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[bookmark: _Toc77274572]Introduction
Customer relationship management or CRM is considered as an activity or process which enables an organisation to understand customer needs and demands through interactions and using numerous data analysis tools. It is also beneficial for identifying customer behaviour and preferences. By application of customer relationship management, a company can understand consumer reactions and activities on a particular decision taken by the organisation. Information of the customers can be gathered from multiple sources such as websites or direct communication like mobile applications. It allows the firms to get connected and create its visibility and brand image in front of potential customers to amplify the sales growth. CRM also helps the firms to identify the target audience where the products and service demands are high. The term CRM was introduced in 1970. However, the application and popularity has been increased at a large scale after 2020 due to covid effect. In the current era, CRM is a highly advanced and developed data analysis tool which is used by every organisation worldwide. It is not just used for sale of products and services, but also getting used in various business fields like workflow process, contact management, sales management etc. It has been introduced to understand the customer behaviour with sales data and customers’ response according to the situation. It has the ability to attract more potential customers for the company through customer satisfaction in long run success. 
The following report is going to evaluate Pizza Express’s customer relationship management system and how it is affecting the consumers. Different quality models will be introduced for better understanding of CRM within the company. A model will be selected for the company which will best fit for the organisation and its benefits and challenges will be reflected.
[bookmark: _Toc77274573]Company overview
[bookmark: _Hlk77273637]Pizza Express falls under the restaurant group within the United Kingdom and owned by a group of bondholders. It was founded in 1965 by Peter Boizot. This firm has more than 470 restaurants all over the United Kingdom and estimated 100 overseas in other countries like India, Kuwait, Europe, Hong Kong, China, Saudi Arab, Singapore, The Philippines etc. The restaurant offers numerous fast-food items especially different kinds of pizzas, soft drinks etc (Pizza Express, 2021). Pizza Express has got billions of customers across the world and its ruling the fast-food industry within the United Kingdom by its quality services and foods. The headquarters of this restaurant is based in Uxbridge, UK. Millions of employees all over the world are engaged within the business operations to provide quality services to the global customers and maintain brand reputation. 
[bookmark: _Toc77274574]CRM within the organisation
Pizza Express has been recognised as the most trusted restaurant within the United Kingdom. Behind the success of the organisation is its brand image and CRM. It provides a number of fast foods to the UK and global customers especially variety pizzas and soft drinks. The strategy helps the company to gain reputation along with trust from the global customer (Action Rocket, 2021). The organisation shares direct contact with the consumer through information systems and data from direct feedback. It also provides loyalty cards to make the consumer familiar with their new and existing product as well as to match with consumers needs. Therefore, the relationship management between organisation and stakeholders is important to ensure the sustainability of the company for the long run. Pizza Express has got various stakeholders such as employees, customers, suppliers, community government etc. Every stakeholder within the organisation has a significant contribution to reach the organisation to a successful position. The company minutely focuses on customer satisfaction and loyalty as customers are the soul for the company. In order to maintain customer satisfaction, it always innovates the quality and taste of the foods. It also offers an online platform for the customer where they can buy foods sitting at their home and get the order delivered on time.
Pizza Express produces weekly data reports from their marketing team that trend and insight from the campaign activities. It continuously explores the current CRM database in order to understand customer purchasing behaviour and their needs in the present era. The marketing team also monitors the visit frequency in their website to understand customer engagement within the organisation (Boulton, 2019). The organisation is currently working with a range of teams like operational team, customer insight, finance regional marketing and trading in order to pull out databases. The firm also has introduced the leadership team which is associated with customer service to ensure that the services are relevant to their needs. The marketing team of Pizza Express monitored all the social and digital media platforms such as Morar, Barclays, and Google Analytics and applied them within the business operation to produce the holistic view for their customers’ journey both in the restaurant and digital media. Using the advanced technology the company also has developed an application and website whose main purpose is to maximize the opportunity for acquisition of new customers in the organisational database. Supplies within the organisation are playing the most crucial role for the growth of the organisation. They make sure that the quality product and timely delivery must be available for every customer. The organisation also ensures that their employees and suppliers are highly trained and aware of the products which provide best quality service to the Global consumer. 
However, this latest restaurant change Pizza Express has been hitted by financial debts. The company is burdened with a mountain of death which is reducing the profit for the organisation (Mark, 2021). This financial issue has negatively impacted CRM. In order to maintain the profit margin the product and services charges have been high which is reducing customer engagement. Apart from this, due to the world pandemic situation, every individual has created self isolation and avoided getting contacted with the public. As a result, it is decreasing the customer engagement from the company. At the same time, it is also reducing sales growth. Covid-19 also has affected the economic stability in every country. Therefore, people are avoiding spending money on luxury foods rather than basic needs. 
[bookmark: _Toc77274575]Expected benefits of addressing problems 
CRM is the key to success for every organisation and Pizza Express is not an exception. Identification of problems within the organisation can be a beneficial side for the business.
· The organisation can improve their data collection method by integrating digital social media and web search.
· The organisation can build an effective CRM system to manage relevant information and data in an organised manner. Therefore, it will be easier to find where the sales growth can be increased (Horani, 2020).
· Analysing issues can make the organisation more data centralized. The effective serum will help sales and marketing team for collaboration and stay in a successive position of the market deals
· This national restaurant chain is also trying to improve their email communication with the customer by reducing offer this messaging and increasing open rates and brand affinity.
· The organisation also thought of recognising and rewarding their existing customers for driving the brand affinity.
[bookmark: _Toc77274576]Quality models to improve CRM within the company
CRM refers to a fundamental strategy of an organisation that is used to develop customer centric culture within the workplace to focus on managing and optimising client relationship and customer’s needs. It provides a deep understanding of the customer in order to meet their demand and exceed their expectations and deliver value of the company. There are a number of strategies or models for customer relationship management available through which a company can gain marketing strategy. CRM models are described under:
[bookmark: _Toc77274577]IDIC Model
IDIC model developed by Pepper and Rogers’s group. It is playing a crucial role in business operations in improving the customer relationship with the business. The IDIC stands for 4 stages of CRM application: identify, differentiate, interact and customise.
· Identify- At the initial stage the company must identify their customers who have the potential to increase the profitability for the company. The customer identification can be done by collecting information like customer name, address, order history etc (Khashab et al., 2020).  
· Differentiate- The second stage is to identify the potential customers for the organisation based on the current situation. Finding the potential customer can increase organisational value and build relationships by prioritising them. 
· Interact- After analysing customer segmentation the third stage is to interact with them to know their needs. This is a production strategy that can be improved with the preference changes of customers.
· Customize- After identification of customers needs and demands for every individual, the organisation will ensure that the product or service will meet or exceed the expectations.
[bookmark: _Toc77274578]QCI model
This model is more declined to customer management model rather than customer relationship model. The quality competitive index model (QCI) is intended to focus on three activities: acquisition, retention and penetration.
QCI model initiates with the customer's external environment. It identifies the business goals, objectives and other factors that can affect the purchase behaviour and interaction with the sales team. It defines the impact of customer experience through their purchase pattern (Lucid Content Team, 2021). Customer proposition and management activities depend on customer experience by the organisation. This model also includes all the stakeholders and technology to keep the whole business system updated.
[bookmark: _Toc77274579]Payne’s Five forces model
The model was developed by Adrian Payne and Pennie Frow. This model highlights a cross functional approach to make the CRM process effective (Evan, 2019). The model consists of two components: a cross functional CRM process and key elements of CRM implementation.
Five processes of Payne’s five forces model are-  
· Strategy development
· Creation of values
· Multichannel integration
· Information management
· Performance assessment
Five essential key elements of CRM implementation are-
· Employee management
· CRM preparation
· CRM change management
· CRM project management
Before implementing a CRM strategy, the organisation needs to conduct theory. A company needs to conduct a CRM readiness assessment which will help to determine the process of CRM implementation. In addition, the company also needs to invest in CRM in change management as it involves culture and operational shifts (Kim and Wang, 2019). CRM project management is also important for the company as it provides new strategies to mitigate complexities of CRM. Employees are the soul of every organisation and play a vital role in a successful CRM. The companies must ensure that their employees understand the strategy and processes to engage customers within the organisation which can enhance brand loyalty. 
[bookmark: _Toc77274580]CRM value chain model
Organisations include value chain models within the business operation while developing the strategies regarding customer relationship management. This is a high-level model developed by Michael Porter in intention to develop products and services for their customers. The main objective of this model is to identify and prioritise the valuable activities of the company to improve operations and gain a competitive edge. The activities can be divided into two stages: primary and support stage.
Primary stage
This stage includes five important processes are described below:
· Customer analysis- This is similar to the IDIC model where at the initial state it analyses the customer identity by their personal information and purchase history. This is important for better understanding of customer needs and expectations which help in developing strategy to maximize organisational value (Dunant et al., 2018).
· Customer engagement- In the next stage, it helps to engage the customer within the organisation and builds a database of information. The organisation records all the data of interaction for better understanding and serving the customer. 
· Development of network- Development of organisational network is crucial as it includes all the people and entities along with Value Chain suppliers, customer service, investors, partners etc. The primary goal of this stage is to transfer customer information to each process for optimising customer experience. 
· Value development- This stage is mainly focused on product and services based on customer information and interaction data. It also helps to reduce the cost to create more value to the customer (Dunant et al., 2017). 
· Relationship management- The model uses all the previous steps to manage the customer lifecycle by evaluation of business process, organisational structure, retention, acquisition and customer development. 

Support stage
The value chain model also includes five supporting conditions which help in implementing the strategic processes of primary stages:
· Organisational structure
· Firm culture and leadership
· IT department / data management operation
· HR management practices
[bookmark: _Toc77274581]Significance of the selected model
In relation to CRM improvement within Pizza Express, Payne’s Five Forces Model can be implemented within the business operation. This model can help the organisation in developing marketing strategy, through which they can attain more customers from the global market. Application of the model can increase the value of the organisation to their consumers. Five forces model of CRM will ensure that the organisation is improving their information management to get personal data of the customer for better understanding their needs and demands. It will also analyse the performance of the company through customers’ feedback. Being a worldwide restaurant, Pizza Express must acquire CRM strategies and implement those within the organisation for creating healthy communication with the consumers (Stevanović and Gavrilović, 2018). CRM projects and change management will help to improve the environment and mitigate the complexities that arise in the firm. Application of five forces model within business practices will improve the employees’ skills which will develop the customer relationship with the organisation and grow the company to a competitive edge. 
[bookmark: _Toc77274582]Application of the CRM model in business activities 
Payne’s five forces model of CRM created a number of benefits in various sectors of business operation in Pizza Express. The system is not only offering better interaction, but also providing relevant data through the use of various components within the organisation to formulate marketing strategy for customer engagement. Application of five forces model in Pizza Express’s different operations are described below:
· Payne’s five forces model is providing ample amounts of customer data through which the company is targeting its audience. The model is helping to showcase the right product to the right customer which is enhancing sales growth. By the use of this model, the company is able to analyse the customer behaviour and taste (Nguyen et al., 2020). Therefore, Pizza Express offers products in the market depending on customer preferences. It is also introducing new products that meet consumer requirements and enhance customer satisfaction. Targeting the potential customer boosts the productivity for the company as well as enhances consumer engagement to the business. Pizza Express applied the model to understand the requirements of communities in various countries. The firm is using information management to gather customers' data and performance assessment to understand the response of the customer in a global context.
· The proposed theory model is helping the company in segmentation of various categories of product range and customers who require those. Market segmentation is important to reach to the customer in a systematic way (Hollowell et al., 2019). In that case, strategy development helps Pizza Express to segregate their product according to various customer demands and affordability. This location helps the customer to find out the product as per their requirement which reduces time and effort for the customer. It is enhancing customer experience as well as creating value for the organisation (Thakur, 2019). In addition, the firm has implemented both offline and online services according to customer stipulation. This segregation is effective for better understanding of individual customers' demands for individual products. Pizza Express can easily understand and compare their product demands and requirements depending on various factors like quality, variety and price etc. Customer feedback also helps the firm to develop new items by identifying market gaps.
· Pizza express also uses the five forces model to create brand loyalty in front of global customers. Through the strategic development, it is operating loyalty programs in various geographical locations to make people familiar with the product and amplify sale. Through the use of information management, the organisation is trying to understand customer perception and point of view which is making them continuously purchase from the same brand. Pizza Express has invested in CRM change and project management to understand different cultural people within the operational geographical area (Mala, 2019). Therefore, it is able to offer good deals to the customer to grab their attention. Moreover, employee management has enhanced staff skills and abilities to manage the customer in an impressive way to enhance organisational loyalty to the customer. In addition, the restaurant has implemented a number of networks to communicate with the customers and gather their feedback on the services. Improvement of product quality and customer service is enabling the company to gain more consumers. Different loyalty programs have connected the firm with society in a better and deeper way.
· Pizza express also has implemented the five forces CRM model on four P's of marketing which includes price, product, place and promotion. Every business has introduced the CRM on the basis of 4P's of marketing. The first element price is the most crucial factor for Pizza Express as it determines whether the product will be able to get market share or not. Through information management, Pizza Express has introduced huge ranges of products according to consumers' affordability. Therefore, people can pick up any product according to their need and taste. The second is a product, which is itself important to enhance sales growth for the company (Sakunthala, 2021). By the use of performance management, the organisation is able to understand their product popularity on the market. The company also has improved place mix by introducing online services to create a competitive edge. According to the financial report, the organisation has earned revenue of 650 million euro by development of CRM practices. In addition, Pizza express also has allocated a huge budget for its promotional activities which contains gift cards, discounts, membership offers to the customer which is attracting them towards the restaurant even in Covid situations. The firm also has been addressed with increased use of social media marketing which is the effective way to connect with global customers and understand their preferences in the modern world.
[bookmark: _Toc77274583]Benefits and Challenges in the context of application of the selected CRM Model
The very first benefit is that Payne’s Five forces model that has been selected intensifies the efforts of performance evaluation extending it to cover the areas of customer satisfaction and feedback management. Payne’s model puts emphasis on the relative nature of a performance evaluation. It advocates that there is no such thing like a perfect  performance. How well the company has been performing depends on the feedbacks that are received from the customers. This way, Payne’s Five Forces Model provides a complete picture that includes not only the general performance parameters like the financial outcomes in the market, sales volumes,  etc. but also the qualitative analysis of the customer’s feedbacks. Pizza Express deploys the model perfectly by collecting precise feedbacks from the customers and incorporating the essentials of the feedbacks in the overall performance reports along with the regular parameters (Pizza Express, 2021). 
The model also involves an extensive information management system that is responsible for not only collecting the data from the customers but also the data that is available on the current market scenario and competitors. The consumer data helps in predicting the purchasing behaviour of the individuals while the information on the market competitors adds to the narrowing of the efforts which is quite crucial if wastage of resources to be avoided. The efforts should be concentrated to target the vulnerable areas of customers’ purchase appetite. It leads to better outcomes in the long run (4 CRM Models That Boost Customer Loyalty, 2021).
Multichannel Integration process is a part of the Payne’s model that also presents its own benefits. It states that the customers must be engaged on multiple channels. The tasks of Pizza Express, must be focused on receiving the customer information on all fronts and not only while making the purchases. The customers are ready to interact. The point is to choose the right time of interaction. The interaction need not be only related to the services of Pizza Express. It can be anything relevant going on in the current scene of the world. Presently, the most burning issue among all is the Covid 19 virus. The customers can be interacted on the matters of how they perceive the dangers and what are the things they would stay away from if they are to keep themselves and their family safe. The data given by the customers can be effective in formulating standards and policies that will define the activities of the company. This can be region specific as the virus is known to affect certain areas more than the others. Gathering All the relevant information, it would be far easy to make decisions that will be sound from the customers’ point of view. 
The main issue in the context of application in the current situation is the Covid struck business world. The Covid 19 virus that was earlier known to spread by the droplets suspended in the air, has now been analysed to be carrying abilities to spread through breathing air (Baraniuk, , 2021). This is quite alarming a fact and has led to the restrictions getting further tightened shutting down all possible hopes of opening the restaurant outlets. The customers cannot be checked medically for the Covid 19 virus before letting them into the shop. That will be highly impractical as well as bad from the point of view from CRM practices. Inconvenience to the customers is something that is known to cause heavy damage to the customer relations. Hence the only option is to not let the customers eat in the restaurants until a concrete solution to the  spread of the virus is found out. Till then, all the efforts of promoting the meal services in the restaurants seem to be useless.  
There is another issue that needs to be pointed out. It is a minor one but still needs attention. It is the intrusiveness of the CRM model in the daily activities of the people. People have been known to complain about the interruptions that they face in the form of unwanted advertisements. Interruptions lead to the people developing hostile instincts towards the advertisements. They might skip it even if there is something relevant for them. Hence this intrusiveness needs to be curbed (Springer and des Marketings, 2017).  
[bookmark: _Toc77274584]Recommendations
Pizza Express needs to extend its efforts in the collaboration of technological  resources so that the interfaces of ordering and checking out becomes easier to handle for the customers (Pizza Express, 2021). Easiness in handling leads to them promoting the application or website (whatever is the mode they use to order) among their own close ones. Those close ones will in turn promote further and the process wilk go on leading to better exposure. 
Pizza Express needs to deploy the online tools in collaboration with the social media platforms like Facebook, Instagram and YouTube that are extensively used by the customers. The customers need to be made aware about the available offers that can be availed through the given platform or website of Pizza Express. The use of social media can be fruitful in targeting even those  customers who usually do not avail the services of Pizza Express but due to continuous exposure to the advertisements that are posted on their profiles, they get curious over time and make up their find to finally try the service. The role of social media platforms in enhancing the potential consumer base has become so large in modern contexts that no company can avoid using the cheap promotional features available on the platforms (Harrigan et al., 2015). 
Pizza Express must also look forward to strengthen its delivery facilities considering the continually striking waves of Covid 19 virus. The restrictions have somewhat become so common in most of the parts of the world that they are not something that can be easily get away with. They present real challenges in the form of monetary losses and financial setbacks for the companies (Wright, 2020). The need to be faced in an innovative manner. The delivery services need to be made more advanced than what they presently are. The delivery persons need to be trained the intricacies that are to be taken care of in this situation of Covid when social distancing is a must to live and let the others live healthily. The delivery persons need to be trained to follow the strict sanitisation protocols so that the customers are convinced that the eservices offered by Pizza Express are well monitored in terms of health. The customers need to be aware whether the person who has been delivering the product is vaccinated against the virus or not. The vaccination details must be openly shared with the customers so that there is no scope of them remaining doubtful regarding the safety protocols taken by the company (Dube et al., 2021). 
The customers are often skeptic about tasting a newer variety of product or service. They must be let to taste the sample before they pay for it (Kapooria, 2017). This way they not only get to know the product better but it also increases credibility if the services provided by Pizza Express. If this is followed on a  good scale, then the exponential rise in the potential customers can be anticipated without skepticism. This is because the customers, even if they do not go for the purchase, they get to know about the service. This is something that holds a lot of potential success in days to come. 
Intrusiveness is something that will not be tolerated by the customers. Pizza Express needs to find an alternative to deliberately interrupting in the daily social networking habits and processes of people. Innovative methods must be developed to replace the intrusive ones so that the customers are not inconvenienced. If they are inconvenienced, it will be bad for the company in the long run. 
[bookmark: _Toc77274585]Conclusions
The report has successfully discussed the important aspects of Customer Relation Management in the context of Pizza Express. The ideas can be extended to cover to have an estimate of how can the essentials of CRM be applied to any company in the market. CRM basically deals with the management of customer preferences and aligning them with the company’s efforts to have the best quality service delivered to the customers in a view to retain for a long time. Various models have been formulated to ensure that the essentials of CRM are implemented in the organisation. Among them a few have been discussed in the report. The Payne’s Five Forces Model seems to be just perfect enough to deal with the affairs of Pizza Express that has suffered a lot in the modern situation of pandemic just like most of the other businesses in the same domain. CRM has a lot of responsibilities when it comes to the financial performance in the market place.  Recommendations have been presented to provide some insights as to how can things be improved and further enhanced for Pizza Express. 
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