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Executive Summary
The report focuses on the impact of Covid-19 on the organisation and the factors that influence quality systems and customer service management. In organisational context, H&M has been selected whose internal and external factors are determined to understand the new changes required to satisfy the customer. H& M is a fast fashion brand which operates over 74 countries. The CEO of the company is Helena Helmersson acting from the year 2020. It was founded in the year 1947 and headquartered in Stockholm, Sweden. 
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[bookmark: _Toc81424337]Introduction
The outbreak of the pandemic has changed the way customers used to think before the lockdown.  The customers' behaviour has drastically changed as they have moved towards prioritising their needs rather than purchasing anything and everything. Moreover, the current global pandemic situation has forced organisations to think differently and implement changes as per the customer's behaviour.  In addition to that, people are forced to move towards online shopping or purchasing due to the covid-19 restrictions all over the globe. Furthermore, the drastic shift in the expectations of the customers has led the organisation to change its business models towards digital business in order to grab the attention of the customers.  In the organisational context, H&M is one of the global and recognised retail organisations that deal with high-quality clothing. The organisation has been facing a drop in sales due to the pandemic situation. It is very important to understand the shift in the purchasing behaviour of the customers and their needs in order to maintain a stable position in the market. Therefore, in order to adapt to the changes in the market, the organisation needs to focus on the customer service relationship and make a new customer base wherein the emotional content is more valued than the physical touch. In this report, the marketing model, theories and methods used by H&M will be demonstrated and the ways through which the organisation deals with the new phases in their business attributes.


[bookmark: _Toc81424338]How do internal and external factors including COVID-19 affect or influence organisation’s quality systems and controls for customers and how the organisation can deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships?
[bookmark: _Toc81424339]Introduction to the organisation 
H&M is a multinational organisation which was founded in the year of 1947. The organisation has multiple brands and products for the international customers. Erling Persson is the founder of the organisation. There is fashion retail, accessories products within H&M. There are almost 74 countries, where the organisation has its business and directly sell the products. There are about 5000 stores of the organisation in the international market and also has a good networked online service as well.
Objectives: The prime objective of H&M is to ensure the best quality for the customers. Along with that, the organisation has also aimed for the growth of revenue in the highly competitive market. Apart from that, the organisation has also objective to improve the production process and technological advancement to cope-up with the global inflation rate.  
Strategy: It has a customer centric strategy and approach. The organisation has focus on the needs and requirements of the global customer base and make improvement in the production and service process accordingly. H&M has also strategy to manage the position of it is the market by providing the best price and attractive discount to the products seasonally to the customers. It has also focus on making sustainable business process as well to make the brand more reliable among the global customers (hmgroup, 2021). 
From 2010 to 2013, has developed the sales ratio of the organisation. The organisation has strategy to serve the best quality products and customer service to the customers. Hence, during these years, H&M has also owned wide range of loyal customer base. This has developed the competitive position of the organisation as well. However, the sales ratio of the organisation has drastically dropped in the year of 2020, after the COVID19, pandemic arrived. The sales revenue of H&M has dropped to 334.04 million U.S. dollars (statista, 2020).

[bookmark: _Toc81424340]Application of key marketing theories to analyse the customers’ experience of an organisation

Marketing theories or models are very useful as it guides the organisation and develops the understanding of the factors that influences the customer's behaviour and enhances the profitability of the company. Moreover, marketing theories work as a Framework for guidance not only for the marketing aspects but all over the business aspects of the company.  The outbreak of the pandemic has created drastic changes in the way organisations are operating their businesses. Therefore, the key marketing theories or models will support H&M to comprehend strategies that will be effective for the organisation to attract customers and increase its revenue earning. The key marketing theories relevant for H&M are SWOT analysis and the customer decision-making process.
SWOT analysis
SWOT analysis is one of the effective tools of strategic planning and is also considered an important marketing theory to understand the internal factors that may affect the product life cycle(advertisemint, 2021). This is a widely used model to identify the strength, weaknesses, opportunities and threats that the organisation can face within the market. Therefore, the SWOT analysis of H&M will help the markers to ascertain the internal factor that is needed to be incorporated for incorporating quality processes in the organisation.
Strength
i. Effective strategy: H&M Is known for its effective selling strategies that the organisation uses to enhance its merchandise turnover.  They use a fast-fashion model that enables the designer with the latest trend going in the market in terms of fashion. Therefore, this model makes the designer ready with the latest trends and fast delivery of the product to the customer.
ii. Strong online presence:  in this digital era, H&M has been passed in adapting Elephant writing the internet to enhance productivity and profitability in the market.  Therefore, the organisation has a strong online presence in the market, which is beneficial in the present situation(hm, 2021).
Weakness
i. Involvement in controversies: H&M had been involved in controversies such as in 2018 people boycotted H&M products as it promotes racism through its advertisement. Therefore, this kind of controversy can affect the sales of the product and also drop down the value in the market(West, 2018).
ii.  dependence upon outsourcing: H&M Rather than manufacturing products on their own, they are dependent upon the suppliers. Though they have more than 900 independent suppliers, and this is one of the success factors, but it also increases the dependence of the suppliers on the company.
Opportunity
i. Diversification of products:  the organisation can focus on increasing its bottom product line to maintain a stable position in the market.  Therefore,H&M can paper to move towards sports apparel to increase their sales and productivity in future(Parsons, 2021).
ii.  exploiting e-commerce:  the pandemic crisishas shown the world that digitalization is one of the crucial factors for businesses to operate all over the world.  Therefore H&M should use their strongest factors and increase their online presence by incorporating Various e-commerce channels to increase the sales of the company.
Weakness
i. Intense competition:  the organisation has faced stiff competition as there are many brands in the market who are offering quality products at the best prices. For example, that like Zara Burberry and many other online organisations are coming up with new strategies of marketing which can be a threat for the company.
ii. Rising operational cost:  The global pandemic crisis had led to a rise in operational cost as there is a shortage of labour and raw materials, which is affecting the profitability of the retailers. 
The above marketing theory helps the organization to understand their strengths and opportunity and utilise them for enhancing their customer experiences. Furthermore, the weakness and threat will ensure the company implement effective measures to control them for future endeavours.
The customer decision-making process
The customer decision-making process is a marketing theory that is used by marketers to understand the decision-making process of thinking of the buyers. It starts from the moment the consumer is exposed to the brand or product and their perception regarding it. As per the current circumstances, this is the most relevant theory that marketers can apply to increase the sale of their products(advertisemint, 2021).The customer decision-making process is celebrated within five sections, namely
Awareness: This tape demonstrates that the customer is aware of an issue that needs to be served or the customer wants to satisfy its needs.  This can be ascertained by the marketers of H&M through attractive advertisements Using social media platforms so that the customers are aware of the product through various sources.
Interest:   Interest denotes that the customers are searching for potential products or solutions to the problem. It Is important that the organisation have a consistent marketing technique so that the interest of the customers is intact throughout the year(lucidchart, 2021).
Consideration: This step takes place when the customers have filtered their choices and analyses of determining the pros and cons of the chosen product. In this, the choices of the customer depend upon the quality, quantity, previous experience and price of the product. Therefore, a fair pricing strategy along with quality products is needed to be maintained by H&M for increasing its sales volume.
Purchase:  After being aware of the product and analysing the interest towards it, the customer finally purchases or buys the product as they have enough knowledge regarding the product. Moreover, in online marketing, finally going through all the options and developing interest for the particular product the customer considers it to buy and click on the buy now option.
Loyalty: Many of the Journeys of the customers come to an end after the Purchase option. However, providing after purchase services is very important as the brand of the company attracts a valuable customer, and therefore the reference also helps to enhance their customer base and business.
Therefore, the customer decision making process is a very important marketing theory and relevant for H&M.  Customer satisfaction is very important in this crisis situation. In order to understand the purchasing behaviour of the customer and attract them towards the product, the marketers of HRM needs to incorporate these theories to ascertain the effective outcome.


[bookmark: _Toc81424341]Critically analyse the factors that influence your organisations quality systems and controls for customers in times of crisis like COVID-19.
The rapid increase of the virus disrupted millions of lives and businesses all over the world. The economic damage is so huge and significant that it may take years to come back to the previous position. The situation is still uncertain, and the business leaders are really concerned regarding the challenges and risks they have to face to maintain a stable position in the market. The sales report of H&M in the year 2020 is quite less as compared to the previous years. However, in this crisis period, quality assurance is one such thing that can drive the success of businesses(oecd, 2020).Therefore, an organisation like H&M has to focus on customer service to solve the issues and mitigate the challenges. Organisations need to align the quality management procedure with the expectation of the customers regarding quality. The outbreak of the Nobel coronavirus has incorporated various changes in marketing and advertisement techniques.  It has forced the business to adopt digitalisation and e-commerce techniques which was previously not much followed by the organisation(Lowe, 2020).Due to government intervention such as social distancing and lockdown, various businesses had come to a standstill, and customers are opting for online shopping.  Therefore, organisations like H&M had shifted their operational functions towards social media marketing.
Reliability: Quality Assurance system helps the organisation to understand what exactly the customer wants and what are they getting in return.  In this crisis situation, it is important to understand the needs of the customer and fulfil their expectations.  Reliability is very important because if the customer does not find the products to be reliable, they can easily shift to other choices as competition is steep(D’Auria & Smet, 2020). Therefore, organisations used to incorporate a quality system model to track the needs of the customer and the quality they are expecting from the product. Quality assurance systems ascertain feedback from the customers and, based on those, and the marketers can understand that whether the quality of the product they are offering a fulfilling the satisfaction level of the customers or not(hklaw, 2020).
Disruption in the supply chain: H &M As more than 900 independent suppliers to keep up with the latest fashion trends of the market.  However, the pandemic is a great eyeopener for companies like H&M, which are dependent on suppliers (Guan et al., 2020). The lockdown social distancing has stopped the suppliers from working smoothly, and many companies are facing great losses due to it. Since the customers are not getting the deliveries or the quality required due to the default of the supply chain, the profitability e of the company is also decreasing. Thus, in the present situation, it is important that H &M focuses on developing their own manufacturing unit rather than depending upon suppliers(mftrou, 2021)
Focus on customers:  H&M mainly deals with a high-quality products with high prices in return for the best in class quality. The outbreak of the coronavirus has shifted the purchasing behaviour of the customers as there prioritisingtheir needs and do not want to invest towards luxurious products. Many companies such as Zara, Vero Moda and other retail companies are facing similar issues. A quality assurance system helps to understand the Expectations of the customers and implement strategies based on them. For instance, if H&M starts hiring social media influencers for advertisement which will incur less cost costing but willyield huge popularity in the market(Markgraf, 2021). 
The above factors demonstrate that in order to attract customers and full their expectations, the organisation needs to provide quality and also implement a quality assurance model or procedure. This procedure helps to determine the actual needs and the purchasing behaviour of the customers regarding the product. In addition to that, H&M has to focus towards providing after sales services for determining a strong and consistent customer base. 
[bookmark: _Toc81424342]How H&M would deal with the new situation
There are different kinds of new and challenging situations which H&M is facing due to the COVID-19. In this case, the sudden changes of the business environment by enrolling a complete online system, by creating working from situation have enhanced the difficulty level in the organisation. This has also changed the customer management policies of H&M which has developed the risk to create inconvenient to the customers (Ekman, 2021). 
Improving training of the employees: The training improvement is one of the major things which the organisations must implement to deal with the new situation which has occurred due to the COVID-19. In this case, the training can develop the skills and abilities of the employees to improve their working process as per the requirement of the new situation. In this case, due to restriction at the workplace, H&M has opted for the work from home option (Gurchiek, 2020). Therefore, the technological training is required for improving the collaborative working practices among the employees while working in the new situation due to the global pandemic. H&M would also need to focus on developing the social media communication and strategy related knowledge among the employees, to help them to improve the customer management in the pandemic situation (Ekman, 2021). 
Cost reduction: The complete economic aspect of conducting a business and of the market has changes after the pandemic has occurred. People lost their job, investors lost their money and the inflation rate also increased. In this case, the buying power of the customers has also reduced after the lockdown situation after the COVID-19 pandemic. Therefore, as H&M is a clothing retail brand, hence the organisation would also need to reduce the costing of the business by conducting proper cost management strategy. This would help the organisation, to survive even in the challenging situation. Therefore, in case of the sudden sales reduction, the sustainable profit ratio of the organisation can be well-maintained. 
Promotion improvement: The promotion is the process to improve the brand image by promoting the reason to trust the brand. In this case, the proper promotion of H&M regarding the new and developed processes and service techniques of the company due to the pandemic situation can help the customers to understand the changes (Arslan, 2021). This can increase the understanding capability of the customers and hence, they would be clear about the changes in H&M. This would help the organisation to reduce any kinds of risk regarding the lack of understanding. This would also help the organisation to improve the customer management. 
[bookmark: _Toc81424343]Benefits of maintaining good customer service 
The customer service needs to be highly improved within an organisation, as customer is a major part of development. In this case, as H&M is a global organisation, therefore, the organisation has to manage the diverse range of customers with different character and needs. Some of the benefits, which the organisation can have even in the pandemic situation due to the better customer service management, are going to be discussed: 
Boost customer loyalty: In the pandemic situation, where the customer management as well as the business process are effectively changing, loyalty among the customers is needed. This can enhance the image and risk management aspect of an organisation (Chen, 2021). In this case, the proper customer management can improve the loyalty of the customers as well. They can treat the customers better and they would also feel the organisation trust worthy after they receive a good and promising customer service. In this case, the H&M can also improve the loyal percentage of customers by providing good service to the customers. 
Improve the competitive advantage: The market competition is anther essential factor, which the business organisations need to consider while implementing any strategy or development plan. In this case, the competitive advantage development is required to sustain in the difficult COVID-19 situation. The H&M can improve the competitive advantage of the organisation by attracting more customers towards it even in the pandemic situation by providing best service n the fashion retail market to the customers. The proper customer service management can help the customers of H&M to have a clear instruction and communication regarding all the changes and hence, it would increase the reliability of the organisation (Bhasin, 2018). 
Increase the sustainability: It can be difficult for the fashion retail organisations, to improve the sustainability in every kinds of challenging situation. However, the proper customer service management practice can improve the interaction of the organisation, with the customers. This would improve the connection or bonding of the organisation and hence, in this way, the sustainability of the organisation would also get improved. H&M can also improve the sustainability of the business even in the challenging pandemic situation, by managing the proper customer management (Yeniaras, 2021). 
Boost business growth: The business growth of any organisation can get enhanced due to the proper customer relationship management. Proper customer service management can improve the loyalty among the customers. They would re-purchase products from the organisation. Apart from that, H&M would also improve the image of it by providing best customer service which would boost the growth of H&M. 
[bookmark: _Toc81424344]Challenges to maintain a good customer service
The customer service management is not an easy work. This can be a difficult job for the organisations if not planned and maintained well. Some of the major challenges which H&M would face while managing the customer service are going to be focused. 
Absence of skilled employees: The employees play the most important role for the development and customer management of the organisation. In this case, therefore, it is important for the organisations to have proper skilled employees. The absence of skilled employees can reduce the effective customer management of H&M by reducing the productivity of the organisation regarding managing the global customer base (Barnes, 2020). 
Fluctuating market demand: The demand of the market keeps on changing every day. There can be confusion within the organisation to understand the ever changing demand of the market. In this case, the COVID-19 has changed the market demand as well. This would increase the difficulty level of H&M regarding coping-up with the changing nature of the business and market after the pandemic. Therefore, this would create challenges for H&M to understand about the fluctuating market demand and provide the customers service accordingly (Razak, 2020). 
Not being able to respond to every customer:  The customers seek response from the organisation. This would enhance the binding and relation of the customers with the organisation. However, in this case, the customer base of H&M is huge, and due to the pandemic situation the queries among the customers regarding the changing nature of business management has also increased. Therefore, it can be difficult for the organisation to respond to each and every customer. This can reduce the customer management and can create challenge to develop a proper customer management process within the organisation. 
[bookmark: _Toc81424345]Ways to develop and maintain good customer relationships 
There are several techniques to improve the customer management and relationships. In this situation, the COVID-19 situation has changed the connectivity with the customers of the brands. In this case, H&M is also facing the change. Therefore, the organisation also needs to focus on the following ways to manage and improve the customer service management for the future improvement even in the difficult situation. 
Online customer management: The online customer management is the new normal. With the COVID-19 situation and lockdowns, H&M has to remain their stores closed. Along with that, there is also restriction in the permitting the wide range of customers into the store premises. Hence, customer management via online process in the only way in the pandemic situation to management a good customer relationship within the companies (Kapple, 2017). There is a huge force of different kinds of online businesses. Therefore, to maintain the customer management, the organisation also must focus on maintaining the connectivity with the customers. They must provide different options to the customers to reach the management team without visiting to the stores of the organisation. 
Two-way communication: Two-way communication is another way to improve the customer relationship. Communication is a form of relation management process, where the organisation can reduce any kind’s issues or misunderstanding among the customers. In this case, as after the COVID-19, the organisations must focus on creating a balanced communication within the organisation and among the customers. This can help the customers to understand all the new processes and difficulties which the business in going through. This can improve the acceptance among the customers regarding the “New Normal”. In this case, H&M also has to focus on the two-way communication strategy implementation to improve the bonding with the customers (Siekiewicz, 2021). As per the two-way process, the customers would be also able to ask for their needs for the organisation. H&M can promote the importance of the customers to the organisation by applying and promoting the two-way communication strategy of them. It can make it easier for the global customers to reach the organisation and management as well. In the pandemic situation, where everything is going online, this process can improve the reliability of H&M
Loyalty rewards: One of the key aspect of customer relationship management is providing them respect and importance to be a part of the organisation. In this case, to survive in the challenging environment of COVID-19, the organisations must focus on providing loyalty points to the customers. The loyal percentage of customers needs to be increases for the multinational organisation, to survive in the pandemic situation. In this case, as H&M has seen a drastic fall in sales margin as people are not too egger to go out or to by fashionable products. In this case, only the loyal customers can help the organisation to sustain a good rate of sales ratio in the organisation (Milne, 2021). 
Seeking for feedback: The feedback can help the organisation to improve the needed areas. The organisation can show its sincerity towards the customers by seeking their feedback. In   this case, H&M can focus on conducting survey via social media and also can focus on the feedbacks and comments of the global customers to analyse the changes of preferences of them in the pandemic situation. 



[bookmark: _Toc81424346]Conclusion
The COVID-19 situation has changed the complete working process and well as the business environment for many organisations. The trends of the market as well as the nature of economics have completely changed after the global pandemic. The global pandemic situation has also reduced the effectiveness of the businesses by changing the nature of the customers as well. The service quality has also reduced suddenly after the global pandemic situation, which has also impacted negatively on the expectations of the customers. The following report has focused on analysing the COVID-19 affect on the global fashion retail organisation, H&M. The organisation is known mainly for the customer service and it deals with the international market, therefore, after the several restrictions due to COVID-19. The following report has focused on the influence of the pandemic on the controls and system of it by following certain theories. Apart from that, the report has also discussed about some of the important ways which can be used for dealing with the changing business environment due to the COVID-19 situation. There are also certain challenges of the ways, which have been also focused in the report. The report has focused on anaysing the benefits of roper customer management for H&M. 
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