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Abstract
Digital skill is a significant part of the future  of work in terms of both the working individuals and the business organisation. It enhances the effectiveness and productivity and better communication which are some of the advantageous facets of digital skill training. On the other hand research methods provide adequate training by choosing materials, scientific tools training in techniques which are relevant to the issue chosen. 
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[bookmark: _Toc90636904]Introduction
In the study clear understanding of digital skills has been acknowledged which states about the abilities of the working individuals to use internet technology to apply their full potential and capability. This has also become an essential aspect in the current Era as now each of the integration has been digitized and has turned to be a necessity.
[bookmark: _Toc90636905]Rationale
With the help of advancement of Technology it has become the most essential aspect for various institutions to upgrade their learning and teaching styles. It will be beneficial for the working individuals as they have to be trained in accordance to the requirements and needs of the customer for sustaining in the business world. 
[bookmark: _Toc90636906]Research Aim and objectives
The main aim of this study is to emphasize the impact of virtual communication with customer business organizations. 
The main objectives of the study are as follows:
· To understand the notion of virtual learning
· To determine the aspect of virtual communication with the customer. 
[bookmark: _Toc90636907]Research Questions
· What is the concept of virtual communication with customers?
· What are the modes that businesses can use to communicate with customers?
[bookmark: _Toc90636908]Research methodology
In order to accumulate information or data on the relevant topics that will be used, various methods have been evaluated. 
[bookmark: _Toc90636909]Primary method
In this process each of the data that has been collected for the first time and the researchers does this to search the relevant topic and present them in the market. 
[bookmark: _Toc90636910]Secondary method
This is another method for estimating information and data. This study provides relevant  information which will affect the quality of the final work. 
[bookmark: _Toc90636911]Literature review
According to Ybema, Vuuren and Dam, (2020), it has been stated that recent developments in the working environment have emphasized the pertinent of building a sustainable workstation. The overview is acquiring acceptance that one side focus is rather than short term effective and efficient exploitation of social, human resource and natural environment in firms is no longer desirable. It must be restated by a more long term acquisition that incorporates the sustainability of these resources. The notion of sustainability has obtained increased attention as the publication of the Brundtland Commission of the United Nation. It emphasizes the significance of retaining the natural resources of the global world for future generations. On the other hand, the concept of sustainability has entirely turned out to be associated with the wider range of constraints that involve social elements and economic elements. More business organizations incorporate sustainability as a key strategic value in terms of controlling the longer-term impact of the business on the social, human and natural environments. The concept of sustainability has been obtained to involve sustainable employability and human resource management. In this literature, it has been emphasized that there are several conceptualisations based on sustainable employability that have been found (Chakraborty and Ganguly, 2019). Thereby, sustainable employability can be obtained to an extent to which the employees are willing and able to remain working in the future and in the current era. In fact, it has been evaluated that lack or absence of Technology is considered to be one of the major things that the working individual blames when they are unable to acquire their targets of productivity. Business organizations tend to revamp and influence productivity in several ways. For example, this business can implement it with the help of effective Technology. Whereby in this article it has been acknowledged that businesses will dive into how artificial intelligence, plugins as well as application software meet the productivity requirements of businesses all across the world. 
Get employees involved with workers engagement software
The engagement software of the working individual will provide an outlet to recognise the workers that go beyond and above. But it is not only based on the limited recognition for management. It is diversified because the coworkers can also implement this software which will help them find a project to facilitate their own job (Molino et al., 2020). However, it will promote a stronger culture of group work and will motivate the working individual to give their best. There are few software based on employee engagement that lets the working individual redeem their gift cards, words or any other perks from different incentives. 
Bring teammates near and far closer together with communication software. 
It has been acknowledged that effective communication plays a crucial role in team productivity. By contrast, there are several organizations that often need to invest their efforts and time into the software which will improve their team communication. That has 100 working individuals through to the wind with an average of 3 lakh dollars a year due to miscommunication. Thereby the market tends to offer several advanced solutions based on technology for the business organization of each size which involves video conferencing applications, messengers and many more in between which can dramatically enhance internal communication and team productivity (Riyanto et al., 2021). 
Stay organized across workflows with cloud-based project or task management software
This article states that there are several assets, milestones and projects in sync that can be easily accessible which can significantly and has the entire performance of a team and can also be a bold comparative advantage. Thereby it is not only a surprise for the current companies to run around 78% of their workloads through their cloud. It does not matter what industry or size the business is related to. It acknowledges the tools of project management which will enhance collaboration and team productivity. 
According to Foster, Neuer Colburn and Briggs, (2021) it states that customer relationship management will help the strategic process of business to develop and to win the loyalty of the best consumer and can also enhance the experience of the buyer. Customer relationship management is the fundamental strategy of the business organization that can be used to develop a customer-centric culture that focuses on optimizing as well as managing their future and current relationship with clients. It can also be addressed that specializing in customer relationship management within the business organization will help the company to analyze data about the interaction of the consumer with the company in terms of enhancing the value provided to consumers and increasing profit and retention. On the other hand, customer relationship management relies on a wide understanding of the consumer in terms of meeting the requirements and needs, delivering value and exceeding their expectations of the customer. The business organization that does its best has the greatest advantage in the marketplace over its rivalries. 
Purpose of CRM
It has been acknowledged that the goal of a business organization is mainly to generate profit for their services and products. Thereby at the end, the main purpose of customer relationship management is to optimize the entire relationship of the business organization that has with its significant customer statically in order to build long-term success and maximize on the other hand statistical significance consumers are the most valuable clients of the business organization. Strategic significant consumers make up only about 30% of the client base but it can generate up to 70% of the entire revenue (Dutt and Chauhan, 2019). As per the article has been monitored that this is because the business organization generates more revenue and loyalty than the average consumer which is the most essential part of the organization strategy. Whereby when it is based on customer relationship management it interprets the statistical significance of consumer's which is the key focus of the business organizations. By capitalizing on the major valuable consumer segment it can be stated that the business organization can enhance their long-term competitiveness and profitability. 
Top models of customer relationship management
There are several kinds of models or strategies for customer relationship management. 
IDIC model
The model of IDIC has been developed by the focus group which is a generic blueprint for enhancing and implementing customer relationship management in a variety of situations. The model of IDIC states that there are four stages of implementing customer relationship management which involves differentiating, identifying, customizing and interacting. 
Identify
Initial steps to acknowledge the consumer which the business organization can accomplish by accumulating information like the address, name as well as purchase history of the customer at every point of contact all across the business. The main goal of this phase is to collect a wider base of data or information about customers in terms of better acknowledging their wants, purchase behaviour and requirements (Galvão et al., 2018). 
Differentiate
The mixtape is based on the segmentation of differentiation of the customer which is based on the projected and current lifetime value. Every customer will acknowledge the same value to the business organization. It tends to acknowledge that the customers are on the basis of the value of the organization. It prioritizes the customer relationship effort on the major valuable client as well as tailor their interaction to address the best fit of every segment for optimal profitability. 
Interact
The third stage is based on how the business organization can apply the plan of customer relationship management for interacting with their consumers. Once the business has acknowledged and categorized their customer then it can develop customized interaction for example the valued customers that can of loyalty rewards or benefits to encourage retention as well as continued spending
Customize
After the business organization has documented the interaction with the customer then this business can analyze to develop the customized one to one service. Thereby the goal is to make sure that the expectations and requirements of the customer are made as well as it has been pinpointed by the business organization individually or narrowly (Saleh and Saheli, 2018).
QCI model
This model is mostly interpreted to be a customer management model rather than CRM. This is because the quality competitive index model mainly focuses on three of the main activities which involve acquisition, penetration as well as retention. The model of the quality competitive index starts with the external environment of the customer at the top then it indulges on the pain points, business goals as well as several other factors which affect whether they are ready to interact or buy with the sales team which in turn can impact on the experience of the customer (Ullah et al., 2020). The experience of the customer then affects the proposition of the customer as well as customer management activities. The model of the quality competitive index also considers the technology and people involved with keeping the entire system going. This is because the QCI model replaces the word relationship in customer relationship management.
Payne's five process model
The five forces model of customer relationship has been developed by Pennie Frow and Adrian Payne. Will emphasize the fruit of cross-functional for an effective process of customer relationship management. There are two of the main components in this quality competitive index model which involves the cross-functional process of customer relationship management as well as the key elements of CRM implementation.
Paynes model emphasizes an outline of three processes
· Strategy development
· Multinational integration
· Performance assessment
· Information management
· Value creation
While implementing the strategy of CRM it has been monitored that the business organization should conduct a readiness assessment of customer relationship management to determine how they can prepare to implement a new process of CRM. On the other hand, customer relationship management also involves operational shift and fundamental culture as the business organization should invest in the Change management as well as project management of CRM as the new strategy that has been introduced and the complexities of initiatives grow. In final terms, this article states that employment is considered to be a crucial aspect of successful customer relationship management. 
Customer relationship management value chain
According to this article, it can be stated that the value chain is considered to be a high-level model that can be developed by a business organization to identify the process to develop an and service or product for the customer. The ultimate goal of this CRM value chain model is to prioritize as well as identify the most valuable acquisition or activities to the business organization and can also improve the process to obtain a competitive advantage. The value chain model of CRM can be applied by the principal to customer relationships. This is because the model of customer relationship management observes each of the activities as well as stages that are needed to build a relationship with their buyers. 
This activity has been segmented into two primary stages which involves support and primary. In the primary stage, it is segmented by five of the main processes which enable this strategy of CRM by involving customer portfolio analysis, customer intimacy, network development, relationship management and value proposition development. On the other hand, the support stage has necessary conditions in terms of adequately implementing the process of strategic acquisition of the primary stage by involving culture and leadership, human resource management processes, procurement management, data or IT management processes and organizational design. 
[bookmark: _Toc90636912]Analysis and discussion
This study states that business organizations should make sure that each of the individual employees should acknowledge the strategies as well as processes and can also engage with the new culture of customer-centricity. Without the underlying elements and conditions, the processes of customer relationship management cannot be succeeded. Developing and creating the underlying conditions will majorly support the business organization to obtain a successful value and implementation of customer relationship management. This two-stage value chain model is being analyzed for the customers to identify the SSCs. This will analyze each of the stages which will help the business organization to address their customers so that they can acknowledge their expectations and requirements and can develop strategies accordingly to maximize their value lifetime. 
[bookmark: _Toc90636913]Secondary data analysis
What is the concept of virtual communication with customers?
Virtual communication is the concept through  which the management people of business organizations can interact with the customer. It can be also used by remote teams in the organisational environment and can be practically used by every industry. 
What are the modes that businesses can use to communicate with customers?
There are several effective ways to communicate with customers by the business organisation which involves email,  social media, video messaging, text messaging and website. 
[bookmark: _Toc90636914]Conclusion and recommendations
From this study it can be concluded that business communication is an important part to attract customers in person through customer service personnel, sales representatives as well as account representatives.  It is an effective tool because it tends to deal with several complex issues of business or service concerns. However it can be recommended that the business organisation should also improve their tool to get more information about the customer requirements which will also have the business to sustain in the market for future. 
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