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[bookmark: _Toc59125050]UNDERSTANDING AND ENGAGING IN THE CUSTOMER EXPERIENCE
            
[bookmark: _Toc59125051] EXECUTIVE SUMMARY
The author of this report is to examine, evaluate and analyse a company or organisation called, Addison Lee.
Addison Lee is a mini-car hire and courier services business organisation. The company Addison Lee, has been in operations for more than forty years.
The report will present the operations of the organisation before, during and after the pandemic. {COVID 19} How the company handles its customers, what are the measures applied to cope with the pandemic and to assure their customers 0f their safety.
Not that alone, the ways and manner in which customer relationship management {CRM} was positive adhered to during this time.
Some management theories and methods applicable for competitive advantage of the company.
Furthermore, the impact of modern technology on the ways businesses are operated this day and age. What are the things in place to mitigate fall in sales and loss of valuable customers.
Environmental considerations and humane ways of modern businesses 0peratipons. Ethical awareness and recommendations for strategic moves to remain in business.
 
[bookmark: _Toc59125052]Introduction

The report evaluates brief overview of the Addison Lee organisation.
It determined key theories of business management and their applications.
Also, the report has analysed various social, political, environmental, technological, economical and legal factors as they affect the operation of Addison Lee during this pandemic. It has also explained how Addison Lee is able to survive the fierce competition from rivals during COVID-19. The rivals like, the black cabs company, the Uber cheaper operator and bolt car hire. There are smaller companies that had fallen prey to this COVID-19.
[bookmark: _Toc59125053]Company overview –Addison Lee.
Addison Lee Limited operates as a taxi hire company, a courier service provider, international chauffer cars and other related services. It is a premium car hire service and employs the use of luxury cars.
It provides services to customers in the United Kingdom and the world at large.
The company registered office is:  The point, 37 North Wharf road, London, England. It is a private limited company. This was incorporated on the 1April 1975.
According to company house record, at the time of this report. Addison Lee has 49,320 taxi operation and 53,201 licensed carriers. The founder is John Griffin. Place of operation then was Battersea, London. Revenue as at 2017 was revealed to be in total of £346million. The company uses bespoke auto allocator. At a good time, Addison Lee employed 900 staff.

[bookmark: _Toc59125054]Customers experience 
The customers experience before the pandemic was a more relaxed and eventful one. Customers were used to booking a car or courier services at the comfort of their homes or offices. The service came to the address indicated and customers were picked or parcel collected for the ride. Not any more, customers need to wear a face covering, sit behind a curtain that divides the driver from customers. There were used to be interpersonal rapport between drivers and their customers. Exchange of pleasantries were commonplace.
It looks as if there are suspicions among the travelling public. That is, no one knows who is carrying the virus, and who is free from the dreadful COVID 19.
Furthermore the need for company competitiveness and comparative advantage will result, in the way and manner a company treats its customers. 

[bookmark: _Toc59125055]The Marketing theory –PESTEL Marketing Analysis.
PESTEL, which is acronym for critical understanding of quality process [relating to customers service] in the workplace.
All these factors in marketing mix (Political, Economic, Social and cultural, Technological, Environment and Legal).
PESTEL looks at the factors that might affect the success or failure of a business. PESTEL analysis helps managers of industries to recognise those factors that will have influence on the future developments of the business.
The ability of managers to identify future macroeconomic conditions of interest and construction of different scenarios allow the managers to better foresee the strategic decisions needed to ensure the proper development and sustainability of the business.
Political this play an essential role in the performance of the company. Addison Lee is subject to health, safety and security requirements by the authority. So is the other operators in the business. To succeed, Addison Lee must makes sure that all Government regulations are adhered to.
COVID19 has brought additional health regulations into being. The use of face covering, hand sanitiser and installation of shield in the cars. During this period, the government has brought multiple lockdown measures that affect business adversely. Thus, Addison Lee has got fewer drivers on the road in the areas of car hire. The courier on the other hand is on the increase for demand.
Economic Are very important when the organisation operates in a very hostile (competitive) environment. The performance and the growth of Addison Lee, are affected by the local and global economic heavily. Before COVID19, about 3000 drivers were on the road during the day shift. Since the introduction of the multiple lockdowns, drivers’ numbers had gone down drastically. Many drivers returned their cars, those drivers on the road are struggling. Due to the travel restrictions globally, international travellers have diminished. This resulted in few airport job.
The car hire business services have had a bad 2020, profit wise. They (car hire) was badly hit and deeply affected.
Generally, the global economic indicators are not rosy and spending power is very weak.
Social-cultural the use of private car hire is influenced by business class mainly. They are for quick get away from the madding crowd to a business appointment. Privacy of the form of transport also makes it desirable for business discussions while on a journey. 
Meanwhile, COVID19 has brought different scenario to the operation of private hire. A lot of office jobs are carried out from homes and people do not need to travel to work or back from work. Adaptability of business people to do business virtually does not help matter. The pandemic situation has reduced the cordial relationship that used to exist between drivers and passengers. Less conversation and few pleasantry is now the business etiquette of the moments.
Technological: Addison Lee has embarked on modernisation of its operations before the COVID19 issue. This technology is the large differentiating factor for the success of Addison Lee. To make the use of advanced technologies like social media and digital marketing, Addison Lee has created loyal customers that still remain to employ the services of the company. It creates a convenient ways of making bookings, payments and account bookings. During COVID 19, cash payments are limited and business customers are prioritised.
Legal factors: the operations of a business in any country is guided by the rules and regulations of such society. There are laws that stipulate dos and do not in a business environment around the world. The world is now a global village.
Red tape and bureaucracy in various nations make it difficult for some business to operate effectively. Legal compliance is another factor that becomes a bigger issues for organizations. For example, the legal requirements of the mayor of London is different from that of Manchester in United Kingdom.
The government of the United Kingdom during COVID-19 enforced stricter rules concerning social distancing and face coverings in public places.
Addison Lee complied with all the government regulations and transport for London (Tfl) rules.
Environmental factors: the focus is made on the vehicles use in our operations. Most of the vehicles are green vehicles and others are of low emission. The company concentrates on environmentally friendly and sustainable development of the business. Vehicles are not allowed to be used for more than four years before replacement. The company is targeting the next three years to change all vehicles to electric vehicles. The corporate social responsibilities (CSR)     policy is well developed by Addison Lee. Addison Lee recognises that customers are more aware of the humane ways of doing business, and the business that follows the rules will definitely attract customers. 
[image: ]
Figure 1-PESTLE Analysis

[bookmark: _Toc59125056]PORTER’S 5 FORCES
The 5 forces model is named after Harvard Business School professor, Michael E. Porter.
Porter’s 5 Forces is a model that identifies and evaluates five different marketing forces, that shape every organisation and helps determine organisational point of weaknesses and strengths. Porter’s 5 forces analysis is commonly used to locate industry’s structure to determine corporate operational strategies. Five forces theory is applicable to every segment of the economy to grasp the level of competition within the industry and gear the industry towards long term profitability.
In nutshell. This theory is to deal with corporate strategy and profitability. These two (strategy and profitability) are WHAT the business all after. But to achieve the set goals is HOW. 
Furthermore, the main focus of Porter’s 5 forces model are: rivalry existing competitors, threat of new entrants, power of suppliers and buyers, substitute availability (services and products).
Porter’s 5 forces model is an influential framework and straightforward tool for the identification of certain forces in contention with a particular business environment by employing the outside-in perspective. (Johnson, Scholes, and Whittington, 2008).
The theory set out five factors as enumerated above, and how they interact to affect both positively and negatively an organisation.
These factors, supplier power, buyer power, competitive rivalry, threat of substitution and threat of new entrant.
Supplier power: This is an appraisal of how supplier can easily   drive up price of raw materials, commodities and services.
Fewer suppliers, make for bargaining power of the buyer weaker. Lack of much room for manoeuvre. In the other hand, many suppliers give the buyer upper hand in negotiation. Examples are Boeing and Airbus aircraft makers that dominate the industry. In the car hire industry, there are many players. Such as black cab, Addison lee, Uber and host of others. 
Buyer Power: This illustrates how easy it is for the customers to drive down the prices of goods and services. Too many suppliers in the market, customers have wide varieties of choices. The ability of customers to put the organisation under pressure, which also negatively impact customer’s awareness to movements in prices. Organisation can curtail the power of buyer in different ways. Such ways are, loyalty card, buy one get one free and product upgrade.
Most importantly, the role of customer relationships management (CRM) is very crucial for any organisation either to   succeed or fail. CRM, will be discussed in full later in this report.
Competitive rivalry: What power does an organisation competitors have, is of concern in any market environment. This could serve as a threat or an opportunity. The numbers and capability of rivals in the market is determining factors, in decision an organisation makes.
Threat of Substitute: availability of close substitutes in the market, is a threat and poses danger to any organisation. 
In the case of the organisation that this report is all about, Addison Lee, there are lots of substitutes, such as train services, the underground services, cheap bicycle hire in the city of London and over ground rail services.
These close substitutes will in no mean, affect the profit margin of any organisation.
Threat of new entrants: how easy it is for a new player to enter into the market, is another area of adequate concerns for all the existing participants.
When the market is too porous and exiting the market is not hard. No organisation is fool proof against these new arrivals. Addison Lee organisation, operates in such a market environment. COVID 19 has opened this market to the dangers of easy exiting and entering in to the scene. 
[image: ]
Figure 2: Porters 5 Forces

[bookmark: _Toc59125057]Criticisms of Porter’s 5 forces 
Some academics and business strategists, have some strong words against this theory. Among them are, Stewart Neill, the likes of ABC, Kevin P.Coyne and Somu Subramaniam. 
Their arguments are three folds. 
One that the buyers, competitors, and suppliers are unrelated and do not interact and collude. 
Two that the source of value is structural advantage (creating barriers to entry).
Third, that the uncertainty is minimal, allowing participants in a market to plan for and respond to competitive behaviour. 

[bookmark: _Toc59125058]SWOT Analysis (SWOT matrix)
SWOT Analysis examines the internal strengths and weaknesses, and the external opportunities and threats in an organisation’s environment.
In the internal examinations, SWOT identifies resources, capabilities, core competencies and competitive advantages.
The external analysis indicates market opportunities and threats by looking at the competitors’ environment, the industry environment and the general environment.
SWOT Analysis encompasses both the PESTEL and Porter’s 5 forces theories of business managements. SWOT Analysis explains the framework of competitive rivalry, new entrants, suppliers, buyers and service substitution. These are referred to as an industry environment.
The external environment is explained in terms of political, economic, sociocultural, technological, environmental and legal factors.
The main goal of SWOT analysis is to use the knowledge an organisation has about its environments and to strategize accordingly.
During the pandemic period (COVID 19) to be precise, Addison Lee, made use of all these factors to its advantages. Although, the business environment for car hire is very clumsy and competitive. 
Addison Lee improved its fleet and operations technologically. The introduction of, integrated what3 words technology for precision drop-offs.
First to introduce partitioning in cars for prevention of transmission of COVID 19. The use of PPE (personal protective equipment), by general staff.
Introduction of all electric cars to London fleet, to protect the environment. 
Also, the humane ways of doing business is not left behind. The staff are helped in some ways to pay the congestion charges in central London. There are hand sanitisers, fumigating materials and face covering stuff. All to protect and instil confidence in both the drivers and the customers.
Before COVID 19, the most determining factors for customers were convenience, price and quality of service. During pandemic however, the priority changed overnight. The most important factor for both the suppliers and customers is safety from COVID 19. 
[image: ]
Figure 3: SWOT Analysis 
Addison Lee knows the importance of customer relationship management (CRM) and understand that, customers will always follow (patronise) the business that care in total. Not only in sales and profit margin pursuit.
Addison Lee takes into account some steps of customer experience management, before the COVID 19 pandemic, during and what is to look like after the pandemic.
This organisation has put in place the following steps to serve their customers better.
To understand the needs, wants and preferences of the target audience.
Establishment of economic frameworks to understand and prioritize impact of marketing sales and services.
Tracking of customer behaviour, distil patterns, and adapt to accommodate shifts.
Development of lead nurturing and customer management plans for target audience.
Mapping out customer-centric information architecture. Online sales have taken over from all other forms of selling points.
Creation of a customer experience map to optimize touch points.
In all these, the customer has been the focus of the organisation and how to keep track of them. To make customers make repeat purchase of the service and product.
What is marketing? The Chartered Institute of Marketing offers this as the definition for marketing. “Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably”.
Marketing is commonly used and it has become so familiar, that people begins to take it literarily or as one of the business strategies of any organisation.
While the CIM takes one stand, the American Marketing Association (AMA), defines marketing as; ”The process of planning and executing the conception,pricing,promotion and distribution of ideas, goods and services to create exchange and satisfy individual and organisational objectives.”
Another group of scholars like, Kotler, Armstrong, Saunders and Wong (2001,5) stated that marketing is; “A social and managerial process by which individuals and groups obtain what they need and want though creating and exchanging products and value with each other.”
Other definitions can be left for another day discursions. Different authors and academics have given varieties of thoughts, analysis and descriptions. 
In general, marketing has a rallying point as follows; it is a management process, it is about the exchange of goods and services; marketing anticipates and meets consumers’ needs; it creates profits.
The next line of action is the 7ps of marketing mix. This mix includes, Product, Price, Place, Promotion, People, Process and Physical evidence.
Every bit of the marketing mix needs to be taken into consideration when planning marketing strategies. 
Product: every business mapped out the would-be buyers of their goods and services, before embarking on the production. It does make business sense to prepare a good ground for disposing off their product or service.
Price: a good pricing policy must be adopted and adhered to. Every consideration must be taking care of when a product or service is to be introduced into the market.(competitive pricing).
Place: availability of a product or service in a very accessible and conspicuous place. How convenient is your location for your potential customers.
Promotion: the branding of a business product or service, advertising, public relation, social media outreach, sales management, buy one get one free and percentages reduction in price.
People: the interactions between the corporation staff and the customers must be very memorable to make lasting impression. Repeat sales can only happen, when there are good rapport between the customers and sales force.
Process: the relationship between a business and their customers should be one that goes beyond buying a product or service. It should be an experience that worth a while.
Physical evidence: it is often said that, seen is believing. Some products are complex and technical. These products and services need to be talked through with customers to allay their fears and worries.
During this COVID 19 pandemic, these two types of marketing exist. The transactional marketing and relational marketing. 
Transactional involves middlemen, it is not emotional and it is purely product oriented. On the ‘other hand, relational marketing is one on one, customers or people make decision about the seller not only the product. This is people oriented.
However, we can say that every transaction has a relational in it because, relationship counts.
In the sixties, golden age of mass marketing. Now there are individual differences, beauty in diversity, brands differentiation and awareness through social media. Knowing customers in the old days very difficult. Nowadays, the use of social media has made it possible for businesses and organisations to store customers’ data and have emotional relationship with them. In this case abuse is inevitable.
In this pandemic era, most sales and purchases are done online. Covid19 has made things more and more businesses go virtual. The business that manage well and handle the customers appropriately will remain in business for long. 
People buy from the brands they trust, Addison Lee is one of the leading car hire companies in Great Britain. Addison Lee, has incorporated the health and safety precautions regarding covid 19. Customers are confident and assure about the preventative measures in place. Addison Lee saw the trends and able to predict customers behaviour in the impending pandemic earlier in the year (2020).
The Loyalty Effect
This is the model that can be used to predict customer behaviour based on factors that positively or negatively affect sales of goods or services.
Customer loyalty according to one of the definitions in researchgate.net publication states as: “A deeply held commitment to rebuy or repatronize a preferred product/ service consistently in the future, thereby causing repetitive same-brand or same brand-set purchasing despite situational influences and marketing efforts having the potential to cause switching behaviour” (p.7 Dec 2020). 
“The purpose of business is to create and keep a customer” Peter Drucker.
According to PR Smith, there is only one reason that you are in business to help customers. The moment a business stops helping customers better than its competitor is, that moment the business starts sliding down the subtle, slippery slope to lost sales and spiralling down towards extinction.
How do we provide customers with value that meet their expectation, retain their loyalty ensuring the business is profitable?
Business has to adapt to local environment demands and aspirations. Make store come to the people in (virtual trading). The introduction or application of modern technology, marketing strategy and planning.
Through complex marketing analysis of understanding one business, the buyers, the players in the market (competitors), business strength and weaknesses.
Plan with costs and benefits to the business and to the customers. Success of the business has to be measured in concrete terms and action needed to garner success.

[bookmark: _Toc59125059]Customer Relationship Management (CRM) in Organisation.
CRM Customer Relationship Management is the process of managing all aspects of interaction a company has with its, customers, including prospecting, sales, and services.
CRM is a phrase that describes how an organisation coordinate with its customer.
Customer relationship management, involves using technology to gather the intelligence a business needs to provide improved support and services to ones customers.
IMPORTANCE OF CRM.
CRM helps a business to recognise the value of its customers and to capitalise on improved customer relations.
Customer Relationship Management (CRM), Advantages.
A proper run CRM, brings about better knowledge of customers.
Market segmentation is better with good and adequate customer relationship management.
Customer are easily retained with improved CRM. 

Furthermore, better forecasting of customer needs and better preparation for demands (anticipation of needs).  
Communication is easier, better and profitable. Information are speedily processed.
Data are well protected and privacy guaranteed for security of customers and the business.
However, nothing is fool-proof in this world. CRM is fraught with shortcomings. What are the causes of these failure?
[bookmark: _Toc59125060]POOR CRM PROCESS SKILLS
The failures of an organisation to master and manage CRM systems to integrate the culture across the board. Cultural change is always a problem in any environment setting.

[bookmark: _Toc59125061]POOR PROJECT MANAGEMENT SKILLS
If the operators lack good and adequate management skills, it will have a bad effect on the proper implementation of CRM. Hence the result will be dare and frustrating.

[bookmark: _Toc59125062]POOR INTERNAL MARKETING
Staff may have different outlook towards the new working order. Lack of co-operation from the staff due to poor training, communication and motivation.

[bookmark: _Toc59125063]FORGETING CUSTOMER NEEDS
Wrong focus by the organisation in their approach, can derail the objectives of the CRM.
If the target is wrong, the focus is in disarray. Some organisations forgot that, their main attention should be on the customer who keep the business in operation. No customers no business and no profits anywhere. 

[bookmark: _Toc59125064]NEGLECT OF SALES TEAM NEEDS.
Some organisations neglect the needs of the sales force, instead special attachments are made to CRM. On the other hand, organisation concentrates more on CRM as management control. Sales team needs to be provided with the necessary tools to work with for success of the CRM.

[bookmark: _Toc59125065]INTERDEPARTMENTAL SQUABBLES
Lack of unity among different departments of the organisation causes friction in the implementation of CRM. Unhealthy rivalry among departments and superiority complexity in the workplace. This always common between the sales team and marketing department.

INFORMATION TECHNOLOGY USURPATION
The cost and time to install customer relationship management IT, has taken over the roles of sales force and marketing people. Technology is given too much prominence over the real 
People.
In nutshell, customer relationship management requires, strategic partnership with scarce resources of the company to the right course for profit maximisation.
CRM involves, organising customer expectations and taking care of the company target of profit.
Internal processes need to be designed and focus should be on the core competency.
CRM however, requires innovation due to changing customer expectations, better informed customers and global competition.
WHY THE CUSTOMER?
Business practice proved that the customers are the biggest asset of a company.
They are in permanent change, becoming more demanding, more profiled, more informed and usually precisely know their own stuff.
[bookmark: _GoBack]Mowen (1985:6) Customer behaviour is described as-the study of buying units and the exchange processes involved in acquiring, consuming and disposing of goods, services, experiences, and ideas.
This definition focuses on ‘buying units’ in an attempt to include not only the individual but also groups that purchases products or services.
Customers’ behaviour depend on the following factors: cultural needs, social factors, preference groups, membership groups, family, age and way of life, personal factors, social roles and status.
Emotion is key in purchasing behaviour. Also psychology, customer journey, logic and relationship with the brand.

CUSTOMER TOUCHPOINTS
It is the point of contact that is established between a potential or current customer of a particular product or service. The contact does not stop after the purchase of the product. It goes a long way to servicing the product and f7ollow up of the customers satisfaction.
Email for communication and website are touchpoint/area of contacts. Retail shops-Personal sales and contact possible (call, mail, fax, email and a host of others).
Things to ponder: - understand and build solidly on customer relationship repeat sales. Old customers build your organisation through a positive word of recommendation.
Time past when the organisations were product focused ecosystem.
There were limited advertisement outlets. There were limited choice for customers. Standardisation of products, retailers control the market and information that flow to customers. There were very low expectations from customers.
We are in the turn of customer-focused ecosystems by corporations.
Introduction of modern technology, cheaper means of production, easy accessibility of communication. Cheaper products and services, customer empowerment.
Customer demands grow from ordinary to extraordinary and some businesses are one cap fits all. For examples, Amazon, Alibaba and Argos just to mention but a few.
Businesses should try to avoid gimmicks and fantasia, emotional support for customers at this period is paramount.
Corporations should know and understand that, customers will always follow (patronise) the business that cares in total not in sales alone.
Finally, a good business model is a business that looks after its workforce. The workforce also looks after the company, by making customers happy to make a repeat sales. Satisfactory customers make reasonable business ethics.

Conclusion:
 The pandemic COVID19, has done a lot of damages than good in some business areas. Nevertheless, service experience has changed for ever and for good. Managing customer experience both in cognitive impression and affective impression must be at the core of every business ethics. Service quality have improved and standardised.
Covid19, will leave lasting image on how things are done generally. We, as a people must learn to live with it.
In business arena, the main points of attention are provision of goods and services that are of qualitative in nature, meet the customer judgement of overall excellence of service and provided in relation to the quality that was anticipated.
Covid19 will ever be remembered in history for its global devastation, and human attitudinal change. 
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