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Executive Summary
This report has presented views on consumer relationship management issues in the Lidl organisation along with the review of CRM models. One of the prominent models of CRM, Payne’s model has been chosen for addressing the potential challenges and benefits and also stated the relevance of the model to the issue. The efficiency of Artificial Intelligence technology in consumer relationship management has also been elaborated on in the report. In addition to this, the report has described marketing theories for better implementation of consumer relationship management within the business. The report also presented some recommendations through which the CRM process will be able to deliver maximised output.
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[bookmark: _Toc121287837]Introduction 
In the contemporary era, business organisations are thriving for business success through effective consumer relationship management as it can provide a competitive advantage. Quality management provides excellence in business performance through the development of products and services (Bhatia and Awasthi, 2018). Maintaining quality processes is important for modern businesses as the competition in the market is growing which derives that existing and new companies may forward if there are quality issues. In addition to this, consumer relationship management helps businesses to create a healthy relationship between the business and consumers which ensures a higher retention rate of consumers and increases sales. Further, bottom-line approaches of the businesses help to create a culture where the business gains more attention from the people surrounding it who are also known as stakeholders. Besides that, these approaches of consumer relationship management and quality maintenance help businesses to make their business processes more diverse. For this reason, this report will provide ideas of quality processes and issues of the chosen business. Consumer relationship management challenges of the company will be addressed along with the possible benefits of addressing the challenges. In addition to this, consumer relationship models will be discussed throughout the report in relation to the possible challenges. Besides that, an additional CRM model will be discussed and analysed in the report for a better understanding of the challenges of the company and also the possible reasons will be stated for choosing the model. In addition to this, the report will also analyse marketing theories before stating a conclusion and possible recommendations for the company.

[bookmark: _Toc121287838]Company Context 
Lidl is a company that provides grocery services to customers to generate revenue in the competitive market. It is known for its quality as the company makes their focuses on the quality of its products and services. The first store of the company was established in the year 1994 and it is gaining success on a daily basis. As per the research, the company has had approximately 900 stores in recent days within the operational area (lidl.co.uk, 2022). Lidl is a company that provides high-quality products and services with minimum price ranges that increases its brand value in the competitive market. It can be stated that the company can grow their business further by making use of the company's quality services. The increase in the stores shows the importance of the growth in the brand value of the company and currently, it has a high reputation in the market. The organisation has grown since 1994 and it currently has a huge number of employees to operate the business. As per the legwork, the company has approximately 22,000 people in the competitive world of business. The headquarters of the company is based in Germany and they are also known as one of the largest food retailers in the country (lidl.co.uk, 2022).
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Figure 1: Turnover of Lidl over the years
(Source: statista.com, 2022)
Lidl is one of the leading business organisations and it generates a high turnover in its financial year. As per the groundwork, it can be stated that the company has a turnover of 7,710 million British pounds within the UK market in the financial year of 2021 (statista.com, 2022). Lidl provides services in multiple countries gaining a higher opportunity for their growth in the competitive market. In the present year, the company is in the sixth position in the market of the country.
The Lidl organisation has good consumer relationship management and it also values the customers with quality-assured products. However, the decision of the company to sell drought-affected vegetables and fruits is giving the company both positive and negative effects on the business market. The company has decided to support the British farmers and it required selling the misshapen vegetables and fruits at lower prices to the market (Masud, 2022). The Company’s corporate social responsibility gets fostered when it decided to reduce the waste of food products by selling the products at low prices to customers which leads to at least a minimum support to farmers. 
The company through this initiative was able to attract consumers due to the cheap prices of vegetables and fruits during times of food shortages but many reports and consumer feedback claimed that buying products due to low prices can be an adjustment with the quality of products. This initiative as an internal factor for consumer relationship management challenges of the company can be harmful as consumer loyalty stays at stake due to risky decisions. In addition to this, due to the recent drought in the United Kingdom because of depleted reservoirs and scorching summer, businesses are unable to supply products as per the requirement of the markets (Horton, 2022). This uncertain and external factor of the business environment creates challenges as the businesses are unable to fulfil the market demand and consumer needs. Working on these quality challenges lets businesses maintain brand reputation in the global business market. Maintaining the same brand reputation over time provides a level of consumer loyalty through which sales of the businesses can get maximised. In addition to this Lidl through innovative ideas involving marketing can remove the challenges and opt for sales growth in different regions which leads to the overall success of the business.


[bookmark: _Toc121287839]Models Review 
Consumer Relationship Management requires successful implementation within the business organisation for better results and that ensures better consumer relations and consumer retention rate. For this reason, successful implementation of CRM requires the help of CRM models through which business organisations understand the right way. 
One of the notable models for understanding consumer relationship management in a better way is the IDIC model. The IDIC model was presented by Peppers and Rogers in the year 2004 for the implementation of consumer relationship management in different business situations. The model implies four stages for CRM implementation which are "Identify, Differentiate, Interact and Customise" (Pandey et al., 2022). 
Identify
The first step of the model is “Identify” which implies knowing the customers and identifying them by gathering their personal information. Gathering personal data such as name, address, and each purchase details from the business also involves regularity and purchasing quality (Jerry and Ayuba, 2019, p. 40). Knowing and identifying consumers can be effective for businesses as through which they come to know about consumer needs and their purchase habits and behaviours. For example, businesses have the chance to know a specific range of consumers such as which consumers are thinking about the price of products for purchasing products or consumers who are prioritising quality of products for purchase. 
Differentiate
The next step implies the differentiation of consumers on basis of their needs and preference identification at the first stage (Nopsuwan and Kheokao, 2020). From the business perspective organisations value their consumers and understand that every consumer has different values regarding products and services. Differentiating the consumer base is important to create different segments through which organisations can set the priority for consumer groups and plan interaction for fitting in each segment. Satisfying the consumer needs of every segment assists to gain maximum profitability for the business. 
Interact
The next step implies interaction with consumers for knowing them in a better and wider way and it also provides the idea of consumer expectation and their purchase habits from other businesses or suppliers. Marketing practices in this case help the most to know about purchase sources of other businesses. In addition to this, organisations tend to innovate and develop products through which consumers are attracted toward business and forced to leave their previous choices. Moreover, businesses tend to create experiences consumers never had before so that new trends can be introduced in the global business markets.
Customise
The final step of the model implies working on products and services and making them appropriate to the consumer needs and expectations so that each and every group of consumers can be served. Though implementing customised experiences take time, still it is the best way to fulfil consumer needs and market preference regarding products and services (Nicolescu, 2022, p. 205). In addition to this, customising services requires a lot of resources and developed infrastructure as customising services and products involves change within the business organisation. In this way, following the necessary steps of the model, business organisations can move forward in managing co0nsumer relationships and gaining maximum consumer loyalty in exchange. 
On the other hand, another prominent model of consumer relationship management model is Payne's Five Process model. The model focuses on the cross-functional approaches to consumer relationship management for its effective implementation. The main components of the mode are cross-functional approaches for CRM and core elements of consumer relationship management implementation. These elements support the model through five different processes which are “Strategy Development, Value Creation, Multichannel Integration, Information Management and Performance Assessment” (Tikku and CBSA, 2020). These five processes work collaboratively for bringing fresh experiences for consumers and create a better relationship with them to improve business performance.
Strategy Development 
The strategy development process of the model involves two different strategies, one is consumer strategy and the other is business strategy. Businesses for their own development plan and create strategies that are important for the progress and growth of the organisation. Whereas, consumer strategies are part of the business strategy which implies consumer-oriented strategies without harming the business intentions. Business organisations create and adapt strategies to achieve a competitive advantage in the business market (Hendriyani and Auliana, 2018, p. 120). The business market gets influenced by CRM strategies and in terms of competitive advantage businesses get more consumer retention and loyalty. 
Value Creation
The value creation process implies understanding the value of the consumers and how consumers are valuing the products and services of the business. Understanding the value of each consumer group requires methods like value proposition and assessment and through this, the process becomes more effective. The businesses through this process should identify the processes and consumer segments for maximised exchange of values. For example, Amazon Plc using a subscription-based business model differentiates its consumer base and prime or premium member provides benefits like faster delivery, free videos, music and audiobooks (amazon.co.uk, 2022). In this way, the organisation differentiates their services in order to get prime treatment consumers to value the services and enhance the sales of the company.
Multichannel Integration
This process of the business work on basis of the outputs from the other two processes and gives necessary input for further development. The value-adding activities of the process make sure that all the channels are being taken care of and provide an assertive consumer experience. In addition to this, it provides the necessary feedback for further development of the strategies and value propositions of the businesses. It creates a better way for consumer relationship management and its implementation within business organisations.
Performance Assessment 
The performance Assessment process is the evaluation process for another three processes and is implemented within the business for checking effectiveness. The performance of the business can be measured through shareholder valuation, profit margins of the business, consumer engagement rates and return on dividends. These financial elements of a business determine how capable the business is to maintain consumer relationships. In addition to this, the process also measures through non-financial elements such as consumer satisfaction and key performance indicators. 
Information Management 
This process of the model performs the analytic part and delivers the relevant data on consumer needs and market trends.  This process of the model provides insight into consumer purchase habits and behaviours by gathering information and managing them for analysis. For this reason, modern business organisations are using the emergence of big data to their advantage and gathering and managing information about consumers and their previous purchases from the company (Anshari et al., 2019, p. 96). In addition to this, through information management business organisations enhance and improve segment marketing, value proposition and business and consumer-oriented strategies.  
[bookmark: _Toc121287840]Model Selection and Application 
[bookmark: _Toc121287841]Analysis and Justification for Selecting Payne’s Model of CRM 
Payne's model of consumer relationship management is prominent for understanding the challenges faced by business organisations in the global market as it gives broader ideas of CRM development through value creation (Nupus and Ichwanudin, 2021, p. 130). In the Lidl business organisation, leaders and managers are facing challenges due to their current initiative to help farmers by selling draught-affected vegetables and fruits in its stores. Many consumers are interested in this initiative either due to the noble reason or due to the lower prices of products even in times of supply shortage. However, one group of consumers are claiming that the business organisation is adjusting the quality of products in order to gain more sales and profits and this thought of the consumers is creating a negative consumer relationship with the business. This model is suitable for the Lidl organisation as the company is facing issues related to consumer relationship management due to improper segmentation of the market. The company using this model will get an idea of the latest market trends and consumer expectations from the company which is the basic step for having enhanced consumer relationship management. Moreover, the analytic framework of the model will help the business to see the difference between past and present results.
[bookmark: _Toc121287842]Relevancy of The Payne’s Model 
Through Payne's model, the organisation will be able to analyse, identify, manage, customise and serve the market in a proper way through which consumer relationship problems may fade away (Rodriguez and Boyer, 2020, p. 138). Managers of the Lidl organisation will be able to create plans and strategies for developing consumer services and also ensure the business goals and objectives remain alive. For example, to maintain consumer services and decline the effects of egg shortages the company in its stores limited three boxes of eggs for each consumer (Pugh, 2022). This strategy by the company helped it to manage the consumers and shortage of supply in the market in an efficient way. Further, the business of the organisation will secure sustainable growth by knowing the value of the customers and stating its own value to the consumers. It will also create a range of customer groups for the company by their segmentation on basis of a specific factor whether it is quality or value for money or both at the same time. In addition to this, understanding different channels and working on them is a competitive advantage for businesses as it enhances the value proposition and consumer strategies to a great extent. 
Through multichannel integration, the Lidl company will gain more consumer-oriented actions that satisfy and create an integration among channels. For example, the company is declining the supply of non-food items for the next year as the sale of these products is low in demand and has seen a drop of 10% from the total sales of the business (Parr, 2022). In this way, the company will be able to integrate the channels and satisfy the value of consumers by serving what they need. Further, through performance assessment, the company will be able to judge the effectiveness of consumer relationship management within the business and will improve the slacking areas after revealing them. Lidl in terms of market share is in 6th place in the United Kingdom grocery market and the company has currently seen 20.9% growth in sales as of the year 2022 (statista.com, 2022). Improved consumer relationship management has helped the company to acquire higher sales and reflecting on the current performance it has the scope to acquire more market share. Furthermore, the company through information management will get the chance to evaluate consumers further and prepare strategies according to it which ensures the cyclic use of the model.
[bookmark: _Toc121287843]Potential Benefits 
Increase Consumer Engagement
Consumer relationship management focuses on the consumer experience, their satisfaction or dissatisfaction and their needs and expectations. Through this focus on consumer services organisations get the chance to build a brand reputation through which consumer engagement for the business increases. In addition to this, using Payne's model helps businesses to concentrate more on customer service. Applying the model will help Lidl in creating a segmentation of the consumers and dividing them into specific groups. In a long run, it will help the business to gain more consumers who are suitable for its product and services and will make each segment profitable.
Detail Analysis
Payne's model through the information management step gathers current information about the market and analyse consumer needs and market trends to provide better products and services. Lidl using this process of the model can enhance the marketing strategies in local and international markets and also be able to provide customer service 24/7/364. This application of the model will benefit to acquire more market share from the global business markets which is a measure of higher competitive advantage. 
Consumer Retention and Increased Performance 
The performance Assessment process of the model provides analytical capabilities to the business and evaluates current and forthcoming performance. Through this, the businesses get to know the use of current performance to obtain better performance in future. The current experience of Lidl regarding drought-affected vegetables and fruit selling has provided the idea of consumer demand and needs from the business and in upcoming operations, the business will segment the market according to it to gain better consumer relationships. 
[bookmark: _Toc121287844]Potential Challenges 
Negative Feedback from Consumers
Due to the selling of drought-affected vegetables and fruits, consumer groups are dissatisfied with the services of Lidl company in the United Kingdom. According to consumer feedback on the products of the company, consumers are complaining about the variable quality of products and claiming the services of the company are worse than other competitors (uk.trustpilot.com, 2022). This continuation of product malfunction and quality issues will snatch the competitive advantage from the markets. In addition to this, the company will lose the loyalty of consumers in a long run and create trust issues among consumers.
Lack of Company Culture
For effective consumer relationship management, company culture should be a serious concern for businesses as employees of an organisation are responsible for handling consumers during the selling process and post-sell services. However, the lack of culture in the Lidl company can be harmful to managing consumer relationships. For instance, the company faced an issue with a store manager who stole money and got fired but he took the company to court claiming his dismissal was unfair for which the company had to pay 16,00 British pounds (Harris, and Kemp, 2022). This issue of the company shows the lack of culture which creates a negative brand reputation in front of the consumers and reduces the reliability of the business. Without proper employee etiquette and behaviour, the organisation will suffer to provide the necessary consumer services and manage consumer relationships effectively. 
[bookmark: _Toc121287845]The efficiency of AI In Consumer Relationship Management 
Artificial Intelligence (AI) is the advanced technology that supports businesses in their analysis, evaluation and operations for more efficient ways of reaching business objectives, In consumer relationship management AI is the feature that analyses external data to learn about certain conditions and through the learning, it implements techniques that can support aims and objective4s of the business (Libai et al., 2020, p. 55). AI through its services makes business operations more efficient such as it delivers consumer data and selling information in a more advanced way and with proper analysis. The technology-aware business es about the sales that were rejected and closed due to specific reasons and provides automated recommendations to not perform the same activity during the selling process. In this way, businesses are about to gain excellent consumer relationships through better selling techniques and services. Besides that, AI analyses the browsing history of company websites to know about the increasing and decreasing need for products for consumers and present the same to them for implementing better consumer relationships. Lidl introduced an AI chatbot through which they connect with consumers and solve their queries on Facebook messenger for the development of its services (Farrell, 2018). This feature of the company has allowed it to make online consumer services efficient and agile. 
[bookmark: _Toc121287846]Marketing Mix 7P’s 
For further development, the organisation can take marketing approaches as marketing is the direct method to communicate and engage with consumers and it creates a mutual relationship between business and consumers. Understanding marketing approaches in a better way requires the application of well-developed marketing theories such as the 7Ps marketing mix and the Ansoff Matrix. The 7Ps marketing mix helps with marketing approaches revolving “product, place, price, promotion, physical evidence, people, promotion and process” (Chana et al., 2021, p. 10). Through these factors, the theory provides notable marketing tactics to businesses through which they reach the aims and objectives of the business.
[image: 7Ps of Marketing]
Figure No. 2: 7Ps Marketing Mix
(Source: Inspired by Chana et al., 2021)
People
Employees of an organisation are considered as its people and they represent the business in front of consumers (Altay et al., 2022, p. 135). Lidl organisations should focus on organisational culture and training and development of employees so that they can understand the necessity of creating positive relations with the consumers.
Price
Pricing is one of the core market strategies for businesses as through effective pricing consumers get attracted toward business more and more. Moreover, effective and competitive pricing of products can create long-term relationships with employees which ensures high market acquisition over a long period. Lidl organisation have a good amount of market share in the United Kingdom markets and for this reason, working on pricing strategies will be easier for the business which will lead to more market share. 
Place
Consumer needs and preferences often rely on the place or location of the operation and businesses need to create marketing strategies according to that. Moreover, through marketing practices, businesses check in which location the current product line is suitable and then make the move for business expansion. Lidl operates in 31 countries with more than 200 product distribution and logistics centres (info.lidl, 2022). The company needs to expand its business operations in far more regions to have the best business results.
Promotion 
Promotion is the way for making consumers aware of the products and services of the business which promotes brand reputation in the global business markets. Lidl using digital networks for promotion can gain brand reputation in the areas where the company is not operating or wants to expand.
Product
Product is the medium for transacting and businesses through product development attract consumers toward the business. Product-based strategies are the best way to engage with consumers as it emphasises consumer needs and preferences (Hasan and Islam, 2020, p. 40). Lidl for better consumer relationship management and increasing sales should focus on market demand and consumer need.
Physical Evidence 
A store represents physical evidence for businesses and it ensures consumers the existence of the company if they face any problem regarding the products and services. Lidl has more than 12,000 stores around the globe and with its wide physical pieces of evidence, it already ensures consumers with product quality and post-selling services (info.lidl, 2022).
Process
The process can be determined as the developed value proposition to consumers through the order and method of services. Through the right processes organisations tend to serve the consumers with quality services and for that reason, Lidl should improve the quality of products and serve the consumer base 24/7/364 without fail.
[bookmark: _Toc121287847]Communication Mix 
Another notable marketing theory that engages with the consumers directly is the communication mix and it also creates consumer relationships through frequent interactions with the customers. The communication mix involves “advertising, sales promotion, public relations, personal selling, and direct selling” as key elements (Ade-Johnson, 2022, p. 70). Advertising is a non-personal communication tool and it is used for mass communication to aware and convince people about business products and services. Lidl may use digital mediums for advertising and appeal to a large pool of consumers for further engagement with them. Sales promotion implies marketing products and services by providing incentives. In simple terms, sales promotion involves free samples, rewards, special offers and complimentary upgrades through which organisations tend to upsell products and services. Lidl through consumer-oriented offers and promotions can enhance sales of the company and engage more with consumers.
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Figure No. 3: Marketing Communications Mix
(Source: Inspired by Camilleri, 2018)
In addition to this, public relations elaborate direct engagement with the public for maintaining communication and building mutually beneficial relationships. Through public relations marketing objectives get fulfilled by promoting the business opinions and its products and services (Camilleri, 2018, p. 95). Besides that, personal selling describes two-way communication with potential consumers for closing deals and engaging with them. Lidl should appoint employees for personal selling and gain knowledge of the perception and preferences of their existing and potential consumers. Further, direct selling implies the use of media to communicate with consumers directly and know their instant and future needs. In recent days, AI technology supports the direct selling technique through the medium of automated chatbots.


[bookmark: _Toc121287848]Recommendations 
Payne's model for consumer relationship management is effective for the Lidl company but by implementing other techniques the company can take consumer engagement and service to the maximum extent. In addition to this, advanced techniques apart from marketing can help the company for advancing in the global market. The recommendations for the development of consumer relationship management go as follows –
· Artificial Intelligence is a hot topic in the technology industry and many modern global businesses are adapting to AI services in their business operations. AI services provide automation of warehouses using AI robots through which stock management and maintenance processes get more efficient and agile. With agile stock management processes, organisations can serve consumers faster than traditional businesses. For that reason, Lidl should use warehouse automation through AI services and get more service quality for its products.
· In addition to this, the company should develop its website and categorise its product range for different groups of consumers. It will help the consumers to know where to find their preferences easily and which products need to be ignored in order to maintain buying habits.
· Employee training and development creates job satisfaction and through this comes enhanced employee performance (Jeba, 2019). Training and development of marketing employees about different elements and channels may help in developing their communication with the consumers. Providing training and development to employees on consumer relationship management will help the Lidl business organisation to have the required level of consumer engagement, productivity and profitability. 

[bookmark: _Toc121287849]Conclusion 
From the above report, the knowledge has been summarised that consumer relationship management within business organisations is related to many other components such as product or service quality, sales and consumer retention. However, Lidl is facing challenges with consumer relationships as the company took the initiative to help farmers by selling drought-affected vegetables and fruits. However, a group of consumers who prioritises the quality of products are criticising the decision and the company is having negative relations with them. Moreover, the report has reviewed two CRM models such as IDIC and Payne’s model for selecting a model that can address the challenges of the CRM issue and also discussed the potential benefits of applying the chosen model to address the issue. In addition to this, the report has provided knowledge on the use of Artificial Intelligence in consumer relationship management and how it makes the process efficient with its advanced ways. Furthermore, the report has presented the 7Ps marketing mix and communication mix and stated the possible market strategies for the company through which it can enhance consumer engagement, relationships and sales altogether. Before the conclusion of the report, a few recommendations have been made in order to improve the consumer relationship management process.
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