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For any company it is very important that it maintains or takes effective steps towards maintaining a positive relation with the customers. Customer relations with a company defines the efforts that it takes for maintaining the ongoing relation with the customers. It is important for an organization to build customer relationships because they help in increasing or maximizing their sales, deliver invaluable marketing, decrease customer retention as well as help in boosting the morale of the employees (SmallBiz.Tools, 2021). Customers are the ones whose needs help in driving a remarkable opportunity for the companies as they are the ones through whom the gap is cleared which exists between the expectation of the customers and the ability of the brands to be delivered. Customer relations gives increasing profit to the organisations and today, building trust today refers to giving the customers what they need both in terms of services being provided to them as well as in terms of product performance (Mandal, 2016). But due to the COVID-19 critical situation, customer’s behaviour has changed in terms of their preferences and purchasing behaviour for which many organizations have started to implement CRM as an effective strategy to improve their customer’s engagement. In this report, there will be discussion about the chosen organisation which will be Tesco of the United Kingdom. Then it will throw light on the major marketing theories which have been explained in terms of maintaining customer relations which had been affected due to the COVID-19 pandemic situation. Following it there will be evaluation of marketing as well as CRM theories through which Tesco can deal with the new situation and achieve its objective. Along with this there will be critical analysis of the essential factors that influenced Tesco’s quality system in this COVID-19 situation. Lastly there will be elaboration of some systems which will support the company’s quality processes along with an explanation of the extent to which these systems could be effective for Tesco’s in maintaining customer relation in this critical situation like COVID-19. 

[bookmark: _Toc77348239]Evaluation of the major marketing theories that will be discussed
Companies apply different marketing theories for their sustainable growth which explains them how their consumers think and act. It helps an organization to understand how the consumers behave along with their behaviours, needs and desires. A basic marketing theory states that a company needs to maximise its sales, position its products and services in their marketplace. It helps the company to create its brand or an image of it in the market dynamics (Milano, 2019). Marketing theories cover all the aspects that a company needs to know about its consumer behaviour. There are different marketing theories which the companies apply for their substantial growth. The marketing theories which will be underpinned in this report are as follows-
Marketing Mix
The marketing mix is basically referred to the set of actions or strategies that any organization implements in order to promote its products and services in the market. A marketing mix consists of different areas of focus for its marketing plan (Kenton, 2020). Effective marketing reflects on a broad range of areas but mainly the 4Ps typically forms a marketing mix which consists- Product, Price Place and Promotion. There are 7 Ps as well that comprises Product, Place, Process, Price, Promotion, Physical evidence and People.  
· Price- This defines the values that had been put on a particular product which helps in enhancing and differentiating the image of the product (The Economic Times, 2021).
· Product- This means the actual products that are being sold by the company.
· Place- This means the point of sale. For a company, catching the customers eye and making them easy to buy is the main aim so that there is a good distribution. 
· Promotion- This refers to the activities which the companies take for making the products known to the customers or for spreading awareness. This can consist of advertising, incentives, schemes, direct marketing etc (The Economic Times, 2021). 
· Process- Processes refers to a set of activities that the company takes for accomplishing a task.
· People- This refers to the total number of employees that a company has employed for the successful completion of the task.
· Physical evidence- This means the company's presence in the market among its competitors and its customers.

SWOT Analysis
Another marketing theory that companies imply for marketing and its growth is SWOT analysis which refers to Strengths, Weaknesses, Opportunities and Threats. This tool is used by the companies to evaluate their competitive position in the market and accordingly develop strategic planning. SWOT analysis helps an organization to assess their internal as well as external factors along with current and future potentials. This theory is designed to form a realistic, data driven and fact-based look at the company's strengths and weaknesses within an industry (Kenton, 2021).  It is basically a strategic planning technique which provides companies with important information relating to their resources and capabilities for gaining a competitive environment in which they are operating. 

