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Introduction
In this report, the author will consider some aspects of a small construction company's production activities where he has worked for several years as a multi trader. The author will provide information about the past and present of the company, its production and management problems, and the position of the company in the market. This information includes a personal critical assessment of that company's activities and reflections of the author. As known, in today's highly competitive business environment, the management of all successful companies pays great attention to the quality of CRM processes implemented in their companies. This is because CRM management is concentrated modern knowledge on how and where to find and quality service and retain a client. It has become challenging to do in the face of a Covid - 19 pandemic environment, where people are more concerned about their health and an uncertain future than buying goods and services or care for the exposure of their living conditions. Since CRM management initially provides direct communication with customers, the impossibility of physical contact because of Covid - 19 pandemic complicates the communication process. It forces companies to act in a new way, use new methods. The author will touch on some of them. The report will also consider two of the most widely known and used theories of CRM management - Value Chain Management (VCM) and IDIC CRM model, their definitions, and successful examples of implementation of use in business. With the help of those theories, the author will consider, in his opinion, some of the current, pressing problems of the chosen company, will discuss them and offer his recommendations for their solution.

Company context
For study and investigation in this report, the author chose the Exclusive Construction Ltd company, based in the South-East of the UK; it provides a wide range of residential and commercial projects from new builds, extensions, and renovations to complete internal reconstruction refurbishments. Exclusive Construction is a family type business. In the processes of planning management, control, and communication, mainly three family members are directly involved. The head of the family is a director, his spouse is an accountant, and his daughter is a manager in the company. The company website states that the team consists of trusted and highly skilled tradespeople with years of experience. Also, the company claims that they are experts in commercial construction projects, specialising in church renovations. Their slogan is - "We work with you to ensure your project is delivered just as you desire" (Excl. Construction, 2015). The author worked for Exclusive Construction as a multi trader builder from September 2014, when he arrived in the UK, till June 2018. The author can confirm that Exclusive Construction has carried out all those projects in their portfolio and featured them in the projects section of their website. He has participated in almost all those projects personally or heard and knew from them from ex-colleagues. Throughout three and a half years, Exclusive Construction has employed an average of 15 to 20 people. These days the official last annual report shows, for the period ended 31 May 2020, that only four people worked in the company at that time (Appendix 1). The financial indicators indicated in the same report can be called disappointing for the owner of the companies. In addition, on the same Exclusive Construction website, the author could not find any new projects completed by the company in the last three years. In past years, the author regularly keeps in touch with the company owner and the employees. According to their testimony and evidence presented above, the company currently has financial and other problems and loses customers. By exploring present-day, the Exclusive Construction Ltd company situation author of the report defined the following problems:
• Insufficient activities in finding and developing relationships with potential clients. 
• Poor level of gathering and analysing data of possible projects.  
• Lack or insufficient pre-bid meetings with the stakeholders.
• Insufficient planning logistics of quality raw materials. Sometimes ignoring the wishes of customers in this matter.
• Inadequate undertaking post-project analysis and lack of proper communication with its customers, receiving their feedback
According to the authors of this report opinion, the solution to the above problems will contribute to the company's prosperity and maximise profits. In this report, the author chose the Value Chain model and IDIC model to identify and analyse internal and external factors influencing the chosen organisation.
The Value Chain model will help identify and clarify the weak points at each stage of the company's activities.
The IDIC model will help clarify issues that the company has with building and managing relationships with customers.

Value Chain Management (VCM) CRM model review
The conception of a value chain was introduced initially by Michael Porter (Porter, M. E. 2008). He proposed the idea of the value chain to identify all organisational actions, processes or stages that take part in creating outputs from inputs, where the outcome is offering to a client who is at the end of the line of the value chain. And value here is the amount the customer is willing to pay for a final product or a service. Companies nowadays use value chain management (VCM) as a strategic CRM business analysis tool for more effective integration and collaboration of value chain elements and resources. VCM focuses on minimising needed resources and accessing required value at each chain level, reaching an optimal operational integration, decreasing unnecessary inventories, better products, and ultimately increased customer satisfaction. The VCM can help find the strategic direction of company development, which can generate the value obtained by its customer. It also can help to create a communication channel between the enterprise and the customer.
Primary activities
• Incoming logistics - receiving, storing, and operating raw materials inputs.
• Operations - the transformation of needed sources such as raw materials into finished goods and services.
• Outcoming logistics - storing, distributing, and delivering finished products to clients.
• Marketing and sales
• After-sales service - all company's activities that come after the point of sale, such as repair, installation, training.
Value networks
An organisation's value network is a web of connections and relationships that generates economic value and other profits through complex dynamic interactions or exchanges between two or more individuals, groups, or organisations. The organisation's value chain direct links between the logistics of the company and the logistics of its suppliers, for example. Therefore, the vision of the whole value system and how the organisation's value chain fits into it will assist in the strategic planning process.
The advantages of the value chain model
• Value chain is a very flexible and adoptive instrument for looking at a company's business, competitors, and the accordant places in the industry's value system.
• The value chain is appropriate to diagnose and form competitive advantages of both differentiation and cost.
• It helps to define the company’s issues involved with the making customer value promises and commitments because it concentrates on the activities needed to deliver the good value proposition.
• Using the value chain helps compare an organisation's business model with its competitors and give a deeper understanding of its strengths and weaknesses.
• Value chain model is suitable for almost any types of business – manufacturing, construction, retail, or service, big or small.
• Nowadays, the value chain is turned into the industry value chain or value system, giving a better vision of the much broader competitive arena on the market.
• It helps to reduce costs: optimising all the value chain components can result in end-to-end cost savings by reducing inefficiencies and waste, streamlining processes, and better inventory control.
The disadvantages of the value chain model
• By focusing and paying too much attention to micro details, an organisation can lose the broader strategic view. 
• The Value Chain model can be time-consuming since it often demands recalibrating the accounting system to calculate and allocate costs to individual activities (Walters and Rainbird, 2006).
Starbucks' Value Chain can be an example of the successful application of the Value Chain model.
Inbound Logistics.
• The inbound logistics 
The inbound logistics for Starbucks address company-appointed coffee buyers are picking the finest quality coffee beans from manufacturers in Africa, Latin America, and Asia.
• Operations
Starbucks has more than 32,000 stores globally and operates in more than 80 countries. The company also owns several brands, including Seattle's Best Coffee, Teavana, and Evolution Fresh.
• Outbound Logistics
There is very little or no participation of intermediaries in the selling process for Starbucks. Most of the products are selling in its stores. 
• Marketing and Sales
Starbucks prefers to invest more in superior quality products and achieve a high level of customer service than using aggressive marketing.
• Service
Starbucks strategy is to build customer loyalty through improving in-store customer service (Investopedia, 2021).

IDIC CRM model review
IDIC model originated by the Peppers and Rogers Group in 1995 as a generic framework for an organisation to implement CRM in various situations and build and manage relationships with their valuable clients by using a four-step process known as identify-differentiate-interact customise (IDIC) (Peppers, and Rogers, 2004). According to this model, organisations should take four following actions:
• Identifying customer expectations
A company that plans to create a long-term customer relationship must first identify their needs, wishes, and preferences; it helps develop new strategies and products oriented towards its customers.
• Differentiate customer expectations
Differentiate clients base on value and need is essential to satisfy the customers and their expectations. Differentiation makes it possible to prepare strategies that meet customer expectations and company goals and tie them into solid customer relations. Differentiation of existing customers by value help to identify those that are loyal, and the company should be focused first on them. Differentiating customers based on their needs help with strategizing with promotions of services and products. 
• Customer interaction
Communications and interactions with customers help organisations understand customer needs and expectations and relate to business products and services. If that concerns customers values and conditions, it can be an excellent opportunity to collect feedback, opinions and wants, which is valuable for product line extension, increased efficacy, performance, and revenue generation. 
• Customisations to meet customer expectations
After identifying clients, differentiating, and interacting with them, the next step is to customise new strategies and products or services to the needs and desires of customers. And the organisation should use that knowledge in making strategic decisions (Peppers and Rogers, 2004).
Here is an example of success using the IDIC Model for Hard Rock Cafe in Singapore (Orchard Outlet).
Identification
The working staff's jobs are to recognise their loyal clients when they come back and remember each client in as many details as possible. An example would be their habits, preferences or other characteristics that make a customer unique.
While the new clients are waiting for the order, the waiters introduce themselves to them. At the same time, they ask standard questions such as clients' names, whether they are foreigners or locals, what made them decide to dine here, their likes and preferences, and many more. That conversation with clients is carried out mainly in a casual, friendly, bubbly, and cheerful way to make customers feel more relaxed and open to them. Hence the next time client comes back, quite possibly the staff would already know what the client wants.
•Differentiation
The company divide customers into three different categories. The first would be families coming for lunch or dinner. The second would be alcohol lovers who bring along friends for a night of drinking and socialising. And the third would be customers who come to watch live performances, listen to music and dance. At this stage, the company focuses its resources on those customers who bring in the most value for the cafe and create and implement customer-specific strategies designed to satisfy specific customers' needs individually. To the high-value and loyal customers, the company propose different discounts that make them want to patronise their restaurant again. 
• Interaction
Effective customer communications provide better insight into their needs and avoid wasting time asking them the same questions. The Hard Rock Café usually advertises on their official website and Facebook page for customers to view. The company is publishing special promotions and other up-to-date information; the official website allows clients to book online for priority seating.  In addition to that, the smartphone application helps to locate restaurants around a specific area, and it shows Hard Rock Café as one of its suggestions for people looking for where to go to eat.  On the purchase stage, the interaction begins from the doorman greets and welcomes the clients into the restaurant, all the way to bidding and farewells to the client at the end of their visit to the restaurant. The Hard Rock Café's motto is to see all clients and treat them as friends; no client feels left out at any point in time. The interaction stage is usually where the staff creates a relationship with the client, and it makes progress as customers come back more often. At the post-purchase stage, a company provide a feedback form at the side of the table for clients to leave any form of feedback, good or bad. The waiter or manager can also ask the client whether there is anything that needs improvement.
 • Customisation
Hard Rock Café practices customisation, where the company adapts its behaviour towards a client depends on individual's needs and value. For example, some alcohol drinkers prefer their drinks made in a certain way, or those loyal clients who have excellent relationships with the managers and owners can be offered unique concoctions that are not on the menu (Nicole, 2021).

The Value Chain model’s application
Herein, the Value Chain model can facilitate Exclusive Construction to categorise the activities in terms of their value addition. The underlying principle behind the Value Chain model is that a company's value creation cannot be recognised as a whole and needs to be break down into each activity (Perera and Gunatilake, 2018).
After theoretical studying the Value Chain model, reviewing some case studies, and considering his many years of experience in construction, the author decided to divide the main activity of Exclusive Construction into four phases (primary functions) (Wong, Cheung, and Chan, 2004):
1. The pre-tendering stage 
The pre-tendering stage is the first level and included the activities carried out to obtain the project).
2. The tendering stage
Tendering is the process where the customer meets construction companies and invites them to place a bid for work on a particular project; a bid is based on the tender documents issued by the client. After tender, the successful company becomes the 'contractor' and a 'party to a contract with the 'client' (On-Site Magazine, 2019).
3. The construction stage 
The construction stage is the main stage that carries out the company's main activities, such as logistics of materials, construction works, monitoring the implementation process and quality of work, controlling the project's cash flow, and others.
4. The post-construction stage. 
Post-construction involves all the final processes completed to hand the building over to the building owner. After the object has been inspected and according to the project documents will consider finished, the architect will give a certificate of substantial completion. The company is also there undertaking internal post-project analysis and communication of lessons learned (Designingbuildings.co.uk, 2011)
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Figure 1. Proposed VC Model for Exclusive Construction company

The Value Chain model define here also six secondary functions:
• Finance & Auditing
• Human Resources Management
• Legal Division
• Material Logistics
• Technology & Development

1. The pre-tendering stage 
• Problem: Insufficient activities in finding and developing relationships with potential clients.
• Description and discussion
From his years of experience in the company, the author can argue that its management at all times devoted not enough time and effort to develop relationships with potential or even existing customers. The principle of working with clients was very reminiscent of the name of the well-known package of services provided by some telecom operators - Pay to Go! Sometimes it happened even more problematic for the clients when they had already paid the money but did not receive all the expected or agreed services on time.
More than 60% of customers of Exclusive Construction were public clients - Seventh-day Adventist churches and church members (Excl. Construction, 2015).
An easier way to find new clients is to look for them among former and current clients. Word-of-mouth was a good enough method of finding the next job. Especially if the people who had company's services are happy with that work, they will recommend that company to a friend or in this case, to a person attending the same church who might need it of a similar service. During the covid-19 pandemic, face-to-face interaction between people decreased sharply. Therefore, companies need to go online more and more to advertise, promote their image and communicate with potential customers. The official website of Exclusive Construction looks old fashioned with minimum functionality and poor design and has not been updated for a long time.
• Value-Adding Activities proposed to Exclusive Construction 
a. Invest in the website, maximise its functionality.
b. Hire a professional or company to update and maintain the website regularly.
c. Start an email correspondence with former clients to determine the degree of their satisfaction with the quality of the company's services.
d. Ask former satisfied customers politely to recommend the company to friends, and relatives and colleagues.
e. Invest more money in advertising (local, newspapers, online).
• Problem:  Poor level of gathering and analysing data of possible projects. 
• Descriptions and discussions
Exclusive Construction to have had problems from time to time with a lack of good profitable high value-added projects. Exclusive Construction, as many similar small construction companies, has been constantly challenged by poor planning, budgeting, management, cost overruns, miscalculations, insufficient financial means for completing a building,
low return on investment. It is expensive for small companies to have highly qualified specialists capable of solving all the above problems. Data analytics can help find appropriate projects, improve the entire project delivery cycle, and boost their bottom lines.
• Value-Adding Activities proposed to Exclusive Construction:
Use the analytic platform for construction contractors as Rhumbix or another to track the finance flow, construction labour costs, issues, and progress to help the project run smoothly (Rhumbix, 2021).
2. The tendering stage
• Problem: Lack or insufficient pre-bid meetings with the stakeholders.
• Description and discussion
Sometimes, due to the lack of necessary engineering and other computational knowledge and experience in new non-standard projects, the company lost money due to erroneous assessment of different stages of the projects. The lack of good communication on that period hides the possibility of concluding a better deal with the client, reducing the project's cost, or avoiding future misunderstandings. The idea of the pre-bid meeting is to clear up any confusion any questions regarding project details, the scope of work, and solicitation of projects documents. During a pre-bid meeting, contractors can decide whether a project suits their company and best interest. Pre-bid meetings are often optional, and the author of this report has information that the Exclusive Constructions management rarely attended such events due to the lack of time and the limited number of office staff. Therefore, the company often missed opportunities to present questions and concerns to the potential project owner and receive advantages over its competition.
• Value-Adding Activities proposed to Exclusive Construction:
• There is an urgent need to increase the number of office workers with the necessary education and experience.
• The company needs to have its highly qualified representatives at all responsible and necessary meetings.
3. The construction stage 
• Problem: Insufficient planning logistics of quality raw materials. Sometimes ignoring the wishes of customers in this matter.
• Description and discussion
Exclusive Construction usually was purchased some of the European Union and Ukraine materials to reduce the project's cost and be more competitive in the market. The company imported from Ukraine windows, doors and insulating materials, which sometimes came of poor quality and sometimes without the necessary certificates. Because of that, there were problems with customers and building control authorities. After Brexit, materials from the European Union became more expensive due to additional taxes. As an example, the Builders Merchants are reporting a 20% to 40% increase in the cost of timber in 2020 from Scandinavia (, 2020). Also, Covid-19 is now responsible for slowing the flow of building materials reaching the UK market from overseas. In general, the purchase and delivery of building materials for construction companies has become more complex and expensive.
• Value-Adding Activities proposed to Exclusive Construction:
a. Reassess every planned project.
Company’s office must spend time researching and understanding how any changes in materials logistics could impact current or future projects. It’s sensible to re-assess the probable volume of work, timeframes and adjust the budget as things become more evident. 
b. Review the pool of the company's suppliers
Exclusive Construction must review the supplier's pool and consider sourcing alternative or additional suppliers. After Brexit and during the covid-19 pandemic, there is a reason to look for alternative suppliers in the UK home market.
c. Stay on top of the latest government, industry, guidance. Exclusive Construction must stay on top of the latest government, construction industry guidance’s and make any necessary revisions regarding importing materials as soon as possible.
4. The post-construction stage. 
• Problem: Inadequate undertaking post-project analysis and lack of proper communication with its customers, receiving their feedback. 
 Like many other small companies completing the current project, Exclusive Construction is trying to remove their tools, workers quickly, do the cleaning, and move to the new site. The same applies to the company's office, where they try to close all the materials of the finished project, forget about it, and move on to a new project. At the same time, small amounts of time and effort are spent to get feedback, studying the mistakes and lessons of the finished project to apply this knowledge in the future.
• Value-Adding Activities proposed to Exclusive Construction:
Exclusive Construction must take the following steps to post-review every project:
• Identifying all company’s member strengths and weaknesses and opportunities for training and improvement.
• Identifying the level of communication from upper management to the worker’s level.
• Project measurement standards were applying during the whole project.
• Peoples safety was adhering by quantifying the value of safety and developing a safety mentality.
• Collecting and discussing project customer’s feedback. Due to the Covid - 19 pandemic using online surveys and phone calls.
IDIC model’s application
IDIC model suggests a simple and effective system of relating with clients. According to the author's opinion, it is beneficial to use in a small construction company as Exclusive Construction Ltd. First, there is always customization of the product to the customer's needs. The author uses the IDIS Model to discuss and solve the following problem indicated earlier in Exclusive Construction company, one of the five company’s problems named in this report: Insufficient activities in finding and developing relationships with potential clients. 
Identification
For many years in a row, for Exclusive Construction, churches as public organizations have been the best, most profitable clients. Almost the rest of the profit was brought by individuals who were often parishioners of these very churches. Exclusive Construction has not the best image position among these clients. Still, it is a well-known brand among them for many years and has a reputation as a company that brings its projects to an end, sometimes not without some problems and time delay. In defining potential customers for Exclusive Construction, the author of this project recommends the following clients and activities:
• Develop a more profound and comprehensive relationship with the same churches administrations and members and with new churches from those denominations.
• Find new customers through advertising, social media, digital marketing and develop relationships with them.
Differentiation
The author recommends dividing the company's customers into a few followings’ different groups and categories:
• Formers and existing clients.
• New and potential clients.
• Churches, representing by their administrations.
• Church members
• Other public and private clients.
Interaction
During a Covid - 19 pandemic, it gets complicated or sometimes impossible to communicate face-to-face with customers. Therefore, more and more companies are shifting the main communication activities concerning customers online.
• Exclusive Construction must modernize its website to expand its functionality, including the creation of 24/7 live chat support.
• Hire professionals to support the website effectively and train office workers in online communication.
Customization
Concerning each group named above, the company must develop different unique tactics and strategies regarding CRM management.
For example, since all churches help improve housing for their poor parishioners, Exclusive Construction, as a company with many years of experience working with them, and having some trust from them, can initiate and create a common fund to finance its projects for the poor parishioners. If at the same time, the company will make discounts for such customers, thereby improving its perception among members of those churches and improving its brand.
In this example, in general, you can see how well the IDIC model worked here.
1. Identification. The church and its members were identified as one of the selected clients. Their needs were also identified in the context of housing improvement.
2. Differentiation. The church was separated from the rest of the clients based on a possible non-standard method of financing that has nothing to do with other projects of the company.
3. Interaction. Assigned the church as a client in this potential project with funds for low-income parishioners, Exclusive Construction company can build a specific communication strategy. Not using the church meetings as before due to Covid - 19, the company can communicate with church administrations via email, phone, website and chatbot. The company can also produce virtual online presentations and show videos of their completed projects.
4. Customization. Exclusive Construction can customize its service package and, accordingly, discount for the client. For example, the service of repairing a leaking roof combine it into one social package with the service of painting the interior walls of rooms. Accordingly, for this package, the company can calculate the team of necessary specialists, cost, materials, timeframe and sell this package at a discount to a larger number of church members with such or similar needs.
In the author's opinion, the application Value Chain model in this situation would not be so effective because, in this example, we developed a business idea based on the search and selection of a client, where the IDIC model is so helpful. The Value Chain model would be logical to apply to plan, to deposit and debug the entire production chain in this project.
 And then, if every stage in this chain will be super effective, the whole business model in this project will be effective and will bring great dividends to the company.

Conclusion
While working on this report, its author was once again convinced that one of the main conditions is to meet the client's needs for a successful, productive business that brings money. Only in this case, companies can count on a long-term and positive result. Customer satisfaction directly depends on understanding what this customer needs and, accordingly, on the actions of companies based on this understanding. CRM management is that knowledge, that tool that has all the necessary attributes to help the business, understand the client, plan, and take the required actions.
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EXCLUSIVE CONSTRUCTION LTD Registered Number 0853007/9

Notes to the Micro-entity Accounts for the period ended 31 May 2020

1 Employees
2020 2019

Average number of employees during the period 4 3

This document was delivered using electronic communications and authenticated in accordance with the
registrar's rules relating to electronic form, authentication and manner of delivery under section 1072 of

the Companies Act 2006.
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Registered Number 08330079
EXCLUSIVE CONSTRUCTION LTD

Micro-entity Accounts
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EXCLUSIVE CONSTRUCTION LTD Registered Number 0853007/9
Micro-entity Balance Sheet as at 31 May 2020

Notes 2020 2019

£ £
Fixed Assets 15,106 9,087
Current Assets 188,913 200,394
Creditors: amounts falling due within one year (103,035) (98,071)
Net current assets (liabilities) W M
Total assets less current liabilities W W
Ser::itors: amounts falling due after more than one (214,400) (156,054)
Total net assets (liabilities) (113,416) (44,644)
Capital and reserves (113,416) (44,644)

For the year ending 31 May 2020 the company was entitled to exemption under section 477 of the
Companies Act 2006 relating to small companies.

The members have not required the company to obtain an audit in accordance with section 476 of
the Companies Act 2006.

The directors acknowledge their responsibilities for complying with the requirements of the
Companies Act 2006 with respect to accounting records and the preparation of accounts.

The accounts have been prepared in accordance with the micro-entity provisions and delivered in
accordance with the provisions applicable to companies subject to the small companies regime.

Approved by the Board on 31 May 2021

And signed on their behalf by:
Vasyl VARTSABA, Director




