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Executive Summary
The impact of COVID-19 in an organisation like Furniture Village has been outlined in this report. The report has discussed various marketing theories that affect an organisation with various environments. Moreover, the reports have shown how Furniture Village is affected by various internal factors like employees, financial state, and external factors like political, economic, environmental issues. Furniture Village has been doing fine but its businesses have been affected by the impact of the COVID-19. The organisation is facing less customer engagement. Moreover, the organisation does not have well-developed websites, so, it needs to develop its online interaction by building up proper websites and social media promotional activities.
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[bookmark: _Toc56355312]Introduction
Customers are the primary focus of an organisation. So taking care of the customers’ experiences and their engagement should be the primary objective of an organisation. The recent outbreak of COVID-19 has come up with huge changes within the business environment. Various external and internal factors have affected the business in such an adverse situation. The impact of all of these forces is evolving around accurate customer treatment. The recent pandemic has changed the mind-set of customers. The new normal has brought new strategies to be adopted by organisations. Online business has become the core business strategy now. So, overall, organisations must concentrate on customer satisfaction highly to ensure a smooth business operation. This report will explain the essentials of ensuring customer experience and engagement from the context of Furniture Village.
















Overview of Furniture Village:
Furniture Village is a popular small and medium organisation that manufactures and sells furniture in the UK. It is a Cambridge based organisation formed in 2015. The organisation has 234 employees and it has earned £40000 in the last year (Furniture Village, 2020). Furniture Village offers innovative and varieties of home solutions for the people of Cambridge. Its business activities have been expanding. But, the recent pandemic situation has changed its existing operation. The organisation has thought to expand its business in London. But, the recent new normal situation has decreased its business. The organisation needs to develop its current strategy to increase its market in such a pandemic situation.
[bookmark: _Toc56355314]Introducing the key marketing theories:
Some key marketing theories influence the organisation’s quality systems and customer relationships. The recent COVID-19 crisis has brought huge changes in organisational operation (Nicola, Alsafi, Sohrabi, Kerwan, Al-Jabir, Iosifidis, Agha, and Agha, 2020). Marketing theory explains how one can maintain the business operation smoothly even in adverse situations. 
Customer experience and customer engagement:
Customer experience which is known as CX is a holistic perception of customers regarding their experience with a particular business (Ullah, Aimin and Ahmed, 2018). According to the survey, almost 91% of employees search for reviews from social media, users of the products, and other online reviews before purchasing a product. Organisations must focus on a marketing strategy that is customer-centric and meets customer expectations. Customer feedback can be a good marketing strategy to ensure good customer experiences. 
Customer engagement is a marketing strategy that focuses on increasing the engagement of customers with the brands by communicating and delivering personalized messages to customers across channels that they prefer the most to move the audiences to the sale cycle (Ullah, Aimin, and Ahmed, 2018). Customer engagement marketing helps companies make existing customers more brand loyal.




Marketing theories or methods that may help analyse various factors that influence customers:
Some popular marketing theories and models are discussed in this section to relate the theoretical aspects with real scenarios.
STP analysis:
STP model comprises of three steps that help organisations analyse their offerings and the way of communication with the target group regarding the value and benefits of the products or services (Desarbo, Blanchard, and Atalay, 2009). The model has identified three sections and they are:
1. Segmenting the market: It defines that the organisation divides the market into different sections based on demographic, geographic, psychographic, and behavioural segments. The demographic segment indicates dividing the group of customers based on age, gender, ethnicity, sexuality, education, etc. Geographic segmentation refers to the grouping of customers based on country, region, city, and neighbour. The psychographic division is done on personality, lifestyle value, and risk aversion. Behavioural segmentation is done on the loyalty of customers and the benefit that they are looking for.
2. Target the best customer groups: After segmenting the market into several groups, organisations target the most suitable group that will be able to contribute the most to the bottom line of the organisation (Choi and Kim, 2015). They also have to analyse the potential growth and size factor before selecting the target market.
3. Positioning the offering: The organisation, then, identify and select the right way to position the product to the most valuable and target market segments. Then, they select the most effective marketing mix.  The organisation identifies the unique selling proposition and draws a map to understand how each segment will perceive the value. The organisation will have to create a value proposition to explain how their offering will meet a certain value of customers.
Ansoff Matrix:
It is also known as the product or market expansion grid. This tool is used to analyse and plan growth strategies for the organisation. It shows four strategies that organisations can use may help their growth.
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Figure 1: Ansoff's Growth Matrix
Source: (Loredana, 2017)
Market penetration: It focuses on increasing the sales of existing products in the existing market by decreasing the price, increasing promotion and distribution, and also acquiring a competitor in the same marketplace.
Product development: This strategy focuses on introducing new products in the existing market by investing in R&D to develop new products, acquiring products from competitors, merging, and forming a partnership with other firms to gain access (Yin, 2016).
Market development: This strategy focuses on introducing existing products in the new market by focusing on a different customer group, entering into a domestic or foreign market. 
Diversification: This strategy focuses on introducing new products in the new market by adopting related or unrelated diversification strategies.
Marketing mix 4P:
The four P are four basic elements that organisations focus on in marketing a good or service are products, price, place, and promotion. The organisation needs to focus on a particular element to grab the customer’s attention (Perreault and McCarthy, 2008).
Product: It refers to the goods and services that the organisation offers to the customers. The organisation must offer products that will fulfil the demand of customers
Price: Price is the value paid for using the products and services by customers. The value should be stated in such a way that will satisfy customers and also create profit for the company. 
Place: The company chooses the right place for the company where people can easily get the products. The organisation needs to make the product available to its customers (Singh, 2012).
Promotion: Organisations take an innovative strategy to promote products and services in the market.
An organisation needs to find out the elements that it needs to focus on so that it can develop a market that will create the ultimate value for the organisation and customers.
SWOT analysis:
SWOT is another marketing theory that is applied to evaluate the internal strength, weaknesses, opportunities, and threats of the organisation (Dyson, 2014).
Internal factors:
Strengths and weaknesses are reflected by internal factors and these are brand values, financial capability, goodwill, strong customer base, human resources, etc.
External factors:
External forces affect every company and individual and can open the new opportunity for the organisation and can even create a threat to the organisation. These external factors are market trends, economic trends, funding, demographic, relationship with suppliers (Kadocsa, and Francsovics, 2011).
PESTLE analysis:
PESTLE analysis is a macro-environmental analysis that analyses the external environmental factors which affect the organisational operations and decision. These factors are political, economic, social, technological, legal, and environmental (Rastogi, and Trivedi, 2016).
Political: Political instability, the decision taken by the company, tax, and duty, fiscal policies, trade tariffs can influence the business of the organisation.
Economic: Economic performances like inflation in the economy, recession, purchasing power, supply, and demand model create a huge impact on the organisation’s quality and customer engagement with the organisation (Del Marmol, Feys and Probert, 2015).
Social: cultural trends, population, demographics, and the social environment of the market affect the business.
Technological: The changing technology, innovations, and creativity affect the operation of the organisation.
Legal: There are certain laws and regulations enforced by the government, policies, and safety standard that affect organisational activities.
Environmental: Changing climate, geographical locations have an impact on the operation of the 
Customer Relationship Management:
It demonstrates the managing of all aspects of interaction that a company has with its customers. It is an integrated approach to identify customers, acquire them, and retain by adopting marketing strategies (Buttle, 2015). CRM helps maximize the value of the organisation and drive superior performances by enabling the organisation. CRM is used to plan, schedule pre-sale, and post-sale activities. 
Three types of CRM are strategic, operational, and analytical. Strategic CRM aims at winning and keeping profitable customers. Operational CRM focuses on processes such as selling, marketing, and customer service. Analytical CRM focuses on customer tactical and strategic purposes which can be gained by transforming customer-related data into actionable data (Valos, Bednall, and Callaghan, 2017).
A Corporation always wants to create a positive experience for customers to retain them. Their goal is to dissuade customers from acting in a way that may lead to an unprofitable relationship. CRM is related to the strategy, organisation, marketing, and IT. It comprises five steps to implement a CRM project in the organisation. These are shown below:
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Figure 2: Implementation of a CRM project
Source: (Triki and Zouaoui, 2011)
1. Developing a CRM strategy: The organisation has to make situational analysis since it is a high-level plan of actions that aligns people, processes, and technology to accomplish a customer-related goal. The situational analysis helps in getting a clear insight into the current strengths and weaknesses of the company before developing a CRM vision. Here, the organisation needs to set priorities and establish goals and objectives.
2. Building CRM project foundations: The organisations need to identify the management needs and project management needs, critical success, and risk factors. Then it will establish a governance structure to ensure that project roles and responsibilities are accurately defines and allocated.
3. Need specification and partner selection: Here, the organisation analyses project engineering. It reviews data and analyses the gap. Then it finds the technology needs specification and research alternative solutions. The organisation calls for proposals and assess partner selection (Winer, 2011).
4. Project implementation: Here, the plan is refined based on technology customization needs. The design is tested, modified, and rolled out.
5.  Evaluation: In the last step of CRM implementation, the performances of the project is evaluated based on project and business outcome.
[bookmark: _Toc56355315]Applying the key theories to Furniture village to analyse various factors that influence the quality system and controls for customers in the time of COVID-19:
The recent pandemic situation has emerged as a changer in the business environment. Furniture Village is facing the impact negatively for which it needs to take immediate steps to handle the situation.
The impact of COVID-19 one the operation of Furniture Village:
Furniture Village is a small and medium organisation. Before lockdown, the organisation was having a smooth business. It was experiencing good customer engagement with the organisation. It has come with an innovative design for a home solution.  The organisation has received £40000 from its business in the last year. The recent pandemic situation has shattered their business. Since it is a small organisation, the management has always focused on in-store sales and production. The organisation has less dependency on the technology and so, it does not have a well-developed websites and home delivery system. the organisation has decided to open its new outlets in London (Ratnasingam, Jegathesan, Othman, and Amir, 2020). But, it may face difficulties as their current operation is not going well. The pandemic situation has decreased its operation, sales, and profit. The social distancing rule has decreased its customer interaction recently. The organisation needs to adopt technological advancement in the organisation to keep its customer engagement and experience intact.
STP analysis of Furniture Village:
Furniture Village is now doing its business in Cambridge. It manufactures its products and displays them in its outlet. The organisation has divided its market into three major segments based on demographic, geographic, psychographic, and behavioural. It offers various innovative designs and also has kept traditional design offerings for customers who want to keep traditions with them. Furniture village has divided its customers based on their income, geographical region, lifestyle, risk aversion nature, and spending attitudes (Tilami, 2013). Then, they have targeted the local market of Cambridge. They offer their home delivery system and they offer varieties designed products in various price ranges for different income grouped people. They try to maintain the traditions of different countries in their furniture design. They have positioned themselves by offering differentiated products. They charge a bit high because of their innovative design and customized products. The organisation imports its raw materials from inside and outside the UK. Their positioning in the market is as an organisation with exclusively designed home solutions and premium products. 
Ansoff matrix in Furniture Village:
Ansoff matrix is used to take strategic decisions in an organisation. The COVID-19 impact in Furniture Village is very much drastic and severe. The organisation has faced no sales in the initial months after lockdown. Such an adverse scenario has shattered the organisation. The organisation wants to get out of such a situation. It has analysed various factors to develop its market. But, the organisation has less appearance in social media and e-commerce. The recent pandemic demands that the organisation develop its online business effectively. The organisation has a lack of investment in technological issues. That is why its online presence is not that active. Furniture village needs to invest funds in developing its online marketing and e-commerce (Buciuni, and Micelli, 2014). The organisation is very much concerned with ensuring the quality of its products. But the recent situation has decreased its operation because of its lack of online presence. The organisation needs to focus on the market development strategy in the Ansoff Matrix. It will focus on e-commerce but with its existing products offering but with a little bit of innovation. The organisation will have to design and develop their websites so that can manage good interaction with customers. The website should have a feedback system to get reviews from customers.

Marketing Mix 4P analysis on Furniture Village:
The marketing mix one of the major tools that an organisation undertakes to successfully promote its products and services in the market. The marketing mix analysis of Furniture Village has been carried out below:
Product: Furniture Village offers an innovative designed home solution for the people of Cambridge. It has a website but not that active. The organisation displayed its own designed furniture in the store and also offers customized furniture according to the demand of the people.
Price: The organisation offers uniquely designed and customized products. So, it charges premium prices for its furniture. The organisation also has products for the low-income group. Based on the design and uniqueness, the price may vary (Jarosiński, and Janiuk, 2020).
Place: Furniture Village is now doing business in Cambridge. It offers its products only to the local people from Cambridge. It has received much appreciation from the local people and has decided to expand its business in the other provinces of the UK. So, it has decided to open its outlets in London.
Promotion: The organisation uses traditional promotional activities such as newspapers, leaflets, and local advertisements. But, it needs to start its online promotional activities to reach many customers.
SWOT analysis of Furniture Village:
SWOT is a competitive analysis that helps in finding out the internal strengths and weaknesses of Furniture Village that it can utilize in overcoming its threats and make the best utilization of opportunities.
Strengths: The unique design offerings and quality of the products are the main strength of Furniture Village. The organisation has enough capital base that it can utilize to develop its technological advancement to ensure its online presence and good quality products and delivery even in the current situation. The organisation has acquired good brand value in recent years and also has a strong customer base.
Weaknesses: The organisation is small and medium and has limitations of capital which is a barrier as well. The organisation has a lack of technology used within the organisation. Moreover, the organisation has employees who do not have much technological know-how.
Opportunities: Furniture Village has a good image in the Cambridge market. It can utilize its image to continue its online operation. The organisation is doing very well. So, it needs to utilize its current market by offering online purchasing opportunities to customers in such a pandemic with proper activities (Jarosiński, and Janiuk, 2020).
Threats: The organisation may face competition with the existing furniture organisations that have already a good presence in e-commerce. The organisation may face a capital crisis in case of implementing a new strategy. So, it must make an effective budget for the probable cost.
Apart from these other internal factors like the behaviour of suppliers, employees, organisational structure, and financial capabilities of the organisation have an impact on the organisation. The organisation has several expert and dedicated employees who need to be trained up an e-commerce system. Again, the organisation has the limitation of capital but still, it can make the best use of the capital with its specialized employee base. Again, Furniture Village faces demand from suppliers. The recent Brexit issue has increased the bargaining power of suppliers for Furniture Village.
PESTLE analysis of Furniture Village:
Various external factors like politics, economic, social, technology, legal, and environment influence the organisation highly. Microeconomic factors like customers and their changing needs affect the business of Furniture Village. Now people have become dependent on online business activities. In such a case, the Furniture Village needs to invest an extra amount in strengthening its online business to engage its customers and make their experiences good. Moreover. Other macro-economic factors also influence Furniture Village and they are described below.
Political factor: The recent political decision taken by the UK government of the British exit from the EU has affected the business of Furniture Village. The organisation used to import raw products and human resources from other EU countries (Andreouli, Kaposi, and Stenner, 2019). So, the changing tax, duty, tariff, and other laws will adversely affect its current operation. The organisation will experience the cost of production.
Economic factors: The recent economic ups and downs due to the COVID-19 has created an adverse situation in the world economy. People are experiencing low purchasing power and a major portion of government spending has been allocated for a large corporation. So, small and medium organisations are facing a high crisis.
Social factors: The changing social trend, people’s dependency on the online business have created the demand for e-commerce for the organisation like Furniture Village.
Technological factors: The changing social trends have opened demand for new technological installations within the organisation to ensure quality management and customer satisfaction. Furniture Village has not been dependent on modern technology. But now, it needs to install an Information system and other online-based technology to facilitate its online activities smoothly. The organisation also needs to ensure a safe and fast delivery system (Wang, and Hou, 2012). 
Legal factors: Business laws and other laws related to manufacturing business affect its operation. Moreover, the organisation has to keep pace with the new normal requirements. It has started its operation maintaining all rules and regulations but everything has not remained the same as it was before lockdown.
Environmental factors: The recent pandemic has expressed now natural calamities can affect easily a sudden and can create a great impact on the organisation. The recent COVID-19 has shattered the economy and made the regular business operation of Furniture Village interrupted (Theng, and Boon, 2018).
[bookmark: _Toc56355316]Identifying the systems that support the organisation quality process and can maintain effective customer relationship:  
A quality management system is a formalized system that documents the procedures and responsibilities for accomplishing quality policies and objectives within the organisation. The quality management system in Furniture Village should address a unique need. It helps the furniture to identify the customer requirements and ensure the effectiveness of the operations continuously (Patel, 2018).
Furniture Village needs to focus on customer demands. During the recent pandemic situation, customers demand active online operation from Furniture Village. To increase the customers’ engagement, Furniture Village must focus on Customer Relationship Management (CRM). So, it must focus on the new strategy and how it can design the process overall.
Furniture Village needs to develop its online operation to ensure quality service and customer experiences, to make its plan successful, it needs to follow comprehensive CRM procedures. The organisation should install Information System like Database Management System, Customer Information System, and Accounting Information System to make online activities easier.
Developing a CRM strategy:
Furniture Village needs to make a situational analysis of the customers, processes, and technology. It can conduct an online survey on the customers by informing them about the organisations’ current decisions about their online business (Shumanov and Ewing, 2017). After, getting a result from the survey on people regarding their opinion on the online operation of the organisation, Furniture Village can take further decisions. The organisation must analyse the internal strength and weaknesses and financial framework to manage the costs and effectiveness of the plan. Again, the organisation will have to set a specific target which will be related to the customer experience and engagement. Because it is customers who matter the most. 
Building CRM project foundations:
In the second step, the organisation needs to define management needs and project needs. Here, the organisation will create a budget to understand the cost and benefit of the project. The organisation will take entry into the online business world actively. It will have to develop its websites through which customers will reach the organisation.  The management needs to join training activities in online business and technological know-how. The project requires specific knowledge and consists of risk as well (Atallah, 2015). Furniture village must identify all these factors before implementing the project.
Since Furniture Village wants to improve its websites, it wants to add a section where customers can design their products and submit them. That I why it will take help professional designers and engineers. The project will need technical specifications and Furniture Village may need to select an alternative option. It takes researches and thorough analysis. To make the plan successful, the organisation may take help from partners. Furniture Village needs to choose a design partner who will help them design the website according to their demands.
Project implementation:
After designing the product, the organisation may need to modify it's based on technological demands. So, after designing the websites, the organisation will have to test it before going on promotional activities. The app must be free of bugs and problems to ensure good customer experiences.
Evaluation:
The performances of the project are evaluated in this section. After launching the online business activities, Furniture Village must take feedback from customers to understand their experiences Moreover, feedback is the best method to engage customers with organisational operations.
The customers’ engagement before lockdown and after lockdown has changed. Furniture Village is the most affected organisation of COVID-19. The organisation must start its online operation (Catalani and Hughes, 2020). It needs to use the Information System and cloud-based accounting software to ensure its transparency. It also needs to implement an effective delivery system. Overall, the organisation must focus on how it can communicate with customers and it can increase customer experience even in a pandemic situation.

[bookmark: _Toc56355317]Conclusion
The impact of COVID-19 has huge on the performances of the organisation. This report has shown how marketing theory can direct Furniture Village, a small and medium Furniture shop in managing well performances even in a pandemic situation. The company has no online presence and so, it must start its online businesses. To start its online business, it needs to take care of a few factors like internal, external factors, and its budgets system. The organisation can follow the CRM framework to implement its project effectively. The report has tried to uphold all the factors that directly affect the customers’ interaction with the organisation and the quality management system.
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