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With the ongoing Covid-19 pandemic, the companies are focusing on gaining competitive advantage where rapid expansion of businesses are seen frequently by the companies that are operating within the global business environment. Hence, the customer experience and mainly the customer relationship management have been at the heart of the businesses and their functions. This report has also focused on the topic of engaging the customer experience and also understanding the main aspects that are related to customer experience. This is therefore also applicable for the companies such as Iceland Foods Ltd, as the company has been one of the more renowned organizations that has set their services based on the customers and their needs and due to this reason, the company and their business functions are heavily influenced by the external factors that are driven by the Covid-19 pandemic. Moreover, the situation driven by the Covid-19 pandemic can also help the businesses to attain their objectives by ensuring that a good relationship can be built among the company and their customers. Hence, the core elements of the discussions have also centered on the theories and models that are related to engaging the customers and also giving them with the best experience. The discussion also shows the ways the company Iceland Foods Ltd will be capable to tackle the situation driven by the Covid-19 pandemic and also ensuring that the customers of the company Iceland Foods Ltd remain satisfied through the service delivery. Hence, the customer relationship management has been the core aspect that has been discussed within the report. 
[bookmark: _Toc70338614]Iceland Foods Ltd 
With and aim to compete with the grocery industry of UK, the company Iceland Foods Ltd commenced their business operations in the year 1970 with the aim to deliver the customers with the best grocery items available and the ones that are capable to meet the needs of their customers. But the product that has allowed the company to entice their customers is their frozen food that has gained immense popularity among the consumers of UK since the company is capable to provide the customers with all sorts of frozen foods and this also includes different sorts of snacks that are available within the market (Iceland Foods Ltd, 2020). The company has been also involved in supporting the customers with their grocery needs which mainly included providing the customers with the best form of customer service that included; free product delivery for the customers and also ensuring that the customers are also ensured with safety when they are delivered with the products. Moreover, the company has been also ensuring higher quality within their service delivery where the main aim is to meet the needs of the customers during the critical situations such as the global pandemic of Covid-19. 
[bookmark: _Toc70338615]Key marketing theories that strengthens the report
CRM 
This report and the main theories, models and strategies that has been applied within the report to understand the customer expectations and the capability to fulfill the customer expectations, includes; CRM or the customer relationship management which centers on managing the relation of the companies with the customers. The CRM or the customer relationship management centers on the relation among customers where the contribution of each party is made in return for service or value. Hence, then customer relationship management is at the center of the customer expectation or CX that allows the companies to offer the customers with the products and service in return for long term value, that is offered by the companies to their customers. The customer relationship management or the CRM has also allowed the companies to understand the need of the customers and offer them with the products and services through the means of positive experience (Maklans, 2015). Moreover, different forms of CRM exist for the companies and these include; strategic CRM; the focuses on keeping the customers for a longer time period. The operational CRM on the other hand is related to customer service, selling and the marketing of the products. The companies also focus on the practice of analytical CRM where the companies change the customer’s data into insight that is actionable, when the companies focus on tactical strategies. Hence, the CRM model and the overall strategy will also strengthen the discussions of the report as the main idea here is to understand the elements that engage the customers to have the best experience. 
Quality, Customer Service and Marketing
The total quality concept is the influencing factor that is related to process elements and to element that is used for managing the customers of a company. The quality here therefore is related to determining the quality of a product or service from the perspective of the customers and this also includes the companies to research and monitor the customers and their demands. Hence, the marketing and quality are interrelated. On the other hand, the customer service levels are also measured based on the research for the needs of the customers and the competitors and their strategies (Kumar, 2017). Moreover, the performance of the competitors and the needs of the customers must be also recognized to ensure that the needs of the different market segments are understood. Hence, the customer service, quality and marketing is also an effective theory that will also help to strengthen the discussions that are included within the report. 
SERVQUAL 
This is the model that focuses on the reliability scale where the aim is to provide the accurate services to the customers (Placetini, 2014). The scale of responsiveness is related to the capability of the marketers to provide solutions to the problems that are brought upon by the customers. Followed by tangibles, that focuses on the facility, equipment, attitudes, machines and materials and the information systems that affects the customers and the workforce of the organizations. The assurance focuses on the credibility and the trust for the customers and this is also considered by the professional services that includes; having more knowledge or the technical aspects and also having good communication skills. The sympathy within the SERVQUAL includes caring and considering the customers which focuses on giving importance to the customers and their needs. 
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The Covid-19 pandemic for UK, heavily affected the business environment of the nation. The statistics shows that most of the stores of UK and almost 80% of them reported the empty shelves, ones the lockdown was implemented initially. Moreover, the retail giants such as Primark that made £650 million a month faced almost zero sales, when the lockdown was placed (Abdul-Muhmin, 2012). On the other hand, some sources also indicated the lowest retail sale by the business environment of UK was experienced after the lockdown was placed by the government of UK. This has been also observed that the food sales for the companies such as Iceland Foods Ltd went down to 5.9%, which was low from the year 2019, which was 8%. On the other hand, in the year 2020 it was also observed that a fall of 0.3% occurred for the sales of the retail products of UK by the end of April of the year 2020 and  this included; almost more than 800 million (Iceland Foods Ltd, 2020). 
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Influence of Customers 
From the corporate perspectives, the CRM and the practices within the CRM are also centered towards creating the services and products that are capable to add value to the customers. Therefore, the companies are also required to focus on the features that the customers would actually appreciate (Arabzad, 2012). This for example for the company Iceland Foods Ltd includes; promoting the products and services that cater to the needs of the customers that want the companies to deliver them with best products and also prompt service delivery. But the CRM also includes certain unwanted negative aspects that includes the incapability of the companies to deliver the services and products without setting any sort of specific customer demographic and this also jeopardizes the overall CRM strategy of the organizations such as; Iceland Foods Ltd. But with the advent of the technology such as; email, social media, phone calls and search engines that are allowing the company Iceland Foods Ltd to track the preference of the customers and also provide the customers with the best services that caters to their needs (Iceland Foods Ltd, 2020). 
Influence of relationship marketing 
For the company Iceland Foods Ltd, the customer relationship has been also embedded within the core values of the company as the main agenda of the company is to provide best products to the customers, prompt product delivery and also ensuring that the customers are provided with the best price for the customers. Hence the concept of total quality is also related to process elements and the people elements which mainly relates to being transparent about the services when the customers encounter with the service providers (Tsai, 2015). The retail company Iceland Foods ltd is also determined by the research-based measurement that focuses on the needs of the customers and the rivals and their performance and this also includes remaining aware of the different customer segments and their needs. Hence, the customer relationship marketing also centers on customer service and this is also connected to the marketing quotient of the company Iceland Foods Ltd that aims to use marketing as the means of promote the brand and also build long term relationship with their customers (Iceland Foods Ltd, 2020). 

Influence of service quality 
The quality of the services that are provided by the company Iceland Foods Ltd is also one of the influencing factors that ensure the company with the best service delivery for their customers. The gap 1 within the SERVQUAL model focuses on inadequacy when researching the market and also the insufficient focus of the company on the needs of the customers. This is followed by low service quality where the service design of the retail company Iceland Foods Ltd may be poor and hence, the company may remain incapable to provide customer defined services. Service quality of the companies are also defined by the services that are delivered by the workforce of the companies and due to this reason, the quality also has to be maintained within the HRM policies of the organizations (Garcia-Morales, 2015). The 4th gap within the SERVQUAL consists of overpromising and inadequate management for the expectations of the customers which emphasizes on the overpromises and the incapability of the companies to keep the promises. This is followed by the companies not being aware of the expectations of the customers and also the incapability of the companies to deliver the best services to the customers. However, the company Iceland Foods Ltd, have been sincerely focusing on the influence of the service quality and due to this reason, SERVQUAL model has been applied within the each step of the service delivery process of the retail company during the Covid-19 pandemic, where the social distancing rules and the other measures are carefully implemented to ensure that high quality customer service is delivered for their customers (Iceland Foods Ltd, 2020). 
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The company Iceland Foods has been involved within the retail industry for many decades and due to this reason, the company has been increasingly focusing on the implementing different systems to ensure that quality is maintained within their store operations and the methods that are used by the companies to deliver their products during the Covid-19 pandemic and other such global crisis. The main systems used by the company to ensure quality within their business practices have been mentioned here. 
· Setting standard from top down: In the midst of the Covid-19 crisis the company has been also focusing on the inclusion of their managers and the retail store employees that are involved in designing the policies and standards that allows Iceland Food Ltd to provide the customers with the best products (Goi, 2015).  The company Iceland Food Ltd for example; provided detailed training to their senior staff so that they are capable to control the work that is carried on by the employees such as; delivery employees, store clerks and the employees working at the stores during the Covid-19 lockdown. This also helped Iceland Food Ltd to achieve the quality that they have promised to the customers by delivering value through their operations. This is also evident from the reviews posted by their customers where a large number of consumers praised the capability of the company to maintain value through their operations during the lockdown. 
· Empowering the workforce: For the company Iceland Food Ltd, the services are mainly delivered by the employees working at the retail store of the company and due to this reason, the company and their senior managers and mainly the operations managers have focused more on ensuring that these employees are aware of the new measures that are taken by the company during the Covid-19 pandemic and the lockdown (Iceland Foods Ltd, 2020). Such initiatives undertaken by the company has also helped the company to ensure that their employees are provided with the knowledge to ensure that the service quality of the stores remains of higher quality and at the same time, the company and mainly their employees are capable to ensure that the valued and long term relation are maintained with their customer segments (Gummesson, 2014). 
·  Securing the employees: The employees of the companies are the main person that helps the companies to fulfill their objectives to provide the customer service and also to maintain a long-term relation with their customers (Chun, 2013). This is therefore also applicable for the company Iceland Food Ltd and due to this reason; the company followed their consumer management strategies but also ensured that the quality quotient of their products and the delivery of the products remain unhampered. On the other hand, the senior operations managers of the Iceland Food Ltd also ensured that the employees within the retail store and the customer service departments are well aware of the current situation of the Covid-19 pandemic and also ensuring that the company and their operations match up to the customers and their expectations from the company (Iceland Foods Ltd, 2020). 
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The systems that has been adapted and implemented by Iceland Foods Ltd can be also analyzed through the conformance to requirements that emphasizes on the capability of a product to meet the standards and the capability of the products of the company Iceland Foods Ltd to meet the standards of the company and this also includes positioning and analyzing different forms of items under; market mediation, functional items and fashion items. 
Market mediation
This is related to the capability of an organization to deliver the customers with the products that they want to purchase and this would also include; the cost of inventory within the supply chain of a business and the decrease of product sales driven by the low market share. This is however, not seen for the case of the company, Iceland Foods Ltd since the company focused on acquiring the products from their suppliers of UK and hence the supply within their stores for the products remains constant (Foss, 2018). Moreover, the company was also capable to maintain their market share since the company also arranged free delivery services for their customers within UK due to the Covid-19 pandemic (Iceland Foods Ltd, 2020). 
Functional items 
This focuses on the predictability of the products that are required by the customers and less worry is shown for the market mediation. For the company Iceland Foods Ltd, the company was also capable to meet the needs and the requirements of their customers since the company is involved within the retail business and this also included supplying the customers with the frozen foods. So the company was not focusing on the market mediation since Iceland Foods Ltd, and their specialization centers on the production and delivery of frozen foods for their customers and this also allowed the company to ensure that the supply of their frozen foods remained stable, even during the Covid-19 pandemic (McKinnie, 2011). On the other hand, the inventory cost of the company also remained stable since the company has been ensuring that their customers are delivered with the products that they need (Iceland Foods Ltd, 2020). 




Fashion items and high variability items
The company Iceland Foods Ltd has been also offering large number of variable items to their customers and this includes; frozen foods and vegetables and different forms of dairy products and frozen snacks (Paulen, 2018). Hence, the company focused more on a responsive supply chain that was included within their overall operational activity at UK. This is also followed by focusing on the supply chain of the company and mainly the source of the supply chain of the company Iceland Foods Ltd, where the company ensured that the production line are kept resourced with the required raw materials (Iceland Foods Ltd, 2020).
Effectiveness in meeting customer requirements
This can be concurred here that the capability of the company to meet the needs of the customers has also ensured the company Iceland Foods Ltd to remain active in supporting the needs of their customers during the Covid-19 lockdown (Maklans, 2015). Moreover, the company was also capable to ensure that these systems were implemented, within the operational activity of the company (Iceland Foods Ltd, 2020). 
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During the Covid-19 pandemic the company Iceland Foods Ltd also ensured that they were capable to maintain a good relationship with their customers by the means of implementing market mediation where the company solely focuses on service delivery and quality products. The market mediation of the company also ensures that the customers are supported with the products and the supply flow of the product meets the demand of the customers (Maklans, 2015). Hence, the capability of the Iceland Foods Ltd and their suppliers also helped the company to ensure that the quality products are delivered to the customers of the company and this also includes; focusing on service and maintaining quality of the product, which was also included within their operational activity during the Covid-19 crisis. This can be also analyzed under the relationship marketing strategy where the focus of the company Iceland Foods Ltd and their operations managers was to ensure that the customer winning elements are included within the operations of the company during the crisis such as Covid-19 (Iceland Foods Ltd, 2020). 
The company Iceland Foods Ltd also focused on maintaining good relationship with their customers by ensuring that the relationship marketing strategies such a; product, pricing, promotion and place is implemented within the operational activity of the company. The company for example ensured that the shelves of the companies are stocked with the products of Iceland Foods Ltd throughout the lockdown of Covid-19. Moreover, the company also ensured that during the first months of March and April, the products of the company were made available to their online stores. On the other hand, the company also included awareness within their promotional activity during the lockdown of Covid-19. So, this can be concurred here that the company continued to implement the relationship marketing strategy during the time of Covid-19 and the lockdown (Placetini, 2014. On the other hand, the relationship marketing strategy of the Iceland Foods Ltd also included providing the customers with the price based on their different products and the products that are preferred by their customers. This also included capability of each of their retail employees to monitor the customers, while they were shopping at different outlets of Iceland Foods Ltd (Iceland Foods Ltd, 2020). 
The customer keeping elements was also one of the main strategies that was adapted by the company Iceland Foods Ltd and this included, making the inclusion of each of their employees during the time of pandemic and this included the employees of their operational team and the customer service team. Moreover, the customer keeping elements of the companies such as Iceland Foods Ltd also include the inclusion and the implementation of the process which is to research the needs of customers, focus on business and its growth and also using the IT as the means to support the needs of the customers (Abdul-Muhmin, 2012). Hence, the customer management team of Iceland Foods Ltd also centered on ensuring that the processes such as; managing customer relations are made adequately by the company and their customer relationship department, followed by ensuring that the pro-active services are also delivered to the customers that includes; implementing their own delivery team, that would promptly deliver the products to the customers around different cities of London (Iceland Foods Ltd, 2020). The overall relationship marketing strategy adapted by Iceland Foods Ltd has been highly effective that focused more on maintaining good customer relationships in times of crisis such as the Covid-19 and the lockdown that followed and this also ensured the company to provide the customers with the adequate support to fulfil their shopping needs. 
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Business value 
The company Iceland Food Ltd focuses on creating the value of the business and this also includes; educating the employees of the company to focus on the practice of customer-centric business delivery. The main activity here includes; reporting through customer identification and this includes; analyzing the preference of the customers and delivering the customers with the products that they prefer pp.82-97.(Arabzad, 2012). The customer segmentation also must be understood by the employees of the company and mainly their customers of the retail outlets. But this allowed the company and their customers to offer the customers with products based on their preference. Moreover, the customer service for the company Iceland Food Ltd is also set analyzing the past purchases of the customers and offering them with the products based on the past purchases (Iceland Foods Ltd, 2020). 
CRM programs 
The company Iceland Foods Ltd and their CRM programs are also centered at capturing the data of their customers based on their past purchases and then analyze the data of the customers thoroughly to control the cost and also track the purchase preference of the customers. This for example includes the customer service team and their focus on offering products to the customers who prefer to order frozen vegetables (Tsai, 2015). Moreover, the holistic view has been also adapted by the company Iceland Foods Ltd, which focused on creating value when making relation with the customers of the company. 
Personalized marketing 
The company Iceland Foods Ltd also adapted a personalized marketing strategy where the main agenda of the company during the Covid-19 lockdown was to ensure that the sales portals that were convenient to the customers are used for selling the products and, hence creating value. This for example included the use of different channels such as the company website, where the customers were able to purchase the products of the company followed by remaining available at the social media (Garcia-Morales, 2015). However, due to the prolonged lockdown and higher market competition from the competitors that solely focused on creating value through offering lower price and low delivery cost and also ensured quality product, the company Iceland Foods Ltd struggled to remain competitive within the market (Iceland Foods Ltd, 2020). 
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Within the application of the SERVQUAL model, the company Iceland Foods Ltd faced both benefits and challenges to develop and maintain good relationship with their customers. The main benefit for Iceland Foods Ltd under the SERVQUAL model included ensuring that the store and the delivery operations remained stable during the lockdown. But the main challenge that the company faced here was to ensure that the employees were able to work by following the new normal guidance. The reliability measures within the SERVQUAL model also centred on capability of the employees to perform their work dependably and accurately. However, due to the lockdown measures the company and their employees were incapable to offer adequate service to their customers. On the other hand, the Assurance measure within the SERVQUAL scale also focused on capability of the operations managers of the company to respond to the needs of the customers. But the company and their employees were also required to focus on ensuring that the employees trust the decisions taken by their store managers and also carry out their work confidently (Garcia-Morales, 2015). But the main challenge here for Iceland Foods Ltd was to provide the employees with the intrinsic motivation that would allow them to carry out their work or keep the employees inspired as the new normal measures also affected the employees and their morale (Iceland Foods Ltd, 2020). The company Iceland Foods Ltd strategy to maintaining and developing good relationship with their customers also depended on the empathy of their employees to ensure that the employees are capable to manage the relation with the customers. Under the SERVQUAL model the empathy was practiced by their employees to ensure the services continued. But the main problem that emerged here for the company and their operation was, barriers within the services, since the was interrupted, due to the lockdown posed by the company during the Covid-19 and the first few months of the lockdown.  
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This report concurs for the fact that the companies that are operating within the business environment of UK are have adapted to the changes brought upon the by the Covid-19 pandemic and this also include the capability of the companies and the constraints to provide the customers with the best services. On the other hand, this report and the discussions also concurs over the fact that the company Iceland Foods Ltd has also changed the overall internal working process of the company Iceland Foods Ltd, since the company has been heavily focused on the capability of the employees to ensure that they are aware of the changes within the external environment of the industry and also ensuring the customers and their needs are supported by the working process of the organization. The workplace activity of the company has been also included within the report and also aligning the main activities with the provided case. This is also con concurred from the fact the company Iceland Food Ltd and their internal working process has also changed by the current situation driven by Covid-19 and this includes; the strategies adapted by the company to promote safe working practices among the customers and also adapt the online channels as the means to maintain relationship with their customers. Therefore, this can be concurred from the discussions that the overall working process of the company Iceland Food Ltd has drastically changed which also drive the company to ensure that a long term and positive relationship has been maintained with their customers. 
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