customer relationships and he makes a decision based on it. The solution itself is also stored in a database and is available for all subsequent interactions.






2. Analysis of the customer engagement in Fast Clean LTD 

2.1 General information about the company
Fast Clean LTD was founded in 2015 and is located on the territory of London. It has its own internal departments working in the field of marketing, advertising, customer service, recruitment.
     2.2 Activity 
Fast Clean Ltd. is a management  cleaning agency, specializing in providing high quality cleaning services.
The company provides a range of cleaning services such as domestic cleaning, commercial cleaning, end of tenancy cleaning, after building cleaning, decluttering, home organizing. 
The organization also provides an external windows clean, carpet and upholstery clean and COVID 19 – sanitizing(fogging) service through third party trusted partners. 
The cleaning services are both regular – weekly, fortnightly, and monthly and also one-off requests. Fast Clean Ltd provides services to currently 450 regular (repeating) clients across London.
Fast Clean Ltd. operates in the facilities management industry, which is one of the most affected from the Pandemic and this has a serious impact on its activities. One of main goals of the company in this regard is to find alternative methods for return and development of its market positions.
Experience shows that the most frequent customers of the company are: domestic clients, commercial clients, estate agencies, schools, air-bnb clients and etc.


2.3 Financial resources and capital of the company
The fixed capital of Fast Clean LTD belongs to its owner. Sources of financial resources of the company for economic activity are the revenues from sales of services.
The financial resources with which the necessary equipment is purchased, and facilities are procured with the help of bank loans. 
     2.4 Information channels
The information channels used by Fast Clean LTD are internet, television, press (specialized magazines, newspapers, catalogs and etc.).
The company also gathers information from its customers through the conduct of various surveys. This information is extremely important because gives an idea of how popular the organization is among users of this type of products and in what direction their needs change.
 
 
   2.5. Stock wallet
Fast Clean LTD. produces a diverse range of services.
The main process of the company is focused on delivering a high standard of cleaning services.
.
One of the main goals of Fast Clean LTD in connection with the stock wallet is to offer its customers a wide variety of high quality and unique in nature services , competitive prices to best meet their needs and requirements.
     
      2.6 Objective analysis
The founder of Fast Clean LTD has a strong and clear idea for the future of the company. Maintaining a good working environment, paying a fair wage according to the London Living Wage is a part of the strategy segments for keeping the staff retention high. Those factors are playing a vital role with the customer satisfaction and the foundation of keeping a strong relationship with the future customers. On other side, the company is always known for promising a superb cleaning standard and excellent customer support. 
     

       2.7 Competitors
Fast Clean operates in a highly competitive industry, in which there are many agencies offering cleaning services of this type. The main competitive advantage of Fast Clean is offering unique services with proven industry professionals and proven loyalty to its customers.

      2.8 Customers
Experience shows that the most frequent customers of the company are various organizations, churches, families with children, workers, owners of an air bnb, hostels and others. Fast Clean LTD works with many different clients. In general, they can be divided into customers - individuals and customers -organizations. Individuals are end users of the purchased services and the purpose of the acquisition is to meet personal needs. In regard of this, there are several differences in buying behavior between clients - individuals and clients – organizations (industrial and public). The peculiarities stem from the specific needs of organizations, which are the main motive for the purchase and the specifics of the formation and management of the budgets of these organizations.

          2.9 SWOT Analysis of Fast Clean LTD 


	                         Strengths 
· A clear vision for the future.
· Flexibility, receptivity, and ability to improvise.
· High quality services.
· Wide range of services.
· Low staff turnover.
	                       Weaknesses
· Limited features of the current CRM system.
· Lack of supervision on the cleaning staff due to COVID 19.
· High price of the services.
· Virtual assessment visits.

	                     Opportunities
· Implementing a more functional CRM system.
· New projects.
· Franchise development.
	                       Threats 
· Bad business climate in the cleaning industry
· Loss of valuable customers due to COVID 19.
· Negative consequences of the financial and economic crisis caused by COVID 19.



From the presented analysis, it can be seen that Fast Clean LTD has a number of strengths that will help it take advantage of the favorable opportunities offered by the development environment.
On the other hand, the company also has a lot of weaknesses attention must be paid so that it can regain its market share positions and generate growth.

       2.10 Analysis of the influence of the macroenvironment on the activity of Fast Clean LTD (PEST Analysis)

· Political factors- The COVID-19 pandemic necessitated the enactment of several temporary laws banning the mixing of individuals from different households. This leads to inevitable changes in the activities of companies in the cleaning sector. Instability and the accompanying financial crisis are other potential threats to this sector.
In addition, the risks of Brexit without a deal would be irreversible for this sector, where a higher percentage of workers are immigrants from the European Union. Potential new migration policies would lead to a shortage of new labor, and thus a potential increase in service prices in a financial crisis.

· Economic factors- The economic crisis because of the imposed lockdowns will be affecting the company sector in the next several years. Rising inflation and unemployment in the region will also lead to problems.

· Social factors- The economic factors will affect the thinking of the customers. Most of them will need to adjust their expenses according to the new economic reality on the market and probably will cut of the cleaning service. Another threat will be the fear of having someone outside of their household who potentially can spread the virus.

· Technology factors – Nowadays the technology is consistently changing especially in the cleaning industry. From hardware and software to smart cleaning tools, the company will need to be consistently upgrading to be leader on the market.


   2.11 Ways of collecting and storing customer information
The company collects information about its customers mainly from the inquiries and requests they send. This information in most cases contains only the customer's name, address, contact numbers, e-mail. It does not contain enough data to be able to build an account on the client, which in turn leads to a vague orientation towards his current and future needs and requirements.
Inquiries and requests from customers, as well as offers to them are stored in a shared digital notebook archive, which is a folder arranged by alphabetical order. This very unsafe and useful method. The risk of stolen information and potentially loss of personal data is high. There is no control over the update of the relevant information and the application does not communicate with the implemented CRM system. 
        

       2.12 Analysis of the current CRM system in Fast Clean LTD 
 
 Fast Clean Ltd. does not have its own CRM system. The organization operates through a provider of such a service called “Husky Intelligence”.
The system is based on an internet platform in which information about the client, information about the workers, as well as creation of work schedules are stored.
This system is accessible to Managers who can use its full functions, as well as cleaners who use the restricted аaccess to the information. They can see their allocated jobs, check in and check out from any job and read important information about it. 
The disadvantages of using this type of system are many.
First, it is not related to the company email, nor to the company website. It is not possible to track new requests and inquiries from new and current customers.
Secondly, this platform is not programmed to have analytical capabilities. It is not possible to make monthly, annual reports in various areas, as well as to monitor changes in customer behaviour or to predict such.
Thirdly, the program does not work with a GPS system and monitoring of the cleaners is almost impossible.
Last, but not least, using a provider of this type of services always increases the chances of leak of personal data from a hacker attack or breach. Such a nightmare scenario happened to Fast Clean Ltd back in the beginning of 2019, when the company lost a one-month worth of data due to a hacker attack on the servers of Husky Intelligence. 

     
   2.13 Analysis of the quality control systems in Fast Klean LTD in the context of COVID 19

Fast Clean is proud of the high-quality services it provides to its customers. To maintain this high standard, the company has regional supervisors that monitor whether the imposed cleaning standards are met, as well as whether the mobile cleaners observe their set working hours. The method of control is done through so-called random on-site inspections. These checks are applied in the last hour of the customer's reserved slot. The aim is to check as much of the work already done as possible, as well as the physical presence of the cleaners at the site itself.
Customers are familiar with this type of inspections and are extremely satisfied that the company maintains good control and consistent consistency in the quality of service. When conducting such inspections, the supervisor is obliged to notify the client of the inspection, as well as the results shown by the appointed cleaning staff. In case the client is not at home, the supervisor leaves a mini-report of the inspection, as well as the relevant recommendations to the cleaner (in case the result was not satisfactory) or to the client (in case there is a need for improvements in the cleaners. tools). Maintaining regular communication and feedback with the customer is extremely important for the development of the company.
With the expansion of the Covid 19 pandemic and the imposition of a lockdown in April 2020, the company was forced to make drastic changes in the way it controls its services. Imposing physical distance and restricting contact at customers' homes and sites is one of the measures the company has taken to reduce the risk of the virus spreading. This has led to a temporary suspension of quality on-site inspections, and the transition to virtual ones. Here the company still encounters many difficulties.
Communication with customers and feedback is very difficult. Customers, on the other hand, feel insecure about the company's influence over cleaning staff and their ability to control the quality of services offered.
Supervisors, on the other hand, are forced to conduct inspections via video link via Wats app or Viber. Here come other difficulties caused by the technical aspect - camera quality, internet connection, picture quality and others.

3. Recommendations

In view of the analyzed factors, influencing the management of customer relationships in the context of pandemic, I recommend the following plan for improving  the currently identified gaps:
Step 1 - To measure NPS (net promotional score), which aims to indicate the ratio between customers willing to recommend the company towards indifferent or dissatisfied customers. This score can be measured via conducting a survey across the existing clients in the company. It is a known fact that attracting a new customer costs approximately 5 times more expensive than keeping an existing one. The paradox is that only 18% of companies make the necessary efforts to retain their customers, to cultivate "loyalty" and thus generate new business through their existing customers.
Step 2 – To create an own CRM system which is responding to the current needs of the company Management. This CRM system will need to have analytical functions and be able to measure any changes in customer behavior. An app connected to the CRM system, but for customer use is also a necessary improvement to the customer engagement. This app can send notifications and a chat message box between customers and administration for better communication between them. 
Step 3 – To implement a new virtual quality control system which will correspondent with client’s expectations. Such a new system can be investing in the current technical devices or even engaging the customers to conduct inspection themselves, via previously created questionnaire(report) in the clients app. 
Step 4 – To create an app for the cleaners, connected to the company CRM, allowing the Management to see the location of the cleaners in any moment they are online in the system. This will help the monitoring of the allocated jobs as well as giving constant information to the clients about when to expect their cleaner to come up. 


Conclusion

In this report, the main theories and models related to customer relationship management were considered. An analysis of the external and internal factors influencing the business environment in a Fast Klean  LTD was made through basic risk assessment methods. Analyzing the changes that have taken place since the introduction of measures related to the spread of the COVID 19 pandemic, the current gaps have been identified in the face of successful customer relationship management.
To improve the current situation and strengthen customer relations, a plan consisting of 4 components was recommended, aimed at filling the identified gaps. The plan is customer relation oriented and is designed to improve the relationship with the current clients and therefore improve the NPS value for the company.
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