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[bookmark: _Toc80901172]EXECUTIVE SUMMARY 
The report was based on the topic "Understanding and Engaging in customer experience". In this report, the company background of Boots was provided which is, in summary, a UK based health and beauty product retailer and a pharmaceutical chain that was founded in 1849 and is headquartered in Nottinghamshire, England. In this report, the business environment analysis of Boots was undertaken using SWOT and PESTLE analysis. From the analysis, it is evident that due to the emergence of Covid-19, the sale of its pharmaceutical products has increased however, so are the legal compliance standards. Moreover, it was observed that Boots does not have an effective presence in emerging economies like India and China. in this report, a brief overview was also provided on topics like benefits and challenges of maintaining a good customer relationship with customers. The benefits involved honest feedback from customers, increased customer retention and word of mouth marketing. However, certain challenges were also identified with the CRM out of which, the major was the capital required for maintaining the customer relationship. Moreover, in this report, emphasis was put on marketing, customer relationship and quality management theories through which an organisation can ensure greater customer satisfaction. 
In this report, the Ansoff matrix was discussed which introduced strategies, namely market penetration, product development, market development and diversification, out of which, for Boots, market development was considered suitable. Similarly, five stages of the consumer decision making process were also discussed which involves awareness, research, consideration, conversion and re-purchase. Next, CRM theory has been discussed and emphasis was given on its components and they are individuals management, lead management, marketing, analytics and so on. This report also consists of the SERVQUAL gap model in which five service quality gaps were identified. They are the knowledge gap, the policy gap, the delivery gap, the communication gap and the customer gap. Lastly, in this report, the relevance of TQM in context to Boots was considered and for the implementation of TQM, PDCA cycle was recommended which is an acronym that stands for plan, do, checks and act.  
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[bookmark: _Toc80901173]INTRODUCTION 
The report will be based on the topic "Understanding and engaging in the customer experience". In this report, the learner will focus on UK's multinational organisation, Boots. The report will consist of a comprehensive environmental analysis using SWOT and PESTLE analysis. The report will then provide a brief overview of the benefits and challenges ensured by an organisation while maintaining good customer relations. Later, in this report, the learner will provide a detailed overview of various CRM/marketing theories and models. The models/theories discussed in this report will be the Ansoff matrix, customer decision making process, SEVQUAL gap model, Customer relationship management and total quality management. Boots is the UK’s leading pharmacy-led health and beauty retailer and the reason learner has chosen this specific organisation is that the learner has been employed in that organisation since 2015. Thus, by developing this report, it can be analysed if developing effective relationship with the customers can help the organisation in maintaining profitability or not. Moreover, from this report, it can be established that in such scenario of increased market saturation, maximisation of customer value can provide Boots with a strategic edge. 

[bookmark: _Toc80901174]COMPANY BACKGROUND 
Boots UK Limited is a United Kingdom-based healthcare/ beauty products retailer and famous pharmaceutical chain which have over 2500 stores in multiple nations like Italy, Ireland, Norway, the Netherlands, Thailand and Indonesia. It was founded in 1849 by John Boot and was formerly recognised as Boots the Chemists. Currently, it is headquartered in Beeston, Nottinghamshire which is present in England (Boots, 2021). It is important to note that in 2007, Boots Alliance was bought and later, an alliance was made between Walgreens and Boots. Thus, the parent company of Boots alliance is Walgreens Boots alliance and now Boots have a subsidiary named Boots optician. Boots UK has approximately 58,000 employees out of which 56,000 employees are of United Kingdom while 2000 belongs to Ireland (Boots, 2021). It has been observed that most of the stores of Boots are present in high streets or shopping centres. Moreover, they have a website wherein they retail products which have a customer loyalty program as well named Boots Advantage Card. 

[bookmark: _Toc80901175]BUSINESS ENVIRONMENT ANALYSIS 
Before a company develops a marketing strategy for accomplishing its objectives, they need to analyse the business environment in which they operate so that it can identify and leverage the opportunities and develop relevant strategies to eliminate the threat (Loredana, 2017). For the purpose of business analysis, various models have been developed which allows the marketer to effectively analyse the factors of the business environment and its potential impact on them (Zanjani et al., 2020). For UK's beauty retailer Boots, two models will be used for the effective analysis of the business environment. These models will be SWOT and PESTLE analysis.
[bookmark: _Toc80901176]PESTLE ANALYSIS 

Figure 1: PESTLE analysis and its components. 
Source: Zanjani et al., 2020

POLITICAL FACTORS 
Since Boots is one of the largest retailers of Beauty and Healthcare products, it is also affected by the political situation of the UK. Recently, due to the exit of Britain from the EU has led to a high amount of uncertainty in the UK, in fact, the various government have been changed due to it (Davies et al., 2020). The political instability is affecting the business processes of Boots as well. Due to Brexit, the trade barrier might arise again since companies in the UK will have to spend a high amount of taxes and tariffs on imports and exports (Global Amibition, 2021). Similarly, due to the pandemic of Covid-19, the government of the UK have imposed a lockdown and various other policies have been introduced which can affect Boots indirectly. These policies might include subsidies for treatment, price ceiling and so on. 
ECONOMIC FACTORS
For any business, economic factors are of great importance since they can directly or indirectly impact the profits made by the company. Economic factors like unemployment rates, recession, the purchasing power of the customer and even foreign exchange rates can impact the revenue of Boots as well. For instance, due to Covid-19 various people have to leave their job and unemployment rates increased significantly due to which purchasing power of people was limited thus, they didn't spend much on beauty products, however, the spending on pharmaceutical products increased significantly (Global Ambition, 2021). But Boots will have to develop policies so that they can minimise the impact of increased tariffs due to Brexit. 
SOCIAL FACTORS
Various socio-cultural factors and norms can impact the revenue of Boots. For starters, it is important to note that the population of the UK is ageing which will lead to increased customer spending on pharmaceutical and healthcare products which in turn will lead to increased revenue of Boots (Greenwood and Ingram, 2018). However, in some families' importance of Ayurvedic medicines is more than that of allopathic medicines. Some families actively resist such allopathic medicines which can be a threat for Boots. Additionally, people of the UK have become even more aware and interested in beauty products which is beneficial for Boots (Contact Pigeon, 2021). 
TECHNOLOGICAL FACTORS
Technology is continuously developing which can highly impact the business processes of Boots. Technologies like AI and machine learning can lead to more efficiency in the operations of Boots UK (Boots, 2021). Moreover, with the help of the integration of blockchain in the supply chain, Boots can have a better and enhanced supply chain system as well and thus leading to a better position of Boots in the market (Greenwood and Ingram, 2018). 
LEGAL FACTORS 
For beauty and pharmaceutical retail companies like Boots compliance with all the laws and regulations becomes especially important since it retails chemical drugs to the consumers (Boots, 2021). Thus, it is important that Boots develop and maintain a legally right image of the company so that the consumers can trust them. furthermore, they are required to pay their taxes and tariffs on time so that they do not involve in a legal conflict against the government (Contact Pigeon, 2021). Moreover, it is important that Boots analyse if the drugs sold by them are legal or not. 
Thus, in this way, various macro-environmental factors affect the business operations of Boots. 
[bookmark: _Toc80901177]SWOT ANALYSIS 
STRENGTHS 
Research & development department- Boots UK Is known for the high amount of investment they do in their R&D department (Davies et al., 2020). This allows them to innovate new products as per the customer’s requirement. 
The number of stores- Boots is one of the largest pharmaceutical chains and beauty retails in terms of the numbers of stores they have. Currently, they have 2500 stores in total (Boots, 2021). 
Workforce- Boots UK have over 50,000 employees which allows them to perform their business operations with ease (Boots, 2021). 
WEAKNESSES
Limited presence- As compared to its competitors, it can be said that Boots have a limited presence since they are still not available in emerging economies like India and China (Greenwood and Ingram, 2021). 
Dependence on the UK market- Boots is highly dependent on the sale generated by the UK which leaves it vulnerable to various market threats like inflation and political instability (Davies et al., 2020). 
OPPORTUNITIES
Expansion- One of the biggest opportunities in front of Boots is to expand in emerging economies like India and China so that they can decrease their dependency on the UK market. 
Diversifying the product portfolio- Since they invest so much in the R&D department, they have the opportunity to diversify their product portfolio which will help Boots in increasing the customer base (Davies et al., 2020). 
THREATS
Laws and Legislation- Pharmaceutical companies are often subjected to strict regulatory standards and if Boots fails to meet them, it might get involved in controversies that can tarnish its image (Greenwood and Ingram, 2021). 
Competition- Pharmaceutical industry is getting more saturated thus the increased competition act as a threat for Boots. 
Regulatory costs- For compliance with laws, Boots have to spend higher costs so that any legal conflict will not take place. However, due to this, Boots have to spend a huge amount of their revenue on legal compliance thus affecting the profitability of the company (Greenwood and Ingram, 2021). 

[bookmark: _Toc80901178]BENEFITS AND CHALLENGES OF DEVELOPING AND MAINTAINING GOOD CUSTOMER RELATIONSHIPS 
BENEFITS OF GOOD CUSTOMER RELATIONSHIPS
In recent times it is observed that now the major proportion of the companies are becoming customer-oriented. Unlike previous decades, customers have become more aware of the service they expect and due to the advancement of technology, they have access to more information (Soltani et al., 2018). Thus, they are aware of the substitutes available to them, in such a scenario, it becomes important that a company like Boots starts concentrating on maintaining enhanced customer relationships. For Boots, there will be certain benefits of maintaining good customer relationships. They are- 
- If Boots maintains a good customer relationship with their customer, they have the opportunity to better analyse the needs and requirements of the customer. this can allow them to serve the customers in a more efficient way since they will be able to provide them with the products that fulfil their needs and requirements (Badwan et al., 2017). Thus, this will lead to customer retention and hence affecting the sales of the organisation in a positive way. 
- Better customer relationship management leads to effective two-way communication. This, in turn, leads to customers providing the company with honest feedback (Dewnarain et al., 2019). With this honest feedback, Boots can enhance the products and services they provide to their customers which in turn will lead to increased sales and hence profitability of the organisation.
- Better customer relationship management also allows the company to effectively segment their customers (Kumar and Reinartz, 2018). Boots can use their customer relationship management program to gather customer data thus, in return, they can adopt a better market segmentation strategy.

CHALLENGES OF GOOD CUSTOMER RELATIONSHIPS
However, even though there are several benefits associated with good customer relationship management, there are certain challenges that Boots can face while they are putting efforts into customer relationship management (Talón-Ballestero et al., 2018). For starters, for the purpose of maintaining good customer relationships, Boots will have to invest some amount of money in it. Moreover, maintaining customer relationships requires a company to provide the customer with personalised attention which becomes difficult as the customer base expands (Gil-Gomez et al., 2020). Moreover, it has been observed for maintaining a good relationship with the customers, the Company tries to communicate with the customers however, the customer either gets irritated or gets offended because of something which the employee of the company has said (Zerbino et al., 2018). Thus, Boots will have to ensure that the staff responsible for customer relationship management is trained in an effective manner. 
Moreover, the said training will also require Boots to invest in organising such training programs thus, leading to an impact on revenue. Thus, it can be said that even though there are several benefits associated with the management of good customer relationships, there are several challenges which Boots will have to endure the challenge it poses as well (Anshari et al., 2019). Thus by developing relevant strategies through which Boots can tackle the challenge of management of good customer relationships, they will be able to retain present customers and will even have the opportunity to expand the customer base since satisfied customers will result in word of mouth marketing of Boots (Valmohammadi, 2017). 

[bookmark: _Toc80901179]MODELS AND THEORIES 
From the above discussion, it is observed that customer relationship management is extremely important for effective customer retention. Moreover, customer retention is necessary since it will enable Boots UK to have a competitive edge over other organisations which is crucial considering the saturated market in the pharmaceutical industry (Loredana, 2017). Thus, in relation to Boots, key marketing and customer relationship theories are discussed in this section. 
[bookmark: _Toc80901180]THE ANSOFF MATRIX 
This matrix is one of the most famous marketing theories of all time and assists the organisation in analysing and developing plans for the strategies for the growth of the organisation (Loredana, 2017). This matrix allows the organisation to analyse the growth strategies they can use and the risks that are associated with such a growth strategy. The Ansoff Matrix in relevance to Boots is applied below- 
According to Ansoff Matrix, for the expansion of an organisation, they have four options. These are market penetration, product development, market development and diversification (Zanjani et al., 2020). 
Market penetration- This strategy allows the company to use their existing products in their existing market and thus, for the purpose of increasing customer base, they often decrease their price to attract new customers and put efforts into the promotion of the product (Zanjani et al., 2020). 
Product Development- In this strategy, the organisation will develop new products and will launch such products in the existing market. This strategy is often used by the company when that company believes that they have a thorough understanding of their market (Zanjani et al., 2020). Thus, by leveraging such understanding, the company innovates new products which can fulfil the needs of their customers. 
Market Development- In the market development strategy, the company expands and enters a foreign market by using its existing products. The foreign market can be associated with new geographic regions or customer segments (Loredana, 2017). Generally, this type of expansion strategy involves leveraging the disposable income of customers present in the new market. 
Diversification- out of all the four expansion strategies proposed in this theory, this strategy is considered the riskiest however, this strategy has the ability to generate the maximum profit for the firm. This strategy opens up a new stream of revenue for the organisation (Loredana, 2017). Thus, assists the organisation in increasing their revenues exponentially. 
For Boots- after analyzing all the strategies, it is considered that for Boots, market development strategy will be relevant. From the SWOT analysis, it is evident that they are highly dependent on the UK market for revenue generation, however, if they expand into a new market like India or China they will be able to get a new revenue of stream (Content Pigeon, 2021). For limiting the risk, it is recommended that Boots use their existing products. Overall, it can be said that for Boots, Market development strategy for the expansion is relevant. 	
[bookmark: _Toc80901181]CONSUMER DECISION-MAKING PROCESS
This theory was initially proposed by Philip Kotler in 2008 and the theorist asserted that whenever a consumer buys a product, he foes through five fundamental stages (Stankevich, 2017). These five stages assist the customer in making the decision about the acquisition of the product. It is one of the most well-known marketing theories of all time since it assists the organisation in understanding the process and thoughts of the customers whenever they buy a product (Chiheb et al., 2019). Thus, the author asserted that customer makes the decision about buying a product in five distinct stages. These are 
Need recognition (awareness)- This is the initial stage of the decision making process of the consumer and one of the most crucial one. At this stage, the customer realises the need for the product. In context to Boots, it can be said that need arises because of two stimuli, internal (emotional or physiological) and external (advertisement or the smell) (Chiheb et al., 2019). At this stage, the consumer of Boots will realise that they have a headache or they have trouble falling asleep. Thus, they start looking for the solution and thus, the consumer has proceeded to the new stage. 
Search for information (research)- At this stage, after realising that customers have a need for the product they start looking for the solution associated with such problem. Often, the customer’s heads to google at this stage for researching about the things that can solve his/her problem. Thus, in the context of Boots, the consumer might search for medicines that can reduce the headache or pharmacies available nearby him (Chiheb et al., 2019). At this stage, it will be important that the brand is visible in front of the consumers or the consumer will head towards another brand. Thus, it is recommended for Boots to invest in SEO so that they can be visible in front of consumers (Stankevich, 2017). Moreover, Boots should be aware at this stage, that the customer-generated reviews can help them in increasing brand awareness. 
Evaluation of alternatives (consideration): At this stage, the consumer has undertaken a considerable amount of research and has recognised all the choices available to them. at this stage, in context to Boots, the consumer will be aware of Boots and other similar brands as well (Stankevich, 2017). They make a purchase decision by analysing the options and which option is best to serve their needs. At this stage of the consumers of Boots, Boots will be required to provide the consumers with user-generated content. For instance, they will look at the reviews of the products and will compare if the reviews for Boots’ products are better than the other brand’s products (Chiheb et al., 2019). 
Purchasing decision (conversion): At this stage, the consumer makes the decision that they want to buy the product. However, it is a probability that the brand can lose the customer at this stage as well (Chiheb et al., 2019). Thus, the brands like Boots will require to enhance the purchasing experience of the customer. for instance, in the physical stores of Boots, they might provide their customers with the option of cashless payments (Stankevich, 2017). Moreover, they can provide the option of using various counters so that the queue isn’t long. 
Post-purchase evaluation (re-purchase): often this stage is overlooked by the brand but it is as crucial for the brand as the previous stages. It is important that while reflecting upon their purchase the customers have a good viewpoint about the brand and the said product (Stankevich, 2017). At this stage, it is important that Boots provide the customers with a positive experience so that they will return to the brand in future. 
[bookmark: _Toc80901182]CUSTOMER RELATIONSHIP MANAGEMENT 
As discussed earlier, in modern management, the importance of maintaining effective customer relationships has grown exponentially. Thus, the concept of customer relationship management has evolved into a theoretical framework. According to this theoretical framework, there are certain components of CRM 
Individuals Management- This is a "viable utilisation" of the employees of the brand at the correct place and correct time (Sigala, 2018). That is, the management of the brand considers the skills and abilities of the employees and thus place them accordingly to serve the customers. 
Lead management- This is nothing but the management of leads in terms of the following and the dispersion of the customer leads. This will involve analysing and managing the marketing market campaigns making customisable forms and so on (Valmohammadi, 2017). this involves catching the maximum possible leads by a comprehensive study of the purchase patterns.
Salesforce Automation- This is one of the crucial components of CRM and is used by a number of organisations. This component will involve sales forecast, maintaining the records of the sales etc (Anshari et al., 2019). so that the opportunities related to sales can be identified. Moreover, for Boots, this will involve account management, pipeline analysis. Reporting etc. 
Customer Service- this concentrates on the collection of consumer’s info and records which may or may not include purchase patterns and other information relevant and necessary for the other departments of the organisation (Valmohammadi, 2017). For Boots, all the departments of the organisation must be expected that they undertake thorough research to analyse the needs and requirements of the customers. 
Marketing- It is also a crucial component of CRM. These are associated with the promotional activities undertaken by the company so that they can promote their products. CRM assists the organisation by improving the efficiency of the marketing campaigns (Zerbino et al., 2018). In context to Boots, this will involve call management, activity management, campaign management and so on. 
Analytics- This involves studying and analysing the data so that the current market situation can be observed and leveraged by the organisation (Zerbino et al., 2018). For CRM, this is an extremely significant aspect since It allows the organisation like Boots to calculate the growth of the business. 
Workflow Automation- This component have emerged since in any organisation; numeral business processes happens at the same time. Thus, the organisation will be required to cut costs and align these operations (Zerbino et al., 2018). Thus, workflow automation is relevant to the organisations like Boots. 
[bookmark: _Toc80901183][bookmark: _Hlk81389542]SERVQUAL- SERVICE QUALITY GAP MODEL 
This model was developed by Parasuraman in 1985. This model assists the organisation by identifying 5 major satisfactions which must be addressed by the organisation so that their customers can be satisfied (Kumar, 2018). Thus the five gaps of the SERVQUAL model is- 
Gap 1: Knowledge Gap- This gap is the consequence of a lack of knowledge among the management regarding the expectations of the customers (Kumar, 2018). In Boots, this might arise since the management does not interact with the customers or lacks market research. Thus, Boots must focus on customer analytics. 
Gap 2: The Policy Gap- This gap can evolve if the organisation does not have appropriate standards for quality. For eliminating such gaps, Boots will be required to ensure that there is an appropriate number of people focused on the management of service quality and service quality goals are also established (Mujinga, 2019). this is relevant since in times like Covid-19 it is expected from pharmaceutical companies like Boots to have effective policy standards. 
Gap 3: The Delivery Gap- This arises when the delivery of the service is not as promised by the organisation. Thus, for Boots, they must ensure that they close this gap by training employees, providing them with appropriate tools and focus on high performing employees (Kumar et al., 2018). 
Gap 4: The Communication Gap- This can arise if the organisation promised something else while the actual product fails to do it. For instance, Boots might market a medicine claiming to cure Covid-19 however, the medicine fails to do so, thus leading to a communication gap (Kumar et al., 2018). 
Gap 5: The Customer Gap- This gap arises due to the other gaps and thus, for closing this gap, Boots will have to ensure that they close other gaps as well (Mujinga, 2019). Once this gap is closed then for Boots, the gap between the customer; expectation and the actual delivery of service will be minimised. 
[bookmark: _Toc80901184]TOTAL QUALITY MANAGEMENT 
This is one of the most famous theories used by the organisation for the purpose of quality management. In recent times, due to Covid-19 healthcare products and pharmaceutical drugs' retail has increased. Thus, in such times, it has become extremely important for Boots to ensure that products sold by them are of optimal quality (Bouranta et al., 2019). Thus, for quality management in an organisation, one of the crucial tools is total quality management. Total quality management is a continuous process that aims to achieve customer satisfaction by improving the overall quality of the service and involves the improvement of processes and commodities offered by an organisation (van Kemenade and Hardjono, 2019). 
If an organisation uses TQM it can ensure that it provides customers with commodities of optimal quality at lower costs. The organisation which effectively implements TQM is able to achieve consistency in the commodities offered by them. moreover, this requires continuous efforts from the employees for maintaining the overall quality of the product (Pambreni et al., 2019). Thus, the implementation of TQM also assists in the overall enhancement of employee engagement. However, that being said, there are certain limitations of TQM as well since it requires a company-wide commitment for the attainment of established quality standards (van Kemenade and Hardjono, 2019). Moreover, if the TQM is not fully implemented effectively, then the partial efforts will be of no use. Thus, the effective implementation of TQM in an organisation becomes necessary. 
If Boots wants to adopt this quality management process, they will be required to adopt the PDCA cycle. PDCA is the abbreviation that is made of four terms, namely, plan, do, check and act. At the planning stage, Boots will be required to identify the aspects in which business can be improved and thus, developing a plan for improving that aspect (Bouranta et al., 2019). The next stage is "do". It involves implementing the plan developed in an earlier stage and at this stage, the employees of Boots might be trained and activities like scheduling will take place (van Kemenade and Hardjono, 2019). The next stage of the PDCA cycle is to check that the plan is implemented effectively and the desired results are achieved. If the results are not achieved, then the areas for improvement are analysed. The next stage is to Act. This involves acting on the plans developed for the improvement (Bouranta et al., 2019). 

[bookmark: _Toc80901185]CONCLUSION 
From this report, it can be concluded that if Boots wants to sustain itself in such a saturated market, they will have to focus on maintaining good customer relationships. The report consists of a brief overview regarding the company chosen for the assessment and then, the learner has also analysed the environment in which the chosen organisation operates. Later, the report also consists of benefits and challenges faced by Boots in maintaining good customer relations. Lastly, in this report, various CRM/marketing theories were discussed like Ansoff matrix, SERVQUAL Gap model, total quality management and so on. 
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