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[bookmark: _Toc101442095]1. 	Introduction
Ray and Dee’s kitchen is an online food business that is owned and run by sole traders and the company sells different kinds of dishes that are considered to be authentically flavoured with an expensive taste. The company also caters to small parties, different and special occasions, and many more. The aim of Ray and Dee’s kitchen is to provide the best food experience to their customers and keep them wanting more. The company has different variety of dishes with unique tastes at an affordable and reasonable price for the community. The best part is Ray and Kitchen have a strong belief that their dishes are desirable and authentic. The company always endeavours to provide the best food experience to satisfy and fulfil their needs and their dishes are full of bursting flavours that will give the customer joy and a nice meal in a hot tropical destination. 

[bookmark: _Toc101442096]1.1 	Mission Statement
“When Customers are happy we are happy.”

[bookmark: _Toc101442097]Task 1
[bookmark: _Toc101442098]2.	Key Marketing Theories
[bookmark: _Toc101442099]2.1	Marketing Mix
As Forghani (2022) described, the marketing mix is considered to be a combination factor that may be controlled by an organization to influence the consumers to buy. 

[bookmark: _Toc101442100]2.1.1 	Price
In a marketing mix, the price refers to the value that customers pay for the product or service offered by a company (Sudari, 2019). Ray and Dee’s kitchen is started to become a huge online food service provider and it is possible because of different policies of pricing are undertaken by the company. The company has adopted a value-added policy of pricing as it offers different unique items for an affordable price to its customers. 

[bookmark: _Toc101442101]2.1.2 	Promotions
According to Wu (2018), in the marketing mix, Promotion refers to communication that promotes the activity, product, and brand among the specific customers.  Ray and Dee’s kitchen has started on social media platforms. It has a Facebook page that displays regular interactions and updates to maintain the image of brand value and visibility. The company has received so many followers on Facebook and Instagram as well. 

[bookmark: _Toc101442102]2.1.3 	Place 
As Umar (2018) described, in the marketing mix, Place always refers to where the business’s product or service will be sold. Ray and Dee’s kitchen is currently operating within London allowing the customers to order within London through the contact number or online portals. The company started to spread its network outside London as well.

[bookmark: _Toc101442103]2.1.4 	Product
The product’s role in the marketing mix is one of the important components that the whole process of connecting with consumers (Iglesias, 2020). Ray and Dee’s Kitchen ensure the unique, healthy, and tasty experience of eating. They sell different flavoured dishes with a significant taste and the company also caters to small parties and a few special occasions. 

[bookmark: _Toc101442104]2.2	Ansoff Matrix
As OMOSA (2022) stated, Ansoff Matrix is also known as the market expansion grid; it is considered to be a tool that is used by companies to analyse the strategies for sustainable growth. 

\
[image: Ansoff matrix - Wikipedia]
Figure 1 Ansoff Matrix
Source: OMOSA, 2022

2.2.1 [bookmark: _Toc101442105] Market Penetration
The quadrant of market penetration of the Ansoff matrix helps businesses to understand the strategies to sell more of their products (Setiawan. 2021). Ray and Dee’s Kitchen tries to apply several different strategies to promote its existing products and services in the currently existing market. Various authentic flavoured dishes are offered in Ray and Dee’s kitchen which is exotic with an expansive taste.

2.2.2 [bookmark: _Toc101442106] Market Development
As Gardiner (2018) described, In the strategy of market development, the business enters a new market with its current existing product. The company has consistently worked to create its brand image in the market through social media platforms and working to take huge traffic of customers. However, this helps the company to promote its existing products. Furthermore, the company also launches its customized products based on the nature of the market.

2.2.3 [bookmark: _Toc101442107]Product Development
 In a strategy of product development, a new product is developed by a company or business to cater to or encounter the existing market (Kohtamäki, 2020). Ryan and Dee’s kitchen always work to bring innovation in its new and current existing products within the limitation of their customers’ needs. 

[bookmark: _Toc101442108]2.2.4 	Diversification
According to Weidenfeld (2018) perspective, Diversification is considered to be a combination of strategies. However, different industries companies are developing new products and targeting new customers as well. Creating new customized products such as Sweet chilli wings, varieties in platters, and burgers.

[bookmark: _Toc101442109]2.3	Communication Mix
As Husna (2022) described briefly, the marketing communication tool is only used when companies want to achieve their marketing goals. Following are the factors discussed briefly. 	

[bookmark: _Toc101442110]2.3.1 	Advertising
 Usually, advertising is used by big organizations and small business enterprises to engage their customers of new customers with their existing or new products (Saura, 2021). Ray and Dee’s consistently is active on social media platforms to advertise or promotion of their products or about the company on daily basis. Usually, Ray and Dee post the new meals pictures and videos on Facebook and Instagram. 

[bookmark: _Toc101442111]2.3.2 	Personal selling
According to Pawlik (2021) research, personal selling is considered to be the second-best and the very most common way to communicate the product’s benefits to new customers. In a covid lockdown, the company has had an enormous experience of personal selling over the phone and has engaged the customer about its services and products very well. 

[bookmark: _Toc101442112]2.3.3 	Sales Promotion
As a matter of fact, sales promotion includes providing information and benefits for the purchases of products and services (Joshi, 2021). It can also involve the dealer and distributor to give the incentive just to get them moving the in the market. Ray and Dee’s kitchen always provide exclusive offers to their customers at a very affordable price and with the best quality. 

[bookmark: _Toc101442113]2.3.4 	Public Relation
As Bagley (2022) discussed briefly, it is the art of spreading information about the product or services in the public domain where some hype is created and people talk about the product with each other. Ray and Dee have a specific target market on social media platforms so whenever a new product or an exclusive offer is offered by the company people in the comment section start commenting about the meals. 

[bookmark: _Toc101442114]2.3.5 	Digital Marketing
As of the end quarter of 2016, television advertising has been overtaken by digital marketing and it has a major spend among all media (Malik, 2022). As a matter of fact, Ray and Dee’s kitchen was started on social media, and the company is always up to date in its digital marketing platforms from their competitors

[bookmark: _Toc101442115]2.3.6 	Packaging
The product’s packaging is considered to be the last point of sales for the company. Ray and Dee’s kitchen is always concerned with the packaging of their meals because every meal is carefully packed and then dispatched. The company has a different packaging style for every different meal. 	

[bookmark: _Toc101442116]2.5	Porter’s 5 Forces Model
The model of Michael Porter analyses and identifies the few competitive forces that almost shape every industry and supports understanding the industry’s weaknesses (Constantin, 2022). 

[image: Porter's five forces analysis - Wikipedia]
Figure 2 Porter’s 5 model
Source: Obura, 2022

[bookmark: _Toc101442117]2.5.1 	Competition among the Competitors
This factor determines how tough and intense competition is in the marketplace (CGMA, 2022). However, it considers several different numbers of existing rival companies and what each of them can do. As a matter of fact, competition in the food industry is relatively high. By that means, Ray and Dee’s kitchen have prioritized gaining a tough competitive advantage by using one of the company’s ways that can be the change prices. 

[bookmark: _Toc101442118]2.5.2 	Bargaining Power of Buyers
This factor examines consumer power and its impact on quality and pricing. Consumers are considered to have more power when they are less in numbers (Chaturvedi, 2022). Although there are plentiful sellers and having said that it is very easy for the consumers to switch, After the pandemic, the customers have gotten more powerful tendency to bargain increases, especially the price-sensitive customers. Ray and Dee’s meals’ demand relies on customer demand. 

[bookmark: _Toc101442119]2.5.3 	Bargaining Power of Suppliers
This factor examines how much power a business supplier possesses and how much control the supplier has over raising its price (Chaturvedi, 2022). Usually, the companies like Ray and Dee’s kitchen, get food from their external sources. The company has selectively chosen the suppliers because if the one suppliers demand a high price then the availability of another supplier is needed. The company supplies organic produce and also free meat of antibiotics and charges a price for the supplies of the product.
 
[bookmark: _Toc101442120]2.5.4 	Threats Towards New Entrants
The threat of entry of a new entrant is considered very high, especially in the food industry (Chaturvedi, 2022). The restaurants like Chipotle and Padella have created a barrier for new entrants by providing and fulfilling the customer’s small needs. 

[bookmark: _Toc101442121]3.	Application of Key Marketing Theories 
As a matter of fact, Covid 19 is still in the process of altering the definition of “Normal” and has changed all around the world. The effect on catering and the entire food industry has particularly been dramatic (Kim, 2022). The restaurant’s outlet started to closed for the services of sit down, Ray and Dee’s kitchen took the initiative from online catering service to identify and fulfil the consumer needs. On the other hand, Ray and Dee’s has received an enormous offer of delivery and services that has increased their operations 2 times as compared to the previous one. Moreover, Ray and Dee’s kitchen delivery services have also seen a major surge in interest. After getting into social media platforms and then they have provided their customers with leverage on Facebook and Instagram. The company has added the various items and meals to a customer’s cart and the best part was check out was only three steps. Because the company knew that by adding more things to it and customers might abandon the cart or might get discouraged. 
Ray and Dee’s Kitchen understood the concept that lockdown will not allow the restaurants to do business physically. Then the company strategically started doing marketing on social media platforms

[bookmark: _Toc101442122]3.1 	Customer Relationship Management
As Nicolescu (2022) shed the light on, customers are considered to be the backbone of any organization and without any business or organization would fail. Customer service of top quality is important for any online food business and this is where (The customer Relationship Management) CRM concept enters the picture. Usually, the CRM keeps stored data of customer details and it is a very basic concept of running a food catering sector or restaurant industry (Ławińska, 2022). In covid 19 has adopted the customer relationship management framework that was perfectly fit for the company. Following are the main points of the CRM policy of the selected organisation:
· Ryan and Dee started coming up with strategic marketing techniques on social media platforms just to gain and build trust. 
· Then in lockdown, the company was bombarded with substantial orders then to fulfil the order the company started doing work efficiently with fewer errors. 
· Then the company also started marketing its existing and newly customised products to get the attention of the audience or to get known in the market. 
· Then the company provided different flavoured meals to customers where the customer retention increases gradually. 
· Then the company started taking orders on Facebook, Instagram, and WhatsApp as well.
· Once the operations increase then the process delivery and selling processes was categorically divided. 
· Then the meals offered were also divided according to the age gap.
· Then the feedback back form is also provided to the customer to see the fewer mistakes. 

Never before so many restaurants have been forced to cease their business operations. Early indications from the UK and other countries’ lockdown seemed to be under control suggesting that the demand of consumers will not rebound immediately. However, online food businesses like Ray and Dee’s Kitchen have planned to adapt and redefine the business model just for the next normal that will be positioned better to bring the sales to the precise level. As Li (2022) described briefly, After the impact of the Covid 19 on the UK restaurant industry, the customer behaviour has rapidly changed to online food ordering that really fulfilled and identified the need for customer experience. Ray and Dee’s also started working into the segments to determine their target market and their behaviours toward their product. Therefore, it shows that during the lockdown more Z generation has become obsessed with online foods. Therefore, the majority target market is the Z generation and millennials the marketing will be executed according to the target market then. 

[bookmark: _Toc101442123]3.2	SWOT Analysis
According to Ławińska (2022) sources, SWOT analysis is a technique for examining the four aspects of a company two of them are internal and two of them are external. The SWOT analysis of the selected company is done in below table:

Table 1: SWOT analysis of Ray and Dee’s kitchen
	STRENGTH
	WEAKNESSES

	Strength is considered to be a positive and internal attribute of a company. These things are in the control of a company (Ławińska, 2022). From the Covid 19 till now consistently engaged with the customers to increase the customer retention. High-quality and customised flavoured meals that are not offered by every competitor. Secondly, the packaging process is not compromising so the process is consisting of different stages. 

	Weaknesses factors always indicate the negative factor that detracts from the company’s strengths (Ławińska, 2022). Currently do not have any dining place. They only have limited and selective items and the pricing of meals is a bit high as compared to competitors. After the Covid, the government has restricted the rules and regulations on outside food that affects the Ray and Dee’s Kitchen.

	OPPORTUNITY
	THREATS

	Opportunities always indicate an external factor in the business working environment that is most likely to contribute to the company’s success (Ławińska, 2022). After the lockdown, consumer behaviour is changed so it can easily be manipulated to grab more audiences through social media platforms. Many people can get a job here as delivery riders
	The factors that are out of the control of a company are known as “Threats”. The business prefers to consider putting in place contingency plans (Ławińska, 2022). The big restaurants also switched to online business creating a barrier for new entries. Customer. Because of unhygienic food service providers, few people have lost their trust in online ordering



[bookmark: _Toc101442124]3.3	Porter’s Five Model
	The model of Michael Porter analyses and identifies the few competitive forces that almost shape every industry and supports understanding the industry’s weaknesses (Constantin, 2022).
[bookmark: _Toc101442125]3.3.1 	Competition among the Competitors
In the Covid 19, several businesses have been started which is known as an online business. People started providing food services at home and from there so many competitors of food and catering businesses developed. Ray and Dee’s Kitchen had huge rival companies and just like the big companies they have followed the marketing strategies on the internet (Yılmaz, 2022). 

[bookmark: _Toc101442126]3.3.2	Bargaining Power of Suppliers 
During the lockdown, the suppliers’ demands also increased to raise the price. However, Ray and Dee’s Kitchen started spreading their network with more suppliers to create contacts, and because of the increased price, the prices of the products also get increased (Yılmaz, 2022). 

[bookmark: _Toc101442127]3.3.3 	Bargaining Power of Customers 
As Yilmaz (2022) discussed briefly, the demand for customers rapidly increased from lockdown. Ray and Dee’s had a huge ratio of customer retention and just to not lose the current sometimes Ray and Dee’s have to sell the meals at a low price because of taking the purchasing power.
[bookmark: _Toc101442128]3.3.4 	Threats of New Entrants 
According to Ławińska (2022) sources, During the lockdown, several catering services started to gain the share including Ray and Dee’s kitchen. But eventually, few big firms have created a barrier to new entries because the food industry is consistently evolving. Ray and Dee’s kitchen has come up with customised meals that not every rival online food company can make. 

[bookmark: _Toc101442129]Task 2
[bookmark: _Toc101442130]4.	Application of Systems to Ensure Good Customer Relationship
It is true to say that the better a business manages its relationships with its customers, the more successful it becomes. Thus, the present day and age of technology are revolutionized with the development of CRM (Customer Relationship Management) systems while addressing the problems in customer dealing on a day-to-day basis and becoming popular for growing businesses. According to Baran and Galka (2016), customer relationship management is not just about using technology, but it is a business strategy to get more knowledge regarding the needs of customers while creating a strong bond with them. In addition to this, it is considered to be a business philosophy rather than a technical way out in terms of dealing with the customers effectively. To put the issue into perspective, the successful CRM (Customer Relationship Management) system relies mainly on the use of technology. Being an online business, Ray and Dee’s kitchen aims to provide the best customer experience while expanding its business through effective and efficient use of the CRM system.
While there are several strategies to manage the customer base, some of the applications in ensuring customer relationships can be discussed as;

[bookmark: _Toc101442131]4.1 Customer Support Automation
Businesses these days are always keen to get swift responses to their queries and this is best possible with the use of an effective system of customer support (Naeem, 2019). In the context of Ray and Dee’s kitchen, the company has opted to provide a better customer experience while getting back to the customers quickly in order to solve their problems. It is important to remain in the competition with a competitive advantage. In addition, the integration of an automated CRM helps to manage customer relations effectively. It is recommended that Ray and Dee’s kitchen must also focus on the application of other customer support tools.

[bookmark: _Toc101442132]4.2 Social Media
As Ryan and Dee started using strategic marketing techniques on social media platforms just to gain and build trust, it is one of the most influential systems in increasing positive customer experiences. The study of Rugova and Prenaj (2016) analysed that the major advantage of using social media appears to be the connectivity among the customers while sharing with them the business ideas and views. Examples of these social media platforms include Twitter, Facebook and Instagram which businesses use effectively to enhance customer experiences while building their trust and loyalty.

[bookmark: _Toc101442133]4.3 Target Potential Customers
Another key application in marinating good customer relationships is to target audience by determining the buying preferences while increasing the sales volume (Okeke, 2019). In the context of Ray and Dee’s kitchen, the company should collect demographic data in terms of analysing their food interests and preferences through an effective CRM. This tool is of great advantage for small and medium businesses to enhance customer relationships by concentrating on their needs and expectations in the provision of the best services. Thus, meeting those customer needs by providing customised solutions eventual support to boost overall business performance.

[bookmark: _Toc101442134]5.	Critical Understanding of Quality Process
Quality management can be referring to overseeing several business activities within an organisation to ensure that the products and services offered are of the best quality. It would be true to say that customer service of top quality is important for any online food business and this is where (The customer Relationship Management) CRM concept enters the picture. Usually, the CRM keeps stored data of customer details and it is a very basic concept of running a food catering sector or restaurant industry. As Ray and Dee’s kitchen always provide exclusive offers to their customers with the best quality, some of the components in understanding its quality management can be listed as;

[bookmark: _Toc101442135]5.1 Quality Planning
The process of identifying the standards which are relevant to Ray and Dee’s business and the planning involved to achieve them.

[bookmark: _Toc101442136]5.2 Quality improvement
It refers to the process improvement to maximise the reliability of the outcomes.

[bookmark: _Toc101442137]5.3 Quality Control
The consistency in the efforts to determine the efficiency and reliability of the processes in accomplishing the desired outcomes.

[bookmark: _Toc101442138]5.4 Quality Assurance
These are the planned and systematic actions that Ray and Dee put in place to assure quality in food services while meeting the customer requirements.
The application QMS (Quality Management System) frameworks involve ensuring consistency in quality. This is based on optimising the efforts in improving the efforts through information-based decision making. Ray and Dee are very much committed to improving quality by attaining high standards with the implementation of systematic approaches. From the perspective of the food industry, the present global scenario including the factor of Covid-19 has posed a prominent impact on the healthcare system. Therefore, the role of food service providers is critical in terms of marinating health hygiene safety while having a robust QMS. In addition to this, the implementation of a QMS can help in supporting the profitability and enriching a quality-oriented culture. According to Luburić (2015) a successful quality management system is capable of balancing customisation and fulfilling the organisation’s objectives. It provides a clear understanding of the values irrespective of the complexity. Thus, organisations need to set enough standardisation to achieve consistent outcomes while putting efforts into continuous improvement. Ray and Dee should work on imposing a QMS which can help to follow the quality guidelines for food processing. In this regard, it needs to document ad standardise the processes to promise the best quality.

[bookmark: _Toc101442139]6.	Analysis of Marketing Theories
Marketing is the process of collecting and analyzing the data that helps businesses to sell products and services (Erevelles, Fukawa, and Swayne, 2016). This use of this information makes new products and enhances the existing ones. This involves the factors of product pricing, promotion and positioning. In addition, this data is based on demographics, sales data and competitor analysis. While there are several major theories of marketing already discussed in this paper, the can be analysis can be done before the effectiveness of those marketing strategies in the context of Ray and Dee’s kitchen business.
Referring to the first marketing theory known as Ansoff Matrix, which is a renowned decision-making framework regarding business growth and expansion. The study Alves and Costa (2020) of determined that the development of this marketing theory is based on creating a competitive advantage that is substantial to run a business while using the techniques through product-market extension networks comprising the elements of market penetration, market development, product development and diversification. In the context of Ray and Dee, the adaption of this marketing can be fruitful as it covers several factors depending upon the business requirements to ensure growth and expansion.
The second marketing theory is Porter’s Five forces, which help to understand the market based on industry evaluation (Bruijl, 2018). This theory is that marketing is a collective mix of the bargaining power, new entrant’s threats, competitive rivalry, substitution threats and supplier power. As there is tough competition within the food and beverage industry, the importance emphasising the marketing trends play a significant role in identifying the opportunities for setting business direction along with strategic positioning. Ray and Dee, by identifying all these factors, can leverage them to succeed by setting its strategic direction and alignment of its strengths and weaknesses.
Another marketing that is worth considering is the Marketing Mix consisting of the key factors in marketing products and services. This is also referred to as the Marketing Mix comprising the factors of product, price, place and promotion. One major advantage of using this marketing strategy is that it is forced by external as well as internal factors to determine the overall business performance (Aghazadeh, 2015). Organisations particularly in the food and beverage industry effectively use these factors as the key to identifying the needs and wants of customers while assessing how they cope with the competition. In the context of Ray and Dee, this marketing strategy is of great importance as it helps in determining the needs of the customers while gaining an edge over competitors.
Thus, the above analysis of the key marketing theories explained the importance of marketing in growing businesses. Research is evident that the application of these marketing strategies can be done smartly by distinguishing the business environment that significantly interacts with promoting gods and services (Sulasih, and Adawiyah, 2021). Through effective marketing, a business can set its strategic positioning in the market while knowing its strengths and weaknesses. Based on these, efficient decision-making is possible leading to successful business growth.

[bookmark: _Toc101442140]7.	Benefits and Challenges of Maintaining Good Customer Relationships
The success of a business is all about building relationships with customers. It can be said that the better a business manages the relationship, the more it will grow. One of the major benefits of good customer relationship management is that a business must be able to retain existing customers while making new customers. An efficient CRM system is capable of managing the entire contacts and saving important information including the customer dynamics and purchase history (Baran and Galka, 2016). Another key benefit of customer relationship management is customer loyalty which has a great significance from a business perspective. As result, a business can promote its services to loyal customers with growth prospects. In the context of Ray and Dee, the business can make the best use of these tactics in attaining good customer relationship management.
On the downside, there are certain challenges that businesses come across while maintaining good customer relationships. According to Guha, Harrigan and Soutar (2018), in the present day and age of information, it’s becoming hard for businesses to maintain good relationships while keeping active on social media by investing a lot of time and effort in keeping the customer relationship going on. Another major challenge appears to be the lack of customer service skills, leading to loose potential customers. Businesses often fail to maintain long-term relationships by engaging customers. Ray and Dee can work effectively to overcome these challenges with the application of customer gauging activities like providing comments and suggestions.

[bookmark: _Toc101442141]8.	Conclusion
To conclude, this report has shed on the several aspects of customer experience to develop an understanding of its significance. Building customer relations and experience is the key to the success of the majority of businesses. This seems to be the most crucial factor in business growth which must be ensured for business to survive. This has been determined in the light of major marketing theories, their significance and their application in deriving business growth and stability with a particular focus on Ray and Dee kitchen. The report has also discussed the applications of the customer relationship management system by critically outlaying the benefits and corresponding challenges in terms of customer retention. Moreover, it is recommended that Ray and Dee must ensure to implement an effective marketing strategy with a robust customer relationship management system in order to grow consistently to survive in the market by gaining a competitive advantage. Undoubtedly, the application of these useful tactics will help Ray and Dee to overcome the business challenges with improved customer retention and rapid growth in the future.
[bookmark: _Toc101442142]
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