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[bookmark: _Toc61384330][bookmark: _Toc61385415]Introduction. 

COVID-19 Pandemic has introduced a new regulation, lifestyle begins to change in extremely unbelievable way. Changes like social distance and closed borders across the EU and other states, long queues outside market, travel restrictions, work and study from home and face masks, daily, people changed their attitudes from buying reserved staff to save money possibly. Organisations have been impacted drastically, in order to perform in understanding customer needs and how they can support them in very difficult times, companies requested a new marketing research performs to progress with effective customer relationship marketing (Longo, 2020). This report will analyse how internal and external factors including COVID-19 affect organisations to produce a good customer relation and achieve their business objectives. O2 Telefonica is the winner of the best UK network coverage with 32 million connection to O2 network, is one of the best mobile network in the UK, inspired from company values that are bold open and trusted (LImited, 2020). 

[bookmark: _Toc61384331][bookmark: _Toc61385416]1.0 Company Background 

 "Telefonica UK Limited ("The Company") is a wholly-owned subsidiary within the Telefonica Group of Companies, trading under the O2 Brand ("O2"). The Company's immediate parent is O2 Holdings Limited, a private limited company that heads the UK Group ("UK Group"). The ultimate parent company is Telefonica S.A., a company incorporated in Spain and primarily listed on the Spanish stock exchange ("Group")." (Telefonica, 2019)
[bookmark: _Toc61384332][bookmark: _Toc61385417]1.1 History 

Telefonica is a product of more than 95 years of expectations and revolution. (Telefonica, 2018). In 95 years of history Telefonica has initiated numerous events on their path. Their chronological arrow is a fully and interesting movement. Telefonica has been set up in Madrid in 1924, the Spanish government has taken in 1945 79.6% of CTNE (Company Telefonica National Espana-Spanish). National Spanish Telefonica Company become in 1960 first Spanish enterprise with 32,000 employees and 100,000 shareholders (Telefonica, 2018). 
In 1967 Telefonica initiated satellite communication. In approximately 20 years Telefonica became the first European Data Transmission Special Network, installs over 10 million phones, begins trading at New York stock exchange and takes part in Hispasat constitution. Acquisition of the O2 asset in the UK, Germany, and Ireland in 2006, also mobile licensed has been offered in Slovakia and takes part in Strengthening of the strategic alliance with China Unicorn (Telefonica, 2018).
[bookmark: _Toc61384333][bookmark: _Toc61385418]1.2 O2 Telefonica (O2 UK) Customers. 

Customer-driven approach ensures that with the customer in mind, all of goods and services are realizable. Company dedication is to place the consumer at the middle of everything, in order to reach high standards of advocacy that would make one of the UK's leading customer service organizations (Telefonica, 2019). 
Customer experience at O2 is one the prioritise focus. In order to deliver best service O2 working on creating a culture focused on customer experience. Product quality and service quality are at the highest point in the organisation. Combining culture focused on customer with product quality and service quality, O2 introduced premium service checker, promoted fair deal, launched clear and concise communication and improved advocacy through Net Promoted Score (Telefonica, 2019). 
Promoted fair deal, always existing sure customers getting same or best than new customers. This is one of the Customer Experience value in O2. Existing costumers are treated like a friend or even like a family a good path in the current situation as a COVID-19 or even another external factor which Brexit. 
Locking out for you, ‘best interest for customers’ (Telefonica, 2019), vulnerable are treated equally and they have access to all information’s, also interaction required support is an aim for O2, costumers should be able to get all beneficiary and improved things even if they are vulnerable (Telefonica, 2019). 

[bookmark: _Toc61384334][bookmark: _Toc61385419]1.3 Technology 

By offering creative proposals and goods, O2 will continue to invest in delivering differentiated user services, expanding the award-winning o2 network, while deploying new IT platforms to drive productivity and effectiveness. The company's ambitions are backed by large investments in: Network: o2 network will continue to grow to have expanded bandwidth, extension of 5G, IoT (Internet of Things) and Smart Metering (SMIP) (Telefonica, 2019).
Key skills for Customers and SMB segment transformation. Enabling reliable, personalized, blended trips through all platforms wherever consumers are in their sales Lifecycle and/or Service-Innovating and performing at speed by making internal communication faster and simpler. Simplification and upgrading of IT technology, replacement of siloed structures with an interconnected and transparent framework Information, technology - by 3 basic operations: Reporting on time and reliably by Market Intelligence Grow, information decision-making -providing consumers with real-time decisions next right steps, data and artificial intelligence (AI)-using developments in AI technologies to offer deeper insights and resources to 02 customers (Telefonica, 2019).

[bookmark: _Toc61384335][bookmark: _Toc61385420]1.4 Corporate Responsibility 

Responsible Business is to do everything for customers, employees and society, this is one of the key strategies of the O2 company, by delivering, obtaining and actioning o2 is going to manage their objectives truly through involving all three parts into one mechanism, to make business accurate, engaged and green friendly. 

[bookmark: _Toc61384336][bookmark: _Toc61385421]O2 Customers 

Enlarged collaboration with the NSPCC and supported families to keep children protected online through award-winning multi-media campaigns: Parents vs. Kids and Net Conscious, which inspire parents to speak about the virtual environment daily with their children. O2 had more than 1.5 million steps made by parents in 2019 to protect the children online (Telefonica, 2019).
Extended assistance from the online community for youth at risk by encouraging Anti Bullying Week, creating data and tools to educate and assist children, students, parents, and caregivers to better combat online and offline bullying. 150,000 where school kits were also provided with tools to assist with guidance and help to combat bullying (Telefonica, 2019).

[bookmark: _Toc61384337][bookmark: _Toc61385422]Employees 

Employees in this company are one of the greatest weapons. O2 encourages them to take time off (paid) to get involved in volunteering and promotional opportunities and help drive employee recognition and dedication to corporate responsibility. O2 staff contributed to earn over £ 400,000 for the NSPCC collaboration in 2019, (Telefonica, 2019). 
Offering flexible workplace conditions so that employees can benefit from a greater relationship between work and life. It aims to make it possible for teams to cooperate on cross-functional projects and work together. By contributing to reduce the carbon emissions of O2, flexible employment also leads to sustainability obligations, (Telefonica, 2019).






[bookmark: _Toc61384338][bookmark: _Toc61385423]Society 

The Blueprint 2 project was introduced in 2016 with one goal: to improve 20 million people's life with technology to live better by 2020. This continues to give people trust in the digital world to enjoy and the opportunity to succeed. The goal of the project is also to help individuals reduce their effect on the world and allow O2 to run and handle business with integrity, (Telefonica, 2019).
The following responsibilities are used as part of the o2 sustainability plan, Blueprint 2: Decreasing the business network's greenhouse emissions by 40 percent compared to data traffic, 100% procurement of green electricity for all areas where the energy bill is regulated. Using 16% less water per person at o2 corporate locations, retention of zero waste to landfill where operationally practical. The company undertakes both internal and external assessments in the company as part of the o2 environmental control framework. Using data from internal and external partners, success towards the energy/waste and water goals is calculated annually. Before being used for reporting purposes, material is manually checked, (Telefonica, 2019).

[bookmark: _Toc61384339][bookmark: _Toc61385424]2.0 Relationship Marketing, CRM and 7Ps. 

The given theories will serve as a basic pillar in the responsibility and rehabilitation of this report. CRM and RM as well as 7Ps are important theories that are based on customers and employees. Different strategies are important in the acquisition and implementation of these tools. The current situation has turned the normal processing speed into a very slow one for customers but very fast for companies. The example is that customers wait for delivery the next day when the current situation does not allow, this makes COVID-19 to influence the speed of delivery but takes into account the speed with which companies have to act in the situation when workers are reduced also working hours. 

[bookmark: _Toc61384340][bookmark: _Toc61385425]2.1 Relationship Marketing 

“Relationship marketing is a strategy designed to foster customer loyalty, interaction and long-term engagement. It is designed to develop strong connections with customers by providing them with information directly suited to their needs and interests and by promoting open communication” (Olenski, 2013). 

The distinction between conventional marketing that approached marketing from a transactional point of view and the right view of marketing as a method of creating relationships between the seller and the customer is illustrated by this concept. Durable partnerships are established on the basis of mutual gain and respect, which ensures that the principle of partnership marketing must be grasped by every marketer who wishes to succeed in this highly competitive market (Jackson, 2007 ).

[bookmark: _Toc61384341][bookmark: _Toc61385426]Market Segmentation 

Market segmentation has over the years acted as a significant weapon in the industry to incorporate the marketing concept. Segmentation of the industry is the practice of separating clients with heterogeneous needs into categories of common needs. The interpretation of segmentation derives from the theory of aggregation. The fundamental idea is that if enterprises are able to define a group of customers whose desires for a specific product are identical, then companies will aim to satisfy these similar criteria for a single product and target certain persons with a single contact strategy, a single delivery strategy and a single pricing strategy (Jackson, 2007 ).
[bookmark: _Toc61384342][bookmark: _Toc61385427]Customers and Marketing 

Conventional marketing views are now being questioned and are ’s high way to a new marketing era, stressing the cycle of establishing and sustaining a successful degree of partnership between companies and consumers. The process marketing aspect is gaining popularity in both transactional and relational characteristics, which aims to build, sustain and develop relationships with customers in order to mutually reinforce each other. Fulfil the true interests of both sides. The client is significant, these latest opinions suggest, we want to keep our clients, not neglect them and make them defect. In this new age of marketing, relationship marketing (RM) is the secret to growth.
[bookmark: _Toc61384343][bookmark: _Toc61385428]Benefits of Relationship Marketing 

Profitability: The deeper the relationship between the organization and its client, the more profitable it is. It has been proven from marketing experience that it is more lucrative to maintain current clients than to add new ones. Relationship marketing offers an incentive for a business to engage in cross-selling, which raises the total amount of revenue and future profit. Goodwill, which contributes to the promotion of word of mouth, tends to minimize the cost of acquisition of consumers and thus has a beneficial effect on profit.
Brand loyalty: Brand loyalty is a reward that a successful marketing campaign for partnerships provides. Marketing of partnerships allows the consumer to establish a long-term partnership with a brand and its service. When this relationship leads to continuous special privileges for the product of a business, the outcome is a
A faithful client of the brand.
Product Distinctions and Competitive Advantage: The notion of product difference and competitive advantage is closely linked to brand loyalty. Brand differentiation, which contributes to strategic advantage, is a must in this era of global competition. Marketing of partnerships will offer an efficient way to achieve both an effective distinction of the commodity and a comparative edge.

[bookmark: _Toc61384344][bookmark: _Toc61385429]2.2 7 Ps

Simply known as the “marketing mix”, this amalgamation of factors that make up value to the buyer are as follows: advertising, packaging, pricing, place of origin, etc. Eugene McCarthy grouped the product, price, promotion, and place into a classification known as the 4 Ps – Product, Promotion, Price, and Place (Francis Buttle and Stan Maklan , 2015).
The technology is widely available to goods manufacturers. According to marketing experts, the 4P taxonomy of product-service classifications has proven to be inadequate because it leaves out many of the special qualities of services and fails to take effect of the special engagement involved in using services. Services like these are not always tangible (they can't be seen or touched), they can't be produced at the same time or place they are consumed, they are variable (some are higher quality while some are not) and they are made in a short amount of time (Francis Buttle and Stan Maklan , 2015).
To create value propositions for these special characteristics, companies have been developing new tools that were created to integrate them with marketing. This is another collection of key P's, making seven P's in total. Besides individuals, physical evidence and processes can be linked to the case as shown in Figure 1.0. The 7 Ps of marketing are a useful framework for all marketing departments (Francis Buttle and Stan Maklan , 2015).











[bookmark: _Toc61384345][bookmark: _Toc61385430]Figure 1.0 Matrix Mix  (Francis Buttle and Stan Maklan , 2015)





The product- needs to fit the task for the consumers who want it, it needs to work, and the consumers should be pleased with what they get (Marshal, n.d.). 
Place- where the client finds it easy to shop (Marshal, n.d.).
Price – price value – good value – good value for money – pretty good value for money – fairly good value for money. Whether or not people can directly compare other brands or close substitutes may not necessarily mean that the cheapest brand is the best. One principle of marketing is that people are normally happy to pay a little bit extra for a quality product (Marshal, n.d.).
Promoting, an organisation is an integral part of social media and consists of advertising, PR or sales promotion and, in more recent times, of social media. These tools should be used to find out about the audiences that require more information and are able to relate to it. Of course, the information could be used in an effective way by other audiences (Marshal, n.d.) .


People- having said that, all businesses are dependent on the people that is run them from front-line sales workers, up to the Managing Director. To have the right people on your team is as crucial as making a successful product, since they are a vital part of delivering your goods and services, as well (Marshal, n.d.).
Process- the service delivery could be the same as this product is not to be used without the customer being present such as there are company qualified workers in hospitals to provide this service (Marshal, n.d.).
Physical evidence- in most cases individuals will be provided with tangible documents which include a quality manual, product datasheet, re-cable checklist, parts inventory, shelf tag, parts replacement instructions and warranty card. Explanations of physical evidence A barbershop would provide their client with a perfectly assembled hairdo, and an insurance firm would give their clients a written document which they would need to review before signing on any form. Even if the content is solely emailed (stuff in PDFs) rather than physically distributed (e.g. paper tracts), it still counts since it is being obtained as a tangible product (Marshal, n.d.).

[bookmark: _Toc61384346][bookmark: _Toc61385431]2.3 CRM

It is a customer information system that lets (and requires) the company effectively handle a customer's account, reduce customer service costs, and improve customer interactions and experiences. in today's life world, building deeper and closer relationship with customers, they are vital to any business success. according to the U.S. Chamber of Commerce, economic fundamentals are higher, the market is more intense, and tighter regulations are trying to slow them down. There are also, according to the U.S. Chamber of Commerce, digital disruptors like Uber. Customers are having a greater share of control in the market system, and customers are getting to into the pricing of goods too (Fatouretchi, 2019).

[bookmark: _Toc61384347][bookmark: _Toc61385432]The three main pillars of CRM 
Architects have a primary function of developing the solution that meets the requirements of all users and provides a strong foundation for potential applications and extensions. With regards to the requirements of one's mind, the person is now ready to evaluate the essential quality properties the tangible structure would have to demonstrate in order to define scenarios to describe each one of them. At the end of this work, developers are hoping to create a framework of quality attributes for the product: easy for the consumer, accessible at the shop, good for the NSA, quick enough for the user, and able to evolve.
Operational CRM It is about sales, promotion, and service functionalities. There will be several case studies listed in this book as examples.

Analytical CRM offers users and business leaders with individual KPI's, dashboards, and analytical resources so they can slice and dice the data regarding their business results as they need. This cornerstone will contribute to the overall management of business management.

Collaboration CRM. The implementation of collaboration would provide sales solution across a variety of platforms, from phone to Internet. This also involves providing various types of adapters to connect with the core framework and be operated using the same tools and the same resources as protection and support. It is using the same framework, the same authentication procedures, and it is using the same workflow engine and it completely leverages the core entities and data.

[bookmark: _Toc61384348][bookmark: _Toc61385433]3.0 COVID-19, Brexit, New Technologies Human Resource and O2 Telefonica 

[bookmark: _Toc61384349][bookmark: _Toc61385434]3.1 COVID-19 and O2

“This crisis is going to irreversibly accelerate the digitalisation of society. It has shown us that there is no such thing as an analogue and a digital life, but that they are the same thing. The world has changed already and it will not be the same again. In this new world, Telefónica will play a key role as a catalyst for digitalisation" Jose Maria Alvarez Pallete CEO Telefonica S.A . 
O2 gave a valuable insight about the customer behaviour because of being data-driven. Since reporting an Ebola outbreak in 2014, the U.K. government has been able to be transparent in communicating its response plan to better resolve the epidemic. What o2 share with users will not allow identification and mapping of individuals and operate in strict privacy. In favour of LGs (little green men), the Information Commission has also made a statement Mobile technology has been an important factor of this blog that has been to discover. Within O2's Motion division, O2 have a team working on the UK's pandemic war, and they've been working with the Imperial College team to look into these data to improve it even further (Anon., 2020) .
O2 Motion is a service that uses anonymised and aggregated data of the mobile network to display movement patterns all over the world. When mobile devices connect to various networks, designers notice how customers are starting about, and how and where they go to do so (Anon., 2020).
O2 motion is wireless signal. However, authors do not access costumers GPS or call history info (this requires more precise, individual-level location data or Bluetooth connection data). The anonymised and aggregated personal data obtained for activity patterns in the entire UK is used for tracing future trends. This data has previously been collected using household surveys, including the 2011 Census or street interviews, or on public transport (Anon., 2020). 
Although the Covid-19 pandemic has touched many people across Europe, it has particularly had a devastating effect on families, communities, and businesses in the UK. As the UK's number one mobile network for consumers, O2 have naturally given extra support to their customers at such a crucial time, while continuing to invest in and expand our network, maintaining market-leading levels of customer loyalty and satisfaction (Mingas, 2020).
Communication has become almost life-changing with O2 in the way that they have already doubled their network's size. It has also boosted 4G coverage in a great number of regions, bringing it too almost all (Mingas, 2020).
[bookmark: _Toc61384350][bookmark: _Toc61385435]3.2 Brexit and O2

The Covid-19 and BREXIT crisis is not just a family or county tragedy but a very serious, continuing crisis for many families around the world and country like UK. As well as the horrific loss of lives it will also have a very real effect on the UK economy and labour market. Customers will be forced to search for cheaper versions of goods or opt to go without, placing pressure on the UK's already struggling high street retailers. Since it is not substantiated by new studies, and since proposed proposals are not backed up by any solid economic facts, the rule does not appear to be backed up by any evidence at all.
UK telecom providers EE, O2, Vodafone, and Three have all stated that they will not be charging UK customers to use their mobile data in Europe after December 31, 2020. When it had been uncertain if those traveling to the continent after the Brexit transition phase would not be subject to roaming charges, those travelling to the continent used data bundles and cell phones that can use SIM cards to get around roaming charges. EE typically has announced that anyone on Pay Weekly, pay as you go plans, workers who own their phones, will be exempt from any extra fees. As a result of the new cellular roaming deal settled in 2007, all European citizens in the European Economic Area have benefited from the elimination of roaming charges while on holiday abroad in Europe. Because users can enjoy these services as though they are in their own country while being outside of it, many UK people have been able to enjoy e-mail in Europe for the same price as if they were in the UK. Moreover, UK citizens have now been able to make a video call to their home country for the same price as if they were making it in them.
This adapts the internet to the roaming partners in various countries, so that the partners can continue to use their customary degree of access and internet operation even while visiting our neighbours in Europe (Randall, 2020).

[bookmark: _Toc61384351][bookmark: _Toc61385436]3.3 Human Resource 

O2 encourage and empower our colleagues to be more than they can imagine themselves to be. As an organization, O2 support and help all the main staff members to make the most of their lives. Today’s training tools and incentive programs are perfect. And Telefonica have all of kinds of assistance for European patients who are visiting o2 centre. O2 have an evolving ethical and regulatory climate in HR. O2 works to provide more and more facilities to those who are working there, making it a great and exciting place for anyone who works there (Telefonica, 2018). 
O2 UK provides a broad range of work opportunities from which they provide contributions that add values to the society. The organizational culture allows everyone to perform at their best. managing labor relations at the organization and with Trade Unions and members of the Advisory Community. And work with others on major transformations and topics that matter. UK citizen programs and global population programs. Consider pay and performance feedback. Health Roboticists (HR) Employee opinion polls. Inclusiveness, diversity, and equality (Telefonica, 2018).

[bookmark: _Toc61384352][bookmark: _Toc61385437]3.4 New Technology (Enterprise) 

O2 have taken our Corporate customers as the primary goal, in order to understand the business, result this customer needs to achieve; and have taken obligations as partners to be a true partner. O2 From product growth, new product offerings and renewing organization core product offerings, all o2 do is designed around customers' needs, that is, product design and delivery methodologies (Telefonica, 2019).
It makes customers the key priority. Enterprise has a dedicated team of advisors and service managers with unique roles of service delivery. they are dedicated to keep business customers connected, 24 hours a day, 7 days a week, 365 days a year. O2 customers need to simplify and transform their current Information and Communications Technology (ICT) properties, move to cloud servers, and digitize their employee and consumer interactions all within a safe environment. O2 unique connectivity propositions delivered by our Gateway platform enables enterprise customers to link their company and their customers by using their own account numbers through a range of secure WAN, Wi-Fi, and mobile information services (Telefonica, 2019).
The development of mobile technology is expected to play a key role in achieving Net-Zero in the UK by the end of this decade. Driven by 5G, several smart connected systems will be deployed in key sectors like health, defines, energy and utilities and could save up to 269 megatons of CO2 by 2035. If commercial production is accomplished, this will save almost as much CO2 as all of England's emissions in 2018 (280 megatonnes).
Today, O2 has published its latest study – which engaged IC&CO and Cenex - entitled ‘A Greener Connected Future: 5G and the trillions of dollars it will unlock due to the growth of the IoT, smart cities, smart agriculture and smart manufacturing.' The report found that 5G connectivity and the solutions it enables will slash carbon emissions across many sectors. O2's latest research findings estimate that smart technology would allow between 181 and 254 megatons of CO2 to be removed from the industrial sector by 2035. On the technology sector, the UK is working to mass deployment of 5G across the UK by year's end, with 60 sites already live, with aims to hit 70 by the end of this year.

[bookmark: _Toc61384353][bookmark: _Toc61385438]Figure 1.1
                                               













[bookmark: _Toc61384354][bookmark: _Toc61385439]Figure 1.2, O2 Internal and External factors. Planning Good relationship with customers.  
Internal Factors 

                                              -CRM (Customer Relationship Management)
-Relationship Marketing 
-7 Ps Marketing Mix

External Factors 


    
-New Technology
-Human Resource


-COVID-19
-Brexit






Three Pillars: 
Operational.
    Analytical. 
  Collaboration.





Market Segmentation 



7Ps Focus on needs.
B+B=B to C
BtC




Customers support 
Objectives 
Strategies in Crisis. 




Figure 1.2 showed how internal factors and external factors were divided through different theories used in this assignment by this figure individuals could understand how beyond sub- theories organisations like O2 can improve quality systems through such a dangerous time. 


       

[bookmark: _Toc61384355][bookmark: _Toc61385440]  4.0 SERVIQUAL ATTRIBUTES O2 company ‘Telefonica’ 

	Reliability. 
-Providing Service as promised. 








-Performing service right for the first time. 





-Employees who have the knowledge to answer customer question 
	The O2 company- second larger company after EE.
According to O2 2020, services in O2 are full of variety, they are leading network for customer experience means that O2 are engaged in having most satisfied customer in the UK.
-pay monthly sim. 
-Network underground.
-improved coverage checker.  

Like many companies 02 improving their quality through customer experience. 
-Promoted fair deal. 
-delivered right products at the promise time according to customer. 


-Yes
According to 02 2029, they encourage employees to take time off (paid) to take part in volunteering and fundraising activities to help drive employee recognition and interest in corporate responsibility.



	Empathy.
-Giving customer individual attention 




-Convenient business hours. 


	
-introduced and improved welcome experience 
Warm and helpful welcome for all costumer. 
-The Premium service checker allow customers to see what their premium charges are for.

-COVID 19 has completely changed beliefs and attitudes in all aspects. 
O2 stores are closed temporary because of the COVID-19 and lockdown, because of this they introduced things like. 
-O2 chat when are variety of possibilities. 
-Direct contact through phone. 
-Improved mobile app 

	Responsiveness. 

-Keeping customer informed when as to when services will be performed 




-Prompt service to customer 
	

-all pay monthly customer are owners of a specialized customer account with all data about individual. 
O2 using data to prove with information when in area will be performed works. 


Even with COVID-19 prompt does not disappeared. 
-Very quickly customer service through chat phone even emails. 




	Tangibles. 

-Modern equipment 





-Visually appealing facilities 
	

-Introduced 5G network 
-Data and artificial intelligence, using technology advancements in AI to deliver better insight and service to our customer. 


-blue background convince old costumer and new customer of good environment intention of the company. 


	Assurance. 
-Employees who are consistently courteous 





-Making customer feel safe in their transaction 
	
-Employees are encouraged to take part of the variety of volunteer this is for improving communication skills and teamwork, also ability to work with costumer. 


-Once costumers are feeling safe in their transaction, confidence will be in place. 
-most of costumers buy online that means transactions are safe. 
- O2 never call, text, or email costumers and ask for a one-time code, password, or other security information which is set up in O2 account.
If costumer are suspicious about an incoming call from o2, costumer are encouraged to hang up, find the appropriate contact number (202 from your O2 phone) and call back.





[bookmark: _Toc61385441]Conclusion. 

This report looked at how internal as well as external factors affect a company. In today's life, the world has changed so much that people do not know what can happen tomorrow and what strategies can appear to help humanity future or to decline. Alongside with different theories and strategies like 7PS and RM including CRM organisations are obliged to work in assemble with them to spark the current situation and the outgoings to be differentiated. 
Customer Expectations has been updated since lockdown started people are more solitary with companies. O2 has added an extra 1000 hours for customers to shop after second lockdown, it a was a best costumer experience, shops were opened till 10 pm so that costumers were motivated to shop safely in different time slot of the day.  This report went to analyse how a company survive in a crises and what strategies was applied to do so (O2 Telefonica)
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