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[bookmark: _Toc132802679]Executive Summary
This report analyses Transport for London's (TFL) CRM problem in maintaining customer relationships, specifically about bus drivers' behaviour and buses not stopping at required bus stops. The report suggests that TFL can use the CRM Value Chain Analysis Model to improve its CRM practices and mitigate the problem. By applying the model to customer feedback, employee evaluation, and sales management, TFL can identify gaps in its CRM processes and address them effectively. Additionally, the report recommends using AI technologies and implementing the 7Ps of the marketing mix, mainly focusing on communication mix strategies, to enhance TFL's CRM practices. The report also highlights the potential benefits of addressing the problem, such as increased customer satisfaction, loyalty, retention, cost savings from reduced complaints and increased operational efficiency. Overall, the report concludes that TFL can improve its CRM practices by using a holistic approach incorporating various strategies, technologies, and tools to address the identified problem areas.
[bookmark: _Toc132802680]Introduction 
In any respectable organisation or business, product and service quality is crucial. Moreover, it is the connection and balance between the customer and the employees. Total Quality Management (TQM) is used to balance this bond.
Defining TQM is very simple. It is nothing more than the management of the processes to ensure the excellence of the service provided and consequently ensure complete customer satisfaction. In this process, it is necessary that all members of the organisation work side by side achieve common goals and, thus, improve services and working conditions. (Soni, 2022)
In 1988, marketing experts Valarie Zeithaml, Leonard Berry, and A. Parasuraman developed a system to assess the services’ quality and the resulting customer satisfaction.
The measurement of the quality of the service is a complex thing. The customer’s satisfaction is closely connected to his perception of the service and therefore changes from person to person. To effectively assess the customer experience and expectations and thus service efficiency, various criteria have been developed to base tangible, reliable, responsive, insurance and empathy.
This evaluation method is called SERVQUAL. (C.N. Krishna Naik, 2010)
Unlike TQM and SERVQUAL, Customer Relationship Management (CRM) improves customer experience and satisfaction, using guidelines that every organisation must use concerning customer relationships. This tool is necessary to understand how to interact with customers by predicting their behaviours and market trends to improve service sales.
The tools used in CRM are primarily technological and range from website usage to emails or phone calls. Nowadays, even social media has become very important and are used to understand customer trends and benefit in terms of profit, ensuring a good customer experience; we also provide that the same customer will return to that type of service. (HARGRAVE, 2022)
The report will discuss the importance of quality processes and CRM efforts to TFL and the potential bottom-line benefits of excellent customer experience. The second section will provide a brief overview of TFL, identify the company’s CRM problem, and examine internal and external factors leading to the problem. The third section will critically review two CRM models discussing their relevance to TFL, strengths and weaknesses, and evidence of successful application from the literature. The fourth section will analyse and justify the selected CRM model for TFL’s CRM problem and show its relevance and potential benefits and challenges to address the problem. The fifth section will provide practical recommendations from the application to resolve TFL’s CRM problem. Finally, the report will conclude with a summary of the recommended CRM model for TFL.
[bookmark: _Toc132802681]Company Context
Description of TFL
Transport for London (TFL) is a government organisation responsible for the transport system in London, England. It was established in 2000 and is currently run by a board of directors appointed by the Mayor of London. TFL manages and operates public transportation in Greater London, including the famous London Underground system, buses, trams, Docklands Light Railway (DLR), and Overground trains. The organisation employs over 26,000 people and has an annual budget of approximately £11.5 billion. TFL serves over 31 million passengers daily and operates a fleet of over 9,000 buses, 1,500 trains, and 450 stations. The organisation is also responsible for maintaining and improving London's roads, managing traffic congestion, and promoting cycling and walking as alternative modes of transportation. (TFL, 2023)

Statement of TfL’s CRM problem in developing good CRM with evidence
TFL's CRM problem involves managing customer interactions and delivering quality service effectively. There have been instances of bus drivers exhibiting poor behaviour towards passengers, which has led to negative customer experiences. Additionally, buses sometimes fail to stop at the required bus stops, inconveniencing customers. These issues have resulted in complaints and decreased customer satisfaction. (campaignlive, 2023)
TFL should address this problem by developing effective CRM strategies to improve customer experiences by ensuring more reliable service and enhancing interactions with passengers, benefiting from customer loyalty and increasing its reputation.



Expected benefits to the company addressing the problem
Addressing the CRM problem can yield significant benefits for TFL. By improving customer experiences, TFL can increase customer satisfaction and loyalty, leading to higher passenger volumes and revenue. Implementing effective CRM strategies can also help TFL better understand its customers' needs, preferences, and behaviour patterns, which can inform the development of more tailored and personalised services. (Rogers, 2020)
Improved communication with passengers can also enhance TFL's reputation and brand image, increasing customer acquisition and retention. Addressing the CRM problem can result in a more efficient and effective service, improved customer relationships, and increased revenue for TFL.

Internal and external factors leading to CRM problem
While TFL is known for its customer-centric innovation approach, the company has faced challenges related to its CRM technology. Several internal factors have contributed to this problem.
1. Rapid Growth: The Company has experienced rapid growth, strained its customer service infrastructure. The company has struggled to keep up with increasing customer inquiries and complaints, resulting in longer wait times and lower customer satisfaction.
2. Complex Operations: Operational processes involving multiple patterns of transportation options have made it difficult to provide a seamless customer experience for TFL.
3. Limited Personalisation: While TFL has made strides in personalising customer interactions, there is still room for improvement. Customers often feel that the company needs to understand their needs and preferences, leading to a lack of trust and loyalty, thus reducing satisfaction. (Manuela Ingaldi, 2019)
4. Employee Training: Employee training is crucial to delivering effective customer service, but the company has faced criticism for its approach to employee training. Many employees feel that they need to be adequately trained to handle complex customer inquiries and complaints, which can result in inconsistent service and lower customer satisfaction.
At this point, to evaluate external factors, I will use the PESTLE Analysis (Political, Economic, Sociological, Technological, Legal, Environmental)
1. Political: Due to rising living costs, the TFL is facing numerous strikes by staff that are causing massive disruption, increasing the cost of services, and forcing more and more dissatisfaction from customers.
2. Economical: the Company operates in a highly competitive industry, with many rivals offering similar products and services. This competition has forced TFL to prioritise cost-cutting measures over customer service, negatively impacting its CRM efforts.
3. Sociological: customer expectations constantly evolve, and TFL needs help to keep up with these changes. For example, customers now expect fast and efficient service, personalised experiences, and seamless interactions across multiple transportation systems, which can take time to deliver consistently.
4. Technological: the rapid pace of technological change has made it difficult for TFL to keep up with the latest trends and tools in customer service. Emerging technologies such as chatbots and AI have the potential to revolutionise the way that companies interact with customers. Still, the company needs help effectively integrating these technologies into its CRM strategy.
5. Legal: TFL operates in a highly regulated industry and has faced legal challenges related to data privacy, antitrust concerns, and worker treatment. These challenges have forced the company to divert resources from customer service and CRM efforts decreasing customer satisfaction. (Shanthi, 2019)
6. Environmental: as the world is facing significant climate change, TFL will have to adapt and make changes to transport in terms of sustainability and being environmentally friendly. (HAKIMIAN, 2023)
Thus, as stated above, the TFL CRM problem can be attributed to internal and external factors. To solve these problems, TFL must adapt to changes and invest primarily in new customer service customers to solve its CRM problems permanently.

[bookmark: _Toc132802682]Models review

CRM value chain analysis
The CRM value chain analysis model can help identify the critical activities in delivering effective customer service for any organisation. In addition, this model can help companies analyse their CRM strategy and identify areas of weakness that need improvement. The five key stages of the CRM value chain analysis model (marketing, sales, customer service, analysis, and innovation ) provide a comprehensive framework for evaluating the effectiveness of an organisation's CRM efforts. By examining each value chain stage, companies can gain insight into improving their customer experience and strengthening customer relationships. The CRM value chain analysis model is particularly relevant in addressing CRM problems. It allows organisations to break down their CRM strategy into manageable components and identify specific areas that require attention. (Oswald A. Mascarenhas, 2022)
· Strengths
The CRM value chain analysis model has several strengths that make it a valuable tool for organisations looking to improve their CRM strategy. One of its main strengths is its ability to provide a holistic view of the customer experience. Social Media also helps to strengthen CRM as well. (Saikat Das, 2021)
The model covers all aspects of the customer journey, from marketing and sales to customer service and innovation, allowing companies to identify and address issues at every stage. Another strength of the CRM value chain analysis model is its flexibility. The model can be adapted to fit different organisations’ unique needs and circumstances, making it a versatile tool for evaluating CRM efforts across various industries and contexts. The model also emphasises the importance of analysis and continuous improvement. By regularly reviewing and analysing their CRM strategy, organisations can identify areas for improvement and make adjustments to ensure that they meet changing customer needs and expectations. (Etim Udoh Ben, 2019)
· Weaknesses
While the CRM value chain analysis model has several strengths, it also has some weaknesses that organisations should be aware of. One of the main areas for improvement is that the model can be overly simplistic and may not capture the full complexity of the customer experience. (Stare, 2020) This can result in oversights or gaps in the analysis, which may lead to incomplete or inaccurate recommendations for improvement. With the growing importance of digital channels, organisations must ensure that their CRM efforts align with their technology strategy. The value chain analysis model may need to fully account for the impact of technology on the customer experience, which may limit its effectiveness in addressing modern CRM problems.
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The value chain model can help companies find customers' needs and sustain the company's growth. For example, Walmart used the model to identify areas where they could improve their customer service, such as enhancing their in-store experience and expanding their online shopping options. (Esmaeel Rezaei, 2020)
In this regard, managing the model's positive outcomes is only possible by finding the fundamental CRM issues. The CRM value chain analysis model has been successfully applied across various industries, demonstrating its usefulness for improving customer experience and strengthening customer relationships. (Ayyagari, 2021)

IDIC Model
The IDIC model is a well-known customer relationship management (CRM) framework commonly used by organisations to improve their CRM efforts. The model is particularly relevant to addressing CRM problems because it provides a roadmap for developing more effective customer relationships. The first stage of the IDIC model is Identify, which involves gathering information about customers to better understand their needs and preferences. This can help organisations tailor their products and services to meet customer needs better. (Pandey, 2022)
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The second stage, Differentiate, involves segmenting customers based on their unique characteristics and needs. This allows organisations to tailor their marketing and sales efforts to appeal to each segment better.
The third stage, Interact, involves engaging with customers through multiple channels, such as email, social media, and in-person interactions. Organisations can strengthen customer relationships and build brand loyalty by providing personalised interactions. Finally, the Customize stage involves tailoring products and services to meet individual customers' unique needs and preferences. By offering customised solutions, organisations can further differentiate themselves from competitors and build stronger customer relationships. (Jermsittiparsert, 2020)
The IDIC model is a relevant framework for addressing CRM problems because it emphasises the importance of personalised interactions and tailored solutions to build stronger customer relationships. By following the model, organisations can improve their CRM efforts and better meet the needs of their customers.
· Strengths
The IDIC model has several strengths that make it a valuable tool for improving customer relationship management (CRM). Firstly, it emphasises the importance of gathering customer information and tailoring products and services to meet their unique needs and preferences. Secondly, the IDIC model highlights the importance of segmenting customers based on their characteristics and needs. This enables organisations to tailor their marketing and sales efforts to better appeal to each segment, improving customer engagement and retention. (Ben, 2019)
Thirdly, the model emphasises personalised interactions, which can build stronger customer relationships and improve the overall customer experience. Finally, the IDIC model encourages customised solutions, which can help organisations differentiate themselves from competitors and build stronger customer relationships. Overall, the strengths of the IDIC model make it a valuable framework for organisations seeking to improve their CRM efforts and build stronger customer relationships. (Omar Hasan Salah, 2021)
· Weaknesses 
While the IDIC model has several strengths, it also has some weaknesses. Firstly, the model can be time-consuming and resource-intensive, requiring organisations to gather large amounts of customer data and tailor their marketing and sales efforts accordingly. This can be a challenge for smaller organisations with limited resources. Secondly, the model's emphasis on personalised interactions may need to be more scalable, as providing a personalised experience for all customers may be challenging, especially as an organisation grows. Thirdly, the model's focus on customisation may only be suitable for some industries or products, as some products may lend themselves poorly to customisation. (Zeithaml, 2020)
Finally, the model's focus on customer-centricity may lead organisations to overlook other important business factors, such as profitability and operational efficiency. Despite these weaknesses, the IDIC model remains a valuable tool for organisations seeking to improve their CRM efforts and build stronger customer relationships as long as it is used with other frameworks and strategies to address its limitations.
Several examples of successful applications of the IDIC model in various industries exist. For evidence, Amazon has used the IDIC model to personalise its product recommendations to individual customers, resulting in higher conversion rates and increased customer engagement. (Binns, 2023) 
Additionally, the IDIC model has been applied in the healthcare industry, where it has been used to develop personalised treatment plans for patients based on their unique needs and preferences. These examples demonstrate the effectiveness of the IDIC model in improving customer relationships and driving business outcomes. However, it is essential to note that the success of the IDIC model depends on various factors, including the organisation's size, industry, and customer base, as well as its ability to gather and analyse customer data effectively. (Ben, 2019)

[bookmark: _Toc132802683]Model Selection and Application

[bookmark: _Toc129861843]Application of a CRM Model to apply to TfL’s CRM Problem
The CRM Value Chain Analysis model can be a valuable tool for TFL to address its CRM problem. The model consists of five primary activities:
· Market research: TFL can conduct market research to identify customer needs and preferences and use this information to develop more targeted CRM strategies.
· Customer feedback: Gather customer feedback through surveys and reviews to identify areas where it needs to improve its customer service can help support seamless customers while travelling.
· Employee evaluation: TFL can evaluate its employees to identify any training or development needs necessary to improve their ability to deliver a positive customer experience.
· Sales management: A company can analyse its sales management processes to ensure they effectively meet its customers' needs. (Zeithaml, 2020)
· Customer service: The Company can evaluate its processes to ensure they efficiently and effectively address customer needs and resolve issues.
By analysing these activities, the chosen company can identify areas where it needs to improve its CRM efforts and develop strategies to address them. This can help improve customer relationships and build a more substantial brand reputation, increasing customer loyalty and sales revenue. Additionally, by prioritising its CRM efforts based on customer feedback and employee evaluations, TFL can ensure that its resources are focused on the most critical areas for improving customer satisfaction and retention.
[bookmark: _Toc129861844]Why is the selected model relevant to the company?
The CRM Value Chain Analysis Model can help TFL to identify the activities and processes involved in managing customer relationships and improve them to address its CRM problem. As a transportation service provider, TFL interacts with millions of customers daily, making it crucial for the company to manage customer relationships effectively. The CRM Value Chain Analysis Model can help TFL to identify the value-adding activities and processes that can improve customer satisfaction, loyalty, and retention. The model can also help TFL analyse its sales and marketing activities, such as ticket sales and promotional campaigns, to ensure that they are customer-centric and contribute to building strong customer relationships. Furthermore, by analysing customer feedback, TFL can identify the areas of improvement and allocate resources accordingly. Moreover, the model can help TFL to streamline its internal processes, such as communication channels and employee training, to ensure that all departments work together efficiently to deliver a seamless customer experience. Finally, by identifying the weak points in the value chain, TFL can optimise its resources to improve customer satisfaction and retention.
In summary, the CRM Value Chain Analysis Model is relevant to TFL as it can help the organisation to identify the critical value-adding activities and processes involved in managing customer relationships and optimise them to address its CRM problem.
[bookmark: _Toc129861845]Potential benefits and challenges to address the CRM problem in maintaining customer relationships 24/7/364
The CRM Value Chain Analysis model offers many potential benefits to TFL in addressing its CRM problem and maintaining strong customer relationships. However, several challenges must be addressed to implement the model successfully.
Benefits:
· Improved customer satisfaction: The CRM Value Chain Analysis model allows TFL to identify areas where its customers are experiencing pain points or dissatisfaction. By addressing these issues, the company can improve customer satisfaction and loyalty.
· Increased customer retention: By identifying and addressing customer pain points, TFL can reduce the likelihood of customers leaving for a competitor. This can lead to increased customer retention and long-term revenue growth. (Nidhi Kampani, 2020)
· A better understanding of customer needs: Through customer feedback and market research, TFL can better understand its needs and preferences. This can inform product development and marketing strategies to meet customer needs better.
· More efficient sales processes: By optimising its sales processes, TFL can improve its efficiency and effectiveness in closing sales. This can lead to increased revenue and profitability.
· Improved employee performance: The CRM Value Chain Analysis model also includes evaluating employee performance. The company can improve customer interaction quality and satisfaction by identifying areas where employees may need training or support. (Sébastien Ronteau, 2022)
Challenges:
· Data collection and analysis: Customer data can be complex and time-consuming. TFL must invest the necessary technology and resources to gather and analyse this data effectively.

· Integration with existing systems: Implementing the CRM Value Chain Analysis model may require integrating multiple systems and technologies. This can be a challenging process and may require significant investment in IT resources. (Suoniemi, 2022)

· Employee training and adoption: Successfully implementing the CRM Value Chain Analysis model will require buy-in and adoption from employees at all levels. This may require significant training and change management efforts.

· Balancing short-term and long-term goals: While the CRM Value Chain Analysis model can lead to long-term benefits like increased customer loyalty and retention, it may also require short-term sacrifices like increased investment in customer support. TFL will need to balance short-term and long-term goals to ensure the success of its CRM efforts. (Metka Stare, 2020)

· Managing customer expectations: As TFL addresses its CRM problem, it may need to manage customer expectations around changes to its sales processes, website or app functionality, and customer support. This will require effective communication and transparency with customers.
Overall, the CRM Value Chain Analysis model offers significant potential benefits to TFL in addressing its CRM problem and maintaining strong customer relationships. However, successfully implementing the model will require considerable investment in technology, resources, and employee training. In this regard, the company must also effectively balance short-term and long-term goals and manage customer expectations. 

[bookmark: _Toc129861846]AI efficiencies
Artificial intelligence (AI) has been a game-changer in customer relationship management (CRM), and TFL is no exception to this trend. AI technologies such as machine learning and natural language processing can help any company to improve its CRM processes and mitigate the CRM problem it faces.
One of the most significant advantages of AI-powered CRM is its ability to analyse vast amounts of customer data quickly and accurately. The company can use this data to gain insights into customer behaviour and preferences, allowing it to offer personalised recommendations and tailored experiences. Using machine learning algorithms, TFL can automate customer interactions, such as answering frequently asked questions or resolving common issues, freeing employees to focus on more complex tasks. Additionally, AI helps companies to improve their customer service by detecting and resolving issues before they escalate. For example, sentiment analysis algorithms can analyse customer feedback and identify any negative sentiment early on. (Sheshadri Chatterjee, 2021)
This can allow TFL to take corrective action promptly and prevent damage to its reputation. Another area where AI can help TFL is in its customer communication management. For example, AI-powered forecasting models can predict product demand, allowing the company to optimise inventory levels and reduce economic downturns. In addition, AI technologies can support TFL in mitigating its CRM problem and improving customer relationships. By leveraging machine learning and natural language processing, the chosen company can analyse customer data and automate interactions, improving customer experience. However, some challenges must be addressed, such as privacy and bias, to ensure that AI-powered CRM remains practical and ethical.
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[bookmark: _Toc129861847]7Ps of the Marketing Mix
The 7Ps of the marketing mix are a popular framework that outlines the various components of an effective marketing strategy. These 7Ps are product, price, place, promotion, people, process, and physical evidence. When applied to the CRM issue of TFL, each of these components can play a role in improving customer relationships. The 7Ps of the marketing mix are essential for any organisation to create a successful marketing plan. In the case of TFL, these 7Ps can help address the CRM problem and create a positive customer experience. (Chaang-Iuan Ho, 2022)
· Product: TFL's product is transportation services, and to improve its CRM, TFL can offer additional services such as Wi-Fi, charging points, and comfortable seats to make the journey more enjoyable for the customers.
· Price: TFL can offer special deals and promotions to its customers, such as discounts for frequent travellers, to increase customer loyalty and satisfaction.
· Place: TFL must ensure that its transportation services are available at convenient locations and that its vehicles stop at the required bus stops. (TFL, 2023)
· Promotion: TFL can promote its services through various channels, such as social media, advertising, and PR. The London Overground, buses, tubes, trams, and ferries are all tracked by TfL. With TFL, you can use your smartphone, tablet, or browser. (Lapper, 2022)
· People: The behaviour of TfL’s bus drivers can significantly affect the customer experience. TFL can train its bus drivers to be more customer-friendly, polite, and helpful.
· Process: Assigning incoming support requests can be simplified using a ticketing system. TFL can streamline its processes to make it easier for customers to access their services. This can include offering online booking, real-time vehicle tracking, and mobile ticketing. (DNSstuff, 2021)
· Physical evidence: The physical evidence of TfL’s service is the vehicles themselves. TFL can improve its buses' quality by ensuring they are clean, comfortable, and well-maintained. TFL can also ensure that bus stops are well-lit and have the proper signage.
The 7Ps of the marketing mix are crucial in addressing TFL's CRM problem. Considering these elements, TFL can create a positive customer experience, increase customer satisfaction, and retain loyal customers.

Communication Mix
The communication mix is an essential element of marketing strategy that plays a crucial role in customer relationship management (CRM). Effective communication is critical for TFL to address its CRM problem and maintain good customer relationships. The communication mix involves various channels and tools organisations use to communicate with their customers, including advertising, personal selling, sales promotion, public relations, direct marketing, and digital marketing. For example, TFL can use advertising to communicate its brand value proposition and address the CRM problems by highlighting the benefits of its products and services. Personal selling involves face-to-face customer interaction and can effectively build relationships and address customer concerns. (V., 2021)
Sales promotion involves short-term incentives that encourage customers to make a purchase. For example, TFL can use sales promotions such as discounts, free shipping, and loyalty programs to incentivise customers and maintain their commitment. (Šebestová, 2020)
Public relations involve managing the company's image and reputation through media relations, sponsorships and events. TFL can use public connections to address the CRM problem by being transparent about its operations and addressing customer concerns publicly.
Direct marketing involves targeting specific customers through email, mail, or phone. The company can use direct marketing to personalise customer communication and provide targeted offers and promotions. (Masoud Freydoni, 2019) In addition, TFL can use digital marketing to reach a wider audience and communicate its value proposition to customers. The communication mix offers various tools and channels that can be used to communicate with customers and address their concerns. Using advertising, personal selling, sales promotion, public relations, direct marketing and digital marketing, Thus, TFL can effectively manage customer relationships and maintain loyalty. 
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TFL is a company that has always placed customer satisfaction at the forefront of its business model. However, negative reviews and complaints about poor customer service have highlighted the need for the company to improve its CRM technology. To address this issue, the company should consider the following recommendations:
· Invest in Artificial Intelligence (AI) technology: AI technology can automate various aspects of customer service, such as handling basic queries and providing personalised customer recommendations. This can help reduce wait times and improve overall efficiency while providing customers with a more personalised experience.
· Develop a centralised customer database: A centralised database can help TFL to collect and analyse customer data, including purchase history and browsing behaviour. The digital customer database helps enhance in-person interaction. (Hani Al-Dmour, 2021) This data can be used to personalise customer interactions and provide more relevant recommendations and promotions.
· Provide self-service options: The company should develop a self-service portal where customers can find answers to frequently asked questions and resolve fundamental issues independently. This can help to reduce the workload of customer service representatives and improve overall efficiency. (Chinedu Ogbonnaya Zephaniah, 2020)
· Continuously monitor and analyse customer feedback: The chosen company should constantly monitor and analyse customer feedback to identify areas for improvement and make changes accordingly. This can help ensure that the company consistently meets its customers' changing needs and expectations.
TFL's success as a company is primarily due to its customer-centric approach. However, the company's CRM technology has faced challenges related to poor customer service. To address this issue, the company should invest in AI technology, develop a centralised customer database, implement proactive customer service, provide self-service options, and continuously monitor and analyse customer feedback. By doing so, TFL can ensure that it allows for the highest customer service and maintains its position as a leader in the e-commerce industry.



[bookmark: _Toc132802685]Conclusion 

In conclusion, TFL's success as a company is primarily attributed to its customer-centric approach, innovative business model, and disruptive impact on various industries. However, the company has faced several challenges in developing a robust CRM system that aligns with its customer-focused strategy. Negative reviews related to poor customer service have been a significant problem for TFL, highlighting the need for the company to balance efficiency with personalised, responsive customer service. By prioritising customer experience and implementing effective CRM strategies, TFL can maintain its position as a leading player in the global e-commerce industry. Overall, TFL's success story is a testament to the importance of prioritising customer experience in today's digital economy. As businesses continue to compete for customers in a crowded online marketplace, the ability to provide exceptional customer service can be a crucial differentiator.  
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