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[bookmark: _Toc80697305]Introduction 
Covid-19 is a pandemic that changed how businesses operate. From how the companies handle their customers to what channels they are using to deliver their products has changed because of the pandemic. This report is aimed to discuss the impact of Covid-19 on customer relationship and quality systems and controls related to the same (Eger, et al., 2021). The report has taken the example of one of the most know retail companies in the United Kingdom and that is, Marks and Spencer. Marks and Spencer were first established in 1884 as a Penny Bazaar in Leeds by Michael Marks and Thomas Spencer (Marks and Spencer, 2021). Marks and Spencer is one of the leading retailers in the United Kingdom that deals in food, clothing, and other home items. Marks and Spencer sell all this under its label most of the time. The company has more than 960 stores across the United Kingdom and a total of 1,463 around the world, with more than 78,000 individuals working in the company.  Marks and Spencer had a growth rate of its revenue of -11.9% which resulted in £9.17 billion revenue in 2021, a fall from £10.2 billion with only £403.1 million as profit before tax and other adjustments in 2020. Marks and Spencer had one of the best responses to Covid-19 with the company taking several decisions regarding its employees and customers. Marks and Spencer have transformed itself and started to have a stronger presence online with multiple social media pages used to promote itself (Marks and Spencer, 2021).
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Concept of customer relationship 
Customer relationship refers to the bond that a company has with its customers. The bond is formed through years of programs and efforts from the company's side and these relationships are highly beneficial for every organisation in this world. Customer relationships are highly important because even if your company has one of the best products in the world, they are useless without customers that want to purchase (Dewnarain et al., 2019). To attract these customers, companies have to grow the relationships and make sure that customers stay connected to the company. Some several models and methods are used by companies to maintain these relationships and make sure that the customer stays loyal (Dewnarain et al., 2019). 
After the Covid-19 pandemic, the way that companies maintain their customer relationships has changed drastically. This has happened because the pandemic has changed the way customers expect their companies to act. Before the pandemic, companies could use basic techniques like after-sales services, social media campaigns, and different promotional techniques. People are no longer attracted by these things and concentrate on the company's ethos and its principles. Many companies have shown their human side to attract more customers and make sure that customers stay connected to the company (Akpan et al., 2020). Marks and Spencer have also adopted several strategies after Covid-19 to maintain its customer relationships. The company has shown a change in its principles and introduced many policies that benefit the environment. Marks and Spencer have also shown that it is climate-conscious and is taking steps towards reducing its carbon footprint (Dewnarain et al., 2019).
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Although customer relationships are highly beneficial for a company and several benefits come with it, there are many challenges that companies have to face as well (Foltean et al., 2019). In this part of the report, the benefits that Marks and Spencer have to maintain its customer relationships and the challenges it has to face has been discussed. 
Benefits of maintaining customer relationship
· Improves customer service 
One of the biggest advantages of having a strong customer relationship is that it helps in giving a more personal touch to the company as well as its products. Marks and Spencer do this by communicating with the customers through its feedback systems that make the customers feel important. This makes the customers more loyal to the company and improves the quality of service they provide (Foltean et al., 2019).
· Helps in discovering new customer segments 
Maintaining customer relationships require keeping in contact with the customers and making sure that they are satisfied. This means that the company will have to communicate with the customers and use promotional activities that can attract new customers. Marks and Spencer does this through its social media pages and websites to attract new customers (Juanamasta et al., 2019).
· Increases customer satisfaction 
This is also a great benefit that companies get from working on customer relationships. Marks and Spencer can know what the customers want from all the feedback they receive from them. This allows the company to know what the customers want and deliver them the products that increase their satisfaction (Juanamasta et al., 2019).
· Simplifies promotional activities 
Using customer relationship management allows Marks and Spencer to gain information about its customer base which makes it easier for them to promote the products. Once they understand how to attract customers, it becomes easier (Juanamasta et al., 2019).


Challenges of maintaining customer relationship
· High Costs 
This is one of the biggest challenges that are faced by many companies when they try to maintain customer relationships. Maintenance cannot be done without keeping up with the promises that the company made. Companies have to make sure that the promises they made to the customers are fulfilled on time and that the customer knows it is done. All this requires large sums of money that the company has to spend to keep the customers happy and loyal (Juanamasta et al., 2019).
· Humans are complex 
Understanding humans is not an easy task and it gets more difficult if the company has a big customer base and multiple customer segments. It is the biggest challenge that companies have to face because they have to understand so many types of customers and make sure that all the segments are satisfied with the products and services that the company is providing (Foltean et al., 2019).
· Time-consuming 
Companies have to give a lot of time to the customer relationship department and make sure that the customers are satisfied. This takes continuous work because it is not an easy task to come up with marketing schemes or tactics that do not feel like tactics (Foltean et al., 2019). This takes a lot of time and slows down decision making when it comes to promotional activities.
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The covid-19 pandemic is something that has changed the way businesses operate. The pandemic and the global restrictions have forced businesses to change their entire management model and reshape their entire business. It is obvious that customer relationship management has been affected by the pandemic as well (Rodriguez and Boyer, 2020). The outbreak has changed the way businesses like Marks and Spencer treat their customers and the way they interact with them. Marks and Spencer have shifted most of its business online and is planning to make the business more internet-based than ever. The pandemic has also affected customer relationships and how businesses handle them. Customers do not expect the companies to have great reviews and provide the customers with great after-sales services, customers now expect that the company should be environment friendly and that they are doing their part to make the world a better place. Customers also make sure that the brand they are using is not discriminating against anyone and that it is inclusive for everyone no matter what. Companies have to respond to these demands by coming up with promotional activities that support different minorities and people of all genders and sexual orientations. Companies have to use inclusive advertisement and come up with products that are suitable for everyone. Covid-19 has changed everything for companies and many companies like Marks and Spencer are trying to keep up (Kang et al., 2020). 
Marks and Spencer are doing this by participating in celebrations like Pride month and showing its support to the LGBTQ+ community. Marks and Spencer have also been vocal about their support to minorities and has spoken against the discrimination they have to face. The company has shown its support through its social media websites and its promotional activities. Marks and Spencer are also changing their delivery channels and making sure that they are environment friendly and customers like it. This develops a good customer relationship between companies and they can deliver better products and ensure brand loyalty (Arustamyan et al., 2020). 
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Some many models and theories can be used by Marks and Spencer to analyse the customer experience and get their feedback to improve. The following are the models that can be used by Marks and Spencer: 
SERVQUAL method
SERVQUAL is a service quality measurement method, a tool, which can be used to identify the several gaps between customer expectation and the actual product that is delivered by the company. This is a highly useful method that helps Marks and Spencer determine the expectations that customers have from their product and what they are delivering (Midor and Kučera, 2018). The following are the gaps that need to be analysed to determine the actual gap:
· Gap 1 
The first and most important gap that needs to be analysed is the gap between management perception and consumer expectations. In this gap, Marks and Spencer need to analyse their customer expectations and determine what they want. This can be done through social media campaigns (Meidutė-Kavaliauskienė et al., 2020).
· Gap 2 
The second gap that needs to be analysed is the gap between management perception and service quality specification. The management at Marks and Spencer might know what the customer wants but they might not be able to understand the specific demand that the customer has (Meidutė-Kavaliauskienė et al., 2020).
To fill this gap, Marks and Spencer can set customer-oriented service expectations to ensure a standard product.


· Gap 3
The third gap arises between the service quality that is expected and the service that is delivered. The employees might not be trained enough to deliver the quality that is expected of them (Meidutė-Kavaliauskienė et al., 2020).
Marks and Spencer can ensure proper use of technology and proper training to make sure that employees are up to the expectations. The company can also use reward systems to increase motivation.  
· Gap 4
The fourth gap represents the gap between the message that is delivered by the company through external communications and the service that is being delivered to the customers. 
To fill this gap, Marks and Spencer should perform internal marketing programs and seek input from an employee about the advertisement of the products (Meidutė-Kavaliauskienė et al., 2020).
· Gap 5 
The last gap that companies need to analyse is the gap between perceived and expected service for the consumer. Sometimes the consumer expects the product to be different from what is being delivered. 
This gap is hard to fulfil for Marks and Spencer because they cannot control what the customer thinks but the company can try to fill the gap by accurate advertisement to ensure that the customer has fair expectations (Midor and Kučera, 2018).
7Ps of Marketing 
7Ps of marketing refer to the 7 different dimensions that a company needs to analyse to determine its position in the market and act accordingly. The model can also be used to determine customer satisfaction by analysing the different dimensions and comparing them to customer expectations. The following are the 7Ps of marketing for Marks and Spencer:
· Product 
The product mix of Marks and Spencer is diverse and helps the company in covering people of all ages and gender. Not only does the company offer a wide variety of clothing products to men, women, and children, it also offers food and beverages of all types. The company also has a wide variety of home accessories and other gift items. 
This wide variety of products allows Marks and Spencer to cover a big market segment and ensure profits even if some of the products fail (Gilligan and Lowe. 2018). 
· Price 
Marks and Spencer follows a competitive pricing model where it tries to compete with the market by setting lower prices. The company ranges between medium to higher price products because of the variety of product qualities it offers (Gilligan and Lowe. 2018).
This is highly beneficial for Marks and Spencer because it can cater to a huge customer base and people from all financial backgrounds. 
· Place 
Marks and Spencer has a strong brand presence because of the stores it has around the world and the e-commerce website. Other than the UK, Marks and Spencer have a strong brand presence in India, Turkey, Spain, France, and Ireland (Gilligan and Lowe. 2018).
Although Marks and Spencer have a strong brand presence in many countries, it needs to operate in more countries like China and Brazil because of the development opportunity it has. 
· Promotion 
Promotion is one of the strongest suits that Marks and Spencer have because of their marketing decisions and the fact that they keep all their marketing strategies aligned. The company makes sure that all the messages it communicates to the customers through social media, magazines, TV ads, and other platforms align completely (Gilligan and Lowe. 2018).
This gives Marks and Spencer an advantage because the customers are clear about the company’s product and its goals. This makes customers happy because this also fills one of the gaps in customer satisfaction. 
· People 
Marks and Spencer use different motivation methods to make the employees happy and more productive. The company offers different types of incentives to its employees based on their performance (Gilligan and Lowe. 2018).
This increases customer satisfaction for the company because happy and productive employees can perform better and deliver more quality. 
· Process 
Marks and Spencer has a good delivery process and its stores are very attractive and soothing. The stores promote the company's image and show that Marks and Spencer are environmentally friendly. The company also has strong online stores that deliver to several countries. 
This is a good strategy to attract more customers and Marks and Spencer should work more towards improving it (Gilligan and Lowe. 2018).
· Physical evidence 
Marks and Spencer have normal branding and do not have anything unique to add to the product value. Although the products come in the company’s packaging, it is not unique and hence should be improved (Gilligan and Lowe. 2018).
Marks and Spencer should introduce unique packaging that shows that the product is from Marks and Spencer uniquely. 
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Quality control
Quality control refers to the process that is used by businesses to ensure that their desired product or service quality is maintained and that customers receive what they expect from the company. These expectations define where the company stands in their market and what type of customer base they are dealing with (Aft, 2018). This is done by companies by using different systems that help them set their desired expectations by a company and ensure that only products that pass that level are sold to the customers.
Quality systems 
Quality systems refer to the mechanism that improves the core process of a company's production and helps them achieve a point of maximum customer satisfaction with minimum costing. These systems help companies eliminate wasteful steps in the process and assist them to reach a point where the resources are utilised at their fullest and on the right steps. The quality system applies different theories, tools, and models to make sure that the quality-related goals of the company are met but at low costs (Montgomery and Borror, 2017).
Many factors can affect Marks and Spencer and their quality systems. These factors can be internal and external and can have huge impacts on the company's decision making. The factors that can affect Marks and Spencer have been analysed with the help of different frameworks for analysis. The framework used for internal analysis is SWOT analysis and for external analysis, PESTLE has been used. 
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Strengths 
· Marks and Spencer offers a diverse line of products and caters to a big customer segment. Marks and Spencer offer clothing, food products, home décor and more products to its customers (Jin et al., 2018).  
· Marks and Spencer also have strong e-commerce channels that allow the company to operate in 29 countries around the world. The company gets 52% of its orders from mobile phones and tablets and hence has a strong social media presence.  
· Marks and Spencer had a great response to Covid-19 as well. The company took several initiatives to protect its workers from the pandemic by providing them with support packages and making sure that employees stay healthy (Jin et al., 2018).  
Weaknesses 
· Although Marks and Spencer have a strong social media presence, the company needs to invest more in technologies to integrate the processes across the board (Jin et al., 2018).  
· The company has weak financial planning and is not able to perform well when it comes to its finances.
· Even after a great response from Marks and Spencer, Covid-19 forced the company to cut 7,000 jobs because of the fall in sales (Jin et al., 2018).  
Opportunities 
· Marks and Spencer can enter even new markets and increase its product diversification. It will not be a difficult task for the company because of its strong global network and a strong history of mergers in the past (Arustamyan et al., 2020). 
· Marks and Spencer can invest more in developing markets like India and Brazil because it will be easier to expand in these countries. 


Threats
· Marks and Spencer face threats from other retail markets because they can cut prices for the company and decrease their profit margins. Marks and Spencer have to make sure that they can stay ahead of the competition (Arustamyan et al., 2020).
· Change in customer preferences is also a threat for Marks and Spencer because it deals in industries where customers are influenced by the trends and the company has to keep up with all of them (Arustamyan et al., 2020). 
[bookmark: _Toc80697313]PESTLE Analysis
PESTLE analysis of a company is done to determine all the internal and external factors that affect it. Marks and Spencer are affected by the following external factors: 
Political 
Free trade is one of the most positive aspects that influence Marks and Spencer. Free trade has been established between the UK and many other countries that allow Marks and Spencer to import products from other countries at lower rates. Brexit is also an influence on Marks and Spencer because of the difference in political relations, trade regulations, and tariffs (Bush, 2019). Government regulations related to Covid-19 has also affected the company to a large extend. Marks and Spencer have to make sure that all the safety regulations set by the government are followed in their stores and during the delivery of their products (Farooq, 2019).
Economical 
One of the biggest economic impacts that Marks and Spencer have is the prices that are set by its competition. The company has to make sure that customers are not attracted to lower prices and have to find a balance between high quality and low costs. Covid-19 has forced many businesses to shut down and forced many people out of their jobs. This has resulted in a fall in disposable income for the population. If people have low disposable income, they will prefer not to purchase from Marks and Spencer and instead choose a cheaper alternative (Bush, 2019).
Social 
The trends that are going on in the market can affect Marks and Spencer bog positively and negatively. The company has to make sure that it keeps an eye on the ongoing trends through social media platforms and its websites. Marks and Spencer are also affected by the demand that is created by people regarding instant food. The company is the biggest seller in the UK for ready meals and can expand in the same (Farooq, 2019). 
Technological 	
The change in technology used by Marks and Spencer's competition can highly affect their production process as well as their costs. The company has to make sure that they use the latest technology to attract more customers (Bush, 2019). One of these technologies is self-checkout and after Covid-19, the technology is more in demand than ever. After Covid-19, the majority of people prefer to shop online and hence demand better online services from Marks and Spencer. The company has to make sure that it has a strong online presence and can fulfil the customer’s demand (Farooq, 2019).
Legal 
The legal factor in all the countries keeps changing and Marks and Spencer has to make sure that it can keep up with all the countries it operates in. The company has to conduct training sessions and make sure that they are updated with current laws and legislations every year. Marks and Spencer were heavily criticized when it failed to protect its employees from Asbestos (Bush, 2019). There was an accident while construction in one of the stores of Marks and Spencer and when ceiling tiles containing the cancer-causing material fell. Laws regarding employee masks policies because of Covid-19 also affect the company and its employees in the store. 


Environmental 
Environmental factors have the most effect on the clothing industry and hence affecting Marks and Spencer. The company has to make all its decisions based on the environmental laws of the UK and all the countries it operates in. Marks and Spencer also have to deal with customer demands regarding environmental initiatives. After Covid-19, more and more people are demanding a world where the earth is taken care of and not exploited. The customers expect that companies like Marks and Spencer bring a change in their operations and align their goals with environmental goals (Farooq, 2019).
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Every company has support systems in place to ensure that the quality process of the product goes smoothly. The supports systems help determine the different aspects of the product and customer satisfaction. These systems help Marks and Spencer determine the level of satisfaction the customers have and how it can be improved. The following are the support system that can be used by Marks and Spencer: 
· Market Research 
Market research is an important support for the quality process since it assists the system with knowledge of the market and general trends that are happening in the market. Market research is done by performing several internal and external analyses and collecting data from the analysis. The collected data is used to determine the sales activity in Marks and Spencer which in turn helps in determining the position of the company (Pedron et al., 2018). 
Market research is highly supportive during Covid-19 because Marks and Spencer can determine where the company stands and how it is affected by the different restrictions implemented on the company (Kumar and Reinartz, 2018). The market research helped Marks and Spencer make decisions regarding their employee policies and delivery policies. This helped the company meet the customer requirement because Marks and Spencer increased their online presence and started to sell more online (Pedron et al., 2018).
· Loyalty management 
Loyalty management is a strong support system for the quality process because it helps Marks and Spencer comes up with strategies and use tools to determine how the company will retain customers. These tools help the company target the right audience and determine what drives those customers. Once the company has determined what its target customer wants, it becomes very easy to cater to their requirements. The support system helps Marks and Spencer come up with creative services, member accusation strategies, and client services. All these things help in improving the brand image for Marks and Spencer (Kumar and Reinartz, 2018).  
Loyalty management is not very useful in the times of Covid-19 because the customers were not very demanding and Marks and Spencer did not need to know how to retain new customers. Although the system is highly useful to know what the customer wants, it does not during a pandemic like Covid-19. The system does not help the company because customers did not have specific demands about products, they had certain expectations about the product origin and how it is handled. People mainly demanded reforms in the production and transport of products to help with a green message (Pedron et al., 2018).  
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The report is hereby being concluded after analysing how internal and external factors including Covid-19 affect customer relationships. In the first section of the report, the effect of Covid-19 on overall businesses and Marks and Spencer has been discussed to get an understanding of how Covid-19 has affected the economy. After that, the concept of customer relationships and their importance has been included along with the effect of Covid-19 on customer relationships. In the next section of the report, the benefits and challenges to customer relationships have been discussed and it can be concluded that even though customer relationship management has several challenges, it gives the company many benefits if they practice it. After that, methods and models like SERVQUAL and 7Ps of marketing have been included to analyse customer experience. Internal and external analysis has been done with the help of SWOT and PESTLE framework and they helped the investigator determine the several factors that can affect functioning in Marks and Spencer and ultimately affecting customer relationships. At the end of the report, support systems that help the quality process run have been discussed along with their effectiveness during the Covid-19 pandemic 
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