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1.0 INTRODUCTION
Strategic Customer Management is the approaches, practices, and programs used by an organization in managing its relationship and interaction with customers. The customers might be existing or new, so it is crucial to understand how to deal with them. Customer management practices are essential to the business irrespective of the size and area of operation. The paper will address the operations of Fferal clothing company based in the UK and the PESTEL analysis and how they might affect the business. The report will also address the IDIC framework and how it can help achieve sustainable customer relationships. Customer service metrics analysis such as customer retention rate and customer satisfaction score will also be examined to recognize how they influence customer relations. Lastly, recommendations will be provided on how Fferal clothing can improve customer relations based on understanding these approaches and frameworks.    
[bookmark: _Toc72662169]2.0 FFERAL CLOTHING
Fferal clothing is a United Kingdom-based organization that was launched in 2017 by its founder Helen Tarratt. The organization deals with clothing products, beddings, and accessories such as bags, beanies, and neck gaiters. The unique selling points for the organization include its online platform and the retails shops in Leicester. The firm makes its products using cotton as its mission is to promote veganism and sustainability. Fferal clothing prefers cotton as it is biodegradable, natural, and customers prefer products made of cotton since they are comfortable and soft on the body. The founder also had the aim of helping the poor who depend on cotton production as using cotton would increase the demand for cotton production. Cotton is also vegan, and it helps in avoiding the use of animal products. The firm deals with gender-neutral clothes, making the company target most customers across Europe and the international market. The firm has the objective of boosting its brand, acquire new customers and increase its sales. The firm uses social media platforms, which they use to increase sustainability awareness and interact with customers, hence building trust. The competitors of Fferal clothing include Mother of Pearl and People Tree, which use environmentally-friendly material in producing clothing products (Fferal, 2021). 
[bookmark: _Toc72662170]3.0 PESTEL ANALYSIS
	PESTEL analysis is a framework used to examine the political, economic, social, technological, environmental, and legal factors that affect an organization. 
[bookmark: _Toc72662171]3.1 Political factors 
	The political factors involve the government rules and regulations that affect the performance of a business. The factors include taxation, trade restrictions, and the policies concerning business formation. Fferal clothing is based in the UK, and therefore, the political factors in the country should be considered and how they affect the operation of the company. The UK is politically stable, and that creates a favourable climate for the operation of Ffaral clothing. Despite the advantages, the UK also imports taxes on goods and business operations in licenses. In general, UK has a favourable climate that supports the growth of the business (David, 2021). 
[bookmark: _Toc72662172]3.2 Economic 
	These are aspects of the economy, such as unemployment, interest rates, inflation, economic growth, and business. For instance, the inflation rate in the UK was 1.79 per cent in 2019 and 0.77 per cent in 2020. A reduction in the inflation rate causes a drop in the prices of commodities which then increases the purchasing power of customers. So, for example, Fferal clothing might increase its sales based on the inflation rate of the UK. 
[bookmark: _Toc72662173]3.3 Social 
	Cultural and demographic factors such as population also affect business—the lifestyle of UK customers in shifting to sustainability and veganism. With the present lifestyle of the UK, Fferal clothing might have the upper hand against competing firms. 
[bookmark: _Toc72662174]3.4 Technological
	Technological factors involve the aspect of technology and innovation that affect a business. For example, in the UK, e-commerce, research and development, and Information Communication and Technology (ICT) have been incorporated in various business organizations. Fferal clothing might benefit from the technological factors present in the UK in dealing with local and international customers (David, 2021). 
[bookmark: _Toc72662175]3.5 Ecological 
	These are environmental aspects such as climate change and ecological sustainability present in a country. For example, the UK experiences wet, warm, and cool temperatures, and this encourages Fferal clothing based on the products they offer to customers. There are also programs in the UK that promote environmental protection through practices such as recycling which align with the mission of Ffferal clothing.  
[bookmark: _Toc72662176]3.6 Legal  
The legal factors are the forces that are put in place to govern the expectations of businesses. They include labour laws and licenses and permits. In addition, the UK government intervene business operation through the set of rules and regulations. So, for example, the safety rules govern the need for firms to train employees to avoid any threat while working.
[bookmark: _Toc72662177]4.0 IDIC FRAMEWORK
	Organizations need to ensure customer satisfaction as it helps in dealing with market competition and increasing a firm's success. IDIC model is among the approaches recommended in assisting firms in managing customer relationships. Pepper and Rogers developed the IDIC model in 2004, and it helps organizations build and create a good relationship with customers. The framework identifies four factors that would help attain a good customer marketing approach. 
[bookmark: _Toc72662178]4.1 Identify
The first action proposed by Pepper and Rogers is identifying the customers. Despite the size of an organization, it is essential to identify the customers and build a healthy relationship (Peppers, Rogers, and Kotler, 2017, p. 79). The aspect of customer identification uses specific approaches. For instance, the business needs to understand the ideal customers based on the goods and services provided. The features to be examined include gender, age, and cultural aspects of the consumer. The customer's financial position is also examined in customer identification to predict demand and purchasing power. Customer identity action also involves analyzing the expected benefits of customers from acquiring the products and services the company is offering. Determining the benefits of a particular product to customers help the organization to understand how to satisfy their clients (Deszczyński, 2018, p. 28). 
Also, determining the customer's location is an essential factor to consider when identifying the customers. Organizations can obtain the geographical location of their customers by analyzing the purchasing patterns and the market demands of their products. Through such information, a firm will understand the location of their customers, especially the loyal ones. It is also in knowing the customers' location that a business can realize the buying strategy of customers. For instance, a firm will recognize that customers in a particular location might be interested in online shopping based on their preferences.   
[bookmark: _Toc72662179]4.2 Differentiate 
	Differentiation is a component in the IDIC framework that calls for the need of organizations to different customers based on their needs and values (Peppers, Rogers, and Kotler, 2017, p. 79). For a business to succeed, then customers should exist, and that their needs should be met. The desires of consumers vary based on taste, financial position, and culture; therefore, the business needs to recognize the difference. Customer differentiation is vital as it helps a firm formulate an approach that satisfies all the customers' needs. The crucial areas that a firm can differentiate its customers include; marketing, customer service, and customer's view on certain products. 
	Marketing is significant to a business as it is a process through which the business customers familiarize themselves with products and services offered by a firm. Even though an organization might be dealing same products and services, it is essential to use different marketing approaches when dealing with diverse customers. Perception and values are different, and failure to understand might cause cultural blunders for a business dealing with a wide range of customers. Another vital factor to consider in customer differentiation is customer service. Customer service entails the interaction of a business and the customer either physically or through online platforms. Customer service facilitates product knowledge and eliminating the challenges customers face while using specific products. Effective customer service is essential to the business as it helps build a good reputation, which helps acquire and retain customers. An organization should also understand customer differences during customer service, for instance, communication skills, emotional intelligence, and problem-solving skills (Nazerzadeh and Randhawa, 2018, p. 584).
[bookmark: _Toc72662180]4.3 Interact 
Pepper and Rogers also proposed the interaction step in their IDIC framework. It is through interaction that the business can form a relationship with its customers (Peppers, Rogers, and Kotler, 2017, p. 80). A firm that intends to stay ahead of the competition and expand its profit margins need to find ways of maintaining and improving their customer interaction. As technology has improved, businesses are using the digital approaches of interaction with customers, such as text messages, emails, and other online platforms where the firm can communicate with the customers. Also, customer service interaction is helpful as most firms interact with clients face-to-face, and a positive experience can help retain that client. It is the role of the customer service team to engage with customers using the various channels based on the mission and objective of the firm—for example, the use of live chats, Chatbots, messaging apps, or self-service resources (Rai and Ozuem, 2019).  
For a successful customer interaction, the organization should aim at training the employees on communication skills, self-control, use of positive language, and persuasive skills, among others that are significant during customer interaction. Effective customer interaction results in customer satisfaction, employee motivation, customer recovery, and proposing strategies to gain new customers. When clients experience a positive interaction with the sales team, they become satisfied, leading to its success. Satisfied customers tend to stick to the goods and services offered and also influence others positively. A positive interaction between the firm and the customers also motivates employees, which then increases productivity. 

[bookmark: _Toc72662181]4.4 Customize
	The last step in the IDIC framework is customization, which is built on understanding the first three concepts of identifying, differentiation, and interaction. After an organization has identified its customers, the firm can suggest products to customers based on their behaviour, purchasing history, and preferences (Peppers, Rogers, and Kotler, 2017, p. 80). For example, a retailer might use the customer information concerning the previous products purchased in recommending related products and services that might interest the customer. For e-commerce, a business might use a website where customers' shopping experience is customized to meet their needs—for example, adding products to the cart list. Also, emails and notifications are a customized way of informing the customers concerning new products in the market. It is such through messages that customers feel valued. An organization can also tailor its customer services by offering multiple options of interaction. Identifying customers enable the business to understand the targeted consumers and their preferences. The company can then customize the channels of customer service to meet the demands of their clients. For example, using both live chats and messaging apps can communicate with customers, among others (Anshari et al., 2019, pp. 94-101).  
[bookmark: _Toc72662182]5.0 APPLICATION OF IDIC FRAMEWORK TO FFERAL CLOTHING. (talk about their competitors what I can learn from them)( interesting data age group families ) sustainability and issues about the sustainable clothing
	Fferal clothing can apply the IDIC model to examine the customer's needs and their value in the business in the following ways. 
[bookmark: _Toc72662183]5.1 Identify 
	Fferal deals with clothing and bedding products to customers of all genders and ages. The organization can therefore identify its customers based on location, age, and needs. The firm, whose main operation is in the United Kingdom, mainly targets UK and European customers. The shipping services offered by Fferal clothing also make it easier for customers worldwide to purchase the products but at a shipment fee. In addition, Fferal identified the market gap of producing products that are gender-neutral and sustainable. Fferal clothing can thus invest in technology that will enable them to identify customer information such as age, gender, location, and time of purchase. Such information will help Fferal clothing understand the market demands based on the population and region where their products are highly demanded. Measures can then be proposed on how to achieve the needs of customers.
[bookmark: _Toc72662184]5.2 Differentiate
	Fferal clothing deals with a wide range of customers, and it can differentiate them using various variables. The organization can achieve customer differentiation by using customer data, both physical and data obtained from the online website used to purchase products. Although Fferal clothing has done a lot to meet the needs of all the genders by dealing with gender-neutral clothing, the firm can further achieve the following through differentiation. First, Fferal should make use of commercial advertisement that aims the young and the adult. Since the company deals with children's clothing, the targeted customers, therefore, are parents. The firm can thus invest in commercial advertisements to reach parents as their targeted customers. Also, the content of the advertisements should consider the age factor of the customers. Also, differentiation can be achieved by producing relatively cheap products to meet customers' financial needs from different social classes. 
[bookmark: _Toc72662185]5.3 Interact
	Fferal clothing can apply the aspect in achieving sustainable customer relationships in the following ways. First, the organization can improve customer service interaction by offering training programs to employees and sales teams. The critical skills Fferal clothing should consider training its employees include communication, cultural awareness, and compassion when dealing with clients. These skills will enable the retailers of the organization to interact positively with customers.  Also, the firm can interact with customers by being transparent and communicating issues concerning products. For instance, Fferal clothing can be transparent by informing customers how significant the clothing and bedding products are. The mission of the organization is to attain sustainability and promote veganism. The firm can inform its customers of the manufacturing process of the products and how sustainability and veganism are achieved (Rai and Ozuem, 2019).  
[bookmark: _Toc72662186]5.4 Customize
	Fferal clothing can customize customer's experience by using the shopping history to recommend similar products that might interest customers. The customer information will help the firm understand the preferences and needs of customers and thus recommend products that align with the interest of specific customers.  Also, using clients' data, Fferal clothing can use customers' names when sending a notification or chatting with customers. The use of customers' names makes them feel recognized and appreciated. Fferal can also customize customers' shopping experience by allowing customers to choose the dates to receive their ordered products (Anshari et al., 2019, pp. 94-101).  
[bookmark: _Toc72662187]6.0 CUSTOMER SERVICE ANALYSIS
(Defenitions for each metric)
Customer retention rate
3-4 refrences of each metrics 3X5 = 15 sources only in section 3 literature review 
Customer service analysis entails using customer feedback and market insight to identify customers' needs, change in taste, and propose measures and strategies. The following are the critical customer service metrics used by organizations in examining customer service performance. 
[bookmark: _Toc72662188]6.1 Customer retention rate
The approach entails examining the rate at which a company has retained customers at a given period. The number of customers lost is also identified, and the firm will understand a change in its customers. The rate of customer retention is determined by identifying the number of the customer at the start of a specific period, the new customer and those at the end of the stipulated period. A higher score means that the business is going in the right direction compared to a low score in the customer retention rate. Existing customers are essential for the business's survival since they can offer referrals, promote the firm's reputation, and provide feedback used in decision making. Therefore, it is significant for a firm to use the metrics of customer retention rate to identify the rate at which customers are retained at the end of a given period. The data obtained in the analysis of customer retention rate is also vital as it helps in planning marketing and advertisements. A firm will understand the resources to allocate for marketing to acquire new customers (Wikhamn, 2019, p.105). 
[bookmark: _Toc72662189]6.2 Customer satisfaction score (all defenitions should be sourced) (if paraphrasing no need for page number)
Critical (what are the drawbacks of the metrics)
(Positive and negative side of metrics)
	It is a metric used by organizations to analyze customers' satisfaction rates based on products and customer experience offered. An organization will measure customer satisfaction scores based on customers' feedback based on a product or overall performance. A company can also formulate questionnaires that examine how satisfied customers are based on a particular product or service. The areas studied are the satisfaction of a product, customer service interaction, and firm transparency. It is essential to know the score of customer satisfaction to understand the performance and future of the business. Satisfied customers will promote the company's brand, leading to its success (Kim, 2019, pp.95-102).  
[bookmark: _Toc72662190]6.3 Net promoter score
	The score based on customer satisfaction and loyalty measures the rate at which customers can recommend the products and services of an organization to others. Customers are therefore subjected to questions and their promoter score measured. Fisher and Kordupleski (2019, pp. 138-151) argue that Net promoter score helps a business improve customer services, the support system after-sales services. An improvement in these factors then increases loyalty and satisfaction, and thus the promoter score might increase. Employees can also be used in estimating the promoter score based on their opinion. Measuring the net promoter score can be performed using online questions or follow-up questions concerning a product or after-sales services.  
[bookmark: _Toc72662191]6.4 Customer lifetime value
	The metrics are used by organizations to identify the expected value of a customer to the business in the lifetime business relationship. The value is examined in terms of purchases made and the feedback provided by the customer.  The customer lifetime value can be estimated using the accumulated purchase data of a customer (Singh and Jain, 2017, p. 42). CLV is helpful to the business as it helps examine a firm's financial position based on the value of the customers and their lifetime.  CLV is also used in realizing the targeted consumers based on the information and budget of the regular customers. The organization can thus develop a marketing strategy that intends to acquire the targeted customers. 
[bookmark: _Toc72662192]6.5 Customer effort score
	It is an approach used to evaluate customer satisfaction based on the customer's effort while purchasing a product, resolving an issue based on the product, or the effort used while reaching the support team. Customers are subjected to questions that evaluate the easiness of using a product, primarily technical products, the effectiveness of the support system, and the overall interaction of the business. Customer effort score is helpful to the business in predicting customer behaviour. Thus, a firm can strategize on dealing with competition based on the results attained from customer effort score. Also, the information obtained regarding the easiness of reaching the support team can be used by the firm to implement effective tactics to help the support team, such as booking appointments where customers are notified using email notification (Walden 2017, p. 210).
[bookmark: _Toc72662193]7.0 RECOMMENDATIONS
	Fferal clothing can achieve sustainable customer relationships by taking into consideration the following approaches and frameworks. Based on the PESTEL analysis, Fferal has opportunities in the UK environment, and proper utilization of these factors might lead to the firm's success. First, although the inflation rate in the UK is low, Fferal should consider lowering the prices of its commodities to deal with market competition. Reducing the costs will increase the demand for goods produced offered by Fferal and thus secure customers and increase sales. Second, for the social factors present in the UK, Ffferal should consider collaborating with local agencies that encourage the new lifestyle of sustainability and vegan. The firm will then increase its product awareness through such programs. Finally, as technology is advanced in the UK, Fferal should use online advertisements that are cost-effective and invest in e-commerce through agencies in foreign countries. With these factors present in the UK, Fferal will mitigate market challenges such as competition.
The IDIC model, founded by Peppers and Rogers, can help Fferal clothing achieve a better customer relationship. The four actions proposed in the model are identity, differentiate, interact and customize and Fferal Clothing can consider the following. In identifying the customers, customers' information such as an address, location, and name is collected. Therefore, it might compromise the relationship of the organization and its clients. In the process of collecting consumer information, Fferal should consequently prevent the misuse of consumer information.
In most cases, such information can cause a threat to customers, especially if it falls into the hands of unauthorized personnel. Fferal clothing should therefore make sure that customer information is properly handled to avoid breaching. Also, the firm should consider informing its customers of the kind of data they might be interested in collecting to ensure transparency and prevent lawsuits from customers.
Fferal Clothing can also use a customer differentiation approach to segment its customers. For instance, Feral can consider behavioral segmentation for its customers. Although the company encourages sustainability and veganism, it should not make the non-vegan customers feel inhuman. Therefore, the advertisement and campaign should increase awareness and use sustainable products rather than criticizing. The step of interaction is significant as it is through it that the customers and the company know about each other. Fferal Clothing should interact with clients using effective channels. For example, if the firm decides to use technical channels such as online platforms, they should be user-friendly. The company should also respond to customer feedback and find ways of improving customer service relationships (Alvarez-Milán et al., 2018, p.70).
	 The Customer service metrics can be appropriately utilized by Fferal clothing leading to the success of the business. It costs organizations a lot of money and time to build a brand and reputation, and it might just take a few customers to ruin it.  Fferal should therefore make use of the customer service analysis to recognize the perception of customers towards the business. Also, a firm will understand what needs to be done through customer retention rate regarding a product and customer relation. However, Fferal should not outlook the approaches used in examining customer relations to ensure that clients' needs are met and that the reputation and brand of the company are not damaged. Fferal is a young company in the UK market, and it is exposed to many challenges. It should utilize analyzing customers such as customer retention rate to boost customer satisfaction of its customers. By understanding the rate at which customers are retained, it is easier to predict if the business is moving in the right direction. Fferal can consider using such information in improving its services, such as improving the quality of its product, reducing the price based on the challenges within the economy, or introducing after-sales services. For example, Fferal can introduce free delivery to all the first customers who purchase their products. Such a tactic will help retain the customers and even attract new ones Sevilla et al., 2019).
[bookmark: _Toc72662194]	Utilizing the PESTEL analysis done in the UK, the IDIC model, and customer service analysis metrics, Fferal Clothing will achieve its objective of increasing its sales, boosting the brand, and gaining more customers. The overall outcome will be the growth of the business to an international level and increase the profit margins. 
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