
[image: image1.png]Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





Understanding and Engaging in the Customer Experience
Student Name:Rodica Geapana
Student ID: 1921535 

Lecture Name: Balendran Kandasemy
Table of Contents

1Table of Contents


2INTRODUCTION


3The different marketing theories that are underpinned in the respective report are as follows -


5By applying the key marketing and customer relationship management theory/theories to your chosen organisation, i.e. critically analyse the factors that influence your organisations quality systems and controls for customers in times of crisis like COVID-19


11Relevant Marketing Theories or models to analyse the customer experience of Organisation


12Critically evaluate the benefits and challenges of developing and maintaining good customer relationships


13CONCLUSION


14REFERENCES




INTRODUCTION

Customer experience is one of the most crucial aspects for any firm because it can help the organization in gaining a competitive advantage as well as the loyalty of the customers. But the outbreak of the Covid-19 pandemic has vastly affected the way in which organizations conduct their business operations (Borland and Charlton, 2020). Besides this, it has also caused changes in the buying behavior of the customers and forced the organizations to work on enhancing the overall experience for their customers. The brands are now much more concerned about ensuring that the customers receive the best service and that they are satisfied with the same. In order to ensure this, it has become way more important for the companies to reassess their strategies. It can be said that the customer experience is very important for the overall growth as well as success of an organization. Organizations today focus on enhancing the pre- as well as post-purchase experience of the customers to make sure that they are able to gain their loyalty as well as trust. The outbreak of the pandemic has impacted on the overall way in which customers make a purchase. Customers are now more inclined towards making a purchase through different digital platforms such as websites as well as social media platforms. The respective report will explain the how various internal as well as external factors including COVID-19 affect or influence organization's quality systems and controls for customers and how the organization can deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships.
Overview of the organization

Organization chosen for this report is Marks and Spencer, which is a multinational retailer of clothing as well as household products. the company was founded in the year 1884 and is headquartered in London, United Kingdom  (Cepel and et.al., 2020) (Liguori and Pittz, 2020). The company is well known for selling high quality products and also, has a large base of customers. The company operates across different geographical regions and offers products for men, women as well as children. Although the company was founded way back, it has still been able to keep up with the latest trends as well as ensuring that the customers are satisfied with their purchase. The respective organization, Marks and Spencer has a wide presence across different counties and it is primarily known for offering high quality products to the customers. The company was founded by Micheal Marks and Thomas Spencer. Besides being one of the oldest retail brands in the market, the company has been able to stay relevant as well as competitive within the industry. The company's aim is to make people aware about the importance of using quality products as well as to make high quality products available to everyone. The company also sells its products through various online sources as well.
Key marketing theory or theories included in the report

There are various marketing theories that can be implemented in the respective report. But in order to ensure that the report is completed in an efficient manner, the Marketing Mix, SWOT analysis as well as Porter’s Five Forces model have been implemented (Nachit and Belhcen, 2020). This is because these will ensure that the readers are able to develop an effective understanding of the main ideas of the report.

The different marketing theories that are underpinned in the respective report are as follows -
SWOT Analysis

This is one of the most commonly used marketing theory by organizations that helps them in identifying their individual strengths, weaknesses, opportunities as well as threats. It is important to ensure that the strengthens as well as weaknesses of the organization are taken into account because this helps in making effective strategies as well as decisions. The SWOT analysis of Marks and Spencer is explained as follows -


Strengths – Marks and Spencer is one of the largest retailers of the United Kingdom that has a strong brand name. The company is primarily known for its high -quality products as well as a large customer base (Sharma, Adhikary and Borah, 2020). It can be said that one of the other strengths of the company is that it offers a wide range of employment opportunities to the people. Marks and Spencer is known for valuing its employees the most and for this, the company offers a wide range of training as well as development opportunities. Over the years, the company has been able to stay competitive by implementing effective strategies.



Weaknesses – One of the weaknesses of the respective firm, Marks and Spencer is that it has been experiencing a decline in sales due to a poor supply chain as well as non-availability of products in the stores during the pandemic. Apart from this, another weakness of the firm is that it has not been able to meet the demands of the customers. Due to this, there has been an impact on the overall quality as well as efficiency of the firm. There is also a perception among the customers that the company does not offer any products for young people (Behl and Dutta, 2020).

Opportunities – Expanding its business operations to other countries as well as emerging markets is one of the biggest opportunities for the company that can help in attracting a greater number of customers as well as satisfy their needs in an effective manner. Apart from this, the company also has the opportunity to increase its sales through various online channels. But in order to ensure the same, the company will have to strengthen its presence across different social media platforms such as Facebook, Instagram as well as Twitter. This will also help in increasing its overall brand image.


Threats – There can be various potential threats that can affect the overall performance as well as profitability of the firm (Shen, Yang and Gao, 2020). For instance, Marks and Spencer operates in a highly competitive environment and a high level of competition can affect the overall profitability as well as performance of the firm to a great extent. Apart from this, it can be said that if the company does not change its existing strategy, it won;t be able to attract a greater number of customers. 
Marketing Mix

The marketing mix can be referred to as the set of actions that an organization uses in order to promote its products as well as services in the market. The marketing mix comprises of the 4Ps that include Product, Price, Place as well as Promotion. The marketing mix is an important marketing theory because it helps an organization in understanding what do its products and services can offer to the customers. The marketing mix of Mark and Spencer is as follows -


Product – The respective company, Marks and Spencer offers a wide range of products as well as services to the customers. The products are offered for men, women as well as children. There are different brands that are offered by Marks and Spencer such as Autograph, Indigo, Classic, Twiggy, Foot Glove as well as Per Una. Footwear as well as food products are also offered to the customers by the organization (Gachenge, 2020). 

 
Price – The respective company, Marks and Spencer follows a  competitive pricing strategy. This is because the company operates in a highly competitive as well as dynamic environment. The company has also adopted this ricing strategy for its products because it faces a lot of competition from other brands in the industry.


Place – Being an international brand, the company operates across different markets and also, on different online platforms (Zhang and et.al., 2020). It can be said that the company has operations across different countries along with a large base of loyal customers. It is important for any organization to have different point of sale and hence, Marks and Spencer also sells its products through various offline retail stores so as to attract a greater number of customers. Also, the company has strong supply chain and distribution strategies.


Promotion – Marks and Spencer promotes its products as well as services through various platforms. Promotion is an important component of the marketing mix and the respective organization, Marks and Spencer promotes its products through various social media platforms, its own online website as well as traditional promotion methods such as advertising through billboards etc. The different promotional methods that are used by the respective firm include print media, TV advertisements, social media campaigns etc. Therefore, it can be said that marketing mix is important for any organization (Godovykh and Tasci, 2020). 
By applying the key marketing and customer relationship management theory/theories to your chosen organisation, i.e. critically analyse the factors that influence your organisations quality systems and controls for customers in times of crisis like COVID-19


Customer Relationship management is the process of understanding customer’s demand and maintain good relations with their customers. For each organization it is important to have good relations with their customers which can help to improve the brand image and profitability. As covid-19 occurred in whole world which has been affected the all business negatively where it became a challenging situation to operate its business regularly. Marks and Spencer is the larger organization that provides the range of products and services in challenging environment for influencing customer and developing the organizational productivity. The management is playing important role as it analysis the needs of customers and provide the kind of products which can help to attain higher productivity. The chosen organization is using the marketing and its related theories to influence the number of customers and selling them kind of products which can help to run the business and increase the profitability. The marketing management of Marks and Spencer uses social media, digital marketing, direct marketing, public relationship and print media to reach the targeted customers and selling them kind of products and services which can help to maintain higher performance (Haruna, 2020). 
Customer Relationship management approach – CRM stands for relationship, that means relationship between customer and business. This is an approach which used by organization to maintain the good relations between employees and customers which influence to make the buying decision. Each company wants their customer will increase day by day where different types of activities and functions are doing well by managing each task. In other words, CRM is the combination of strategies, practice and technology that uses by organization to manage and analyse customer interaction and provide appropriate data which can help to develop the organizational performance. During covid-19 situation, it became important for Marks and Spencer to focus on customer relation by offering better quality and safety products which can help to keep healthy and safe in challenging environment. 
Theories to CRM 

Buyer –seller model – This model provides cross sectional empirical evidence of existing and new buyers by introducing different design of products. This is effective model which uses by Marks and Spencer to influence the number of customer by offering range of products which can help to develop the organizational productivity and profitability. The relationship mainly depends on social psychology, and making comparison with family relationships that supports to operate a business regularly (Hoyer and et.al., 2020) (Jamie and et.al., 2021) (Karpen and Conduit, 2020). 
Interpersonal RM (B2C) model-  This is an effective customer relationship model which used by organization to maintain good relations with their customers by identifying demand and offering products. It has seen that of customers are satisfied then it will be good opportunity for business to grow its business maintain the higher performance. This mainly used to create the interpersonal relationship with customers by making feel them good. Marks and Spencer is the large size fashion retailing that focuses on changing needs of customer after Covid-19 situation and shift their products according to demand which can help to attracts the number of customers and develop organizational productivity. The management of selected organization is requiring to intimate with their customers by using different social media platforms that could be used to create the good relations and attain higher performance (Kaushal and Yadav, 2020).
The factors that influence organisations quality systems and controls for customers in times of crisis like COVID-19

Covid-19 situation has forced every individual and business to bring changes in some way or another that can help to introduce the products and services accordingly. The main challenge businesses are going to face is getting to the bottom of what exactly it is that has changed for them, and precisely how their customers’ behaviour has differed from before lockdown. Marks and Spencer is the fashion retailing organization that offers quality of products and services that influences customers and develop the business performance. Due to Covid-19 situation all businesses has been affected badly. In this, chosen organization needs to introduce the kind of changes which can be used to maintaining quality system and controls for its customers that can help to develop the business productivity (Keiningham and et.al., 2020). In business environment there are many factors which influences quality systems and controls in the period of Covid-19 that are as explained:
PESTLE Analysis: This framework is related to eternal environment that used by organization how some factor might be affect quality system of Marks and Spencer that are as explained: 
Political factor: This involves political stability, government regulations, tax rates, VAT, and others that should be follow while running a business. Due to Covid-19, government declared the lockdown where it affected the business and quality system of Marks and Spencer negatively as no products or services are selling by organization that reduced sales and productivity (Kharat and et.al., 2020). 
Economical factor: This involves inflation rates, interest rates, GDP, and increasing population that relates to a country and impacts on business. During Covid-19 GDP rates has decreased as people are consuming products less that affected the Marks and Spencer quality system and controls negatively. 
Social factor: This factor is related to society where needs of customers getting change, behaviour, demographic influence and lifestyle that support the business. In crisis of Covid-19, needs and wants of customers are getting to change as people are demanding hygienic products and safety services which can help to maintain and controlling the quality systems that develop the organizational performance (Kharouf and et.al., 2020). 
Technological factor: This involves new technology, innovation and other services with the help of new techniques that relates to business. Covid-19 is the crucial time for each business where Marks and Spencer is required to introduce the new services such as digital payment, online shopping, easy return and others that can help to manage quality system and control properly. 
Legal factor: To maintain effective quality and effectiveness of products and services Marks and Spencer is required to follow all regulations, employment laws, health and safety and precautions which is given by government to run the business in crisis time (Klink, Zhang and Athaide, 2020). 
Environmental factor: This factor is used by Marks and Spencer to reducing the carbon emission, increasing CSR activities and maintaining the good relations with society by offering better quality of services in Covid-19 situation (Lecoeuvre, Turner and Kuppelwieser, 2021). 
Identify the systems that support your organisations quality processes and provide a critical understanding of the extent to which you think those systems are effective in meeting customer requirements and maintaining good customer relationships in times of crisis like COVID-19.


Total quality management system – This is a continual process of reducing and detecting errors in manufacturing, supply chain management, improving customer experience and making sure that employees are up to speed with training. By using this system Marks and Spencer can influence number of customers through offering different types of products and services which can help to develop the organizational performance. The management understand the needs and using this system to provide the better quality of service which can help to develop the organizational productivity (Makudza, 2020). 

Lean management system – This approach is used to managing organization that supports the continuous improvement, work effective and bringing the incremental changes while running the business. In relation to Marks and Spencer, management uses this system to analysis the deficiency and introduce the continuous improvement which can help to improve the quality of service and maintain higher performance. This system also helps the selected organization to eliminate the wastages in the business processes (Manthiou, 2020). 
Critically evaluation and maintaining customer relationship


From the above it has critically analysed that Marks and Spencer should use TQM and lean management system in their business which can help to improve the quality service and controls in the business processes by eliminating errors and continuous improvement. On the other side, to maintaining good customer relation chosen marketing management is requiring to understand customer needs, buyer seller model, and focus on changing environment which can help to develop the organizational productivity and profitability. Moreover, clear communication, marketing strategies, marketing mix, and CRM approaches are effective models which could be used by organization to overcome from the crucial time of COvid-19 (Quynh and et.al., 2020). 

Demonstrates the application of an appropriate level of critical understanding of quality process (relating to customer service) in the workplace

For each organization it is important that their customers feel satisfaction and make again buying decision. To run a business and meeting customer requirements quality standards are designed to make sure organizations that it will meet maximum requirements of customers. Quality process and procedure is the high level description of quality requirements that summarise objectives and managing the all functions which are important to attain the organizational goals. The aim of Marks and Spencer is to increase the organizational sale by following quality standard in their products and services. This is important for each organization to bring the changes and maintain the high quality of services that can help to run the business effectively (Rasool, Shah and Islam, 2020). Marks and Spencer is following the quality management process that relates to customer service are as following:
Perform Quality Assurance – This process is related to assuring quality of products and services that can help to satisfied the customers. The potential customers of Marks and Spencer make buying decision by seeking towards quality assurance that make sure people, organization provides better quality of products and services. This can help to increase the organizational performance and profitability.
Undertake Quality Control – According to this process, Marks and Spencer is taking quality control by managing each function and following the quality principles which influences the number of customers and increase the organizational productivity in the changing environment. Customers are the main aspects for any business who analysis the products and services before buying where this process helps to offering better quality of services (Riley, 2020). 
Initiate Quality Improvement – This process is related to bringing continuous improvement that influence the people to get improved products. Marks and Spencer influence the customers by initiating quality improvement that can help to managing higher production and profitability in the changing environment (Roggeveen, Grewal and Schweiger, 2020). 
Implement Quality Management – To influence the number of customers and improving the quality of their service Marks and Spencer implemented the TQM, lean management and CRM approaches which are important to run business and increase the organizational productivity in changing environment (Roy, Gruner and Guo, 2020). 
From the above discussion it has critically analyzed that employees are implementing CRM and quality management processes at the Marks and Spencer which can help to develop the organizational productivity and profitability. The management understand the customer requirement and use the quality principles in situation of Covid-19 that can help to run the business effectively and maintain higher performance. All the strategies and planning in relation to quality standard and CRM applied by organization which can help to develop the organizational performance and profitability (Schau and Akaka, 2020). 
Relevant Marketing Theories or models to analyse the customer experience of Organisation


Customer experience plays a vital role for Companies as it is important for the businesses to improve the customer experience so that they can gain loyalty of people towards the brad and its products. There are various theories and models of analysing the customer experience of Marks and Spencer. The Company has to focus on implementing the right model that can help in analysing the customer experience and identify the satisfaction level of people. Customers are the top priority of Organisations so it is necessary to provide them excellent customer service and fulfil their need and demand in order to increase the profitability and growth of business (Mohd Suki, 2017). The model includes few elements which must be implemented by Marks and Spencer so that they can analyse the customer experience they are awareness, findability, reputation, conversion and advocacy. Customer experience model includes engaging customer, capturing feedback, aggregate information, prioritise insights, execute and communicate. These are the steps through which Marks and Spencer can analyse the customer experience. The Company should ask for the feedback from its customer so that they can know about their products and services. Customers generally prefer to give genuine and true feedback which can help in improving the quality of products and services. Recently, Marks and Spencer has entered into food delivery services in order to sustain in Market for long run. The feedback can help in analysing the customer experience, if customer give positive reviews it means they are liking the products and services of company and if they give negative feedback it can affect the performance and productivity of business. Marks and Spencer must also engage their customers by posting information of its new products and services on social media platforms so that they can attract the customers by posting the new information. The Customers get attracted when company provides regular information of its new arrival it also helps in building relationship between organisation and customer (Woratschek, Horbel and Popp, 2020). It is necessary to provide aggregate information to customers in order to make them feel valuable. Marks and Spencer must also communicate and execute their strategies to all the employees so that they can work on increasing the growth and profitability of business. Employees plays an important role in improving the performance and efficiency of business so it is necessary to make them feel happy with their work due to which they can give productive outcomes. In order to survive in competitive environment it is necessary to analyse the customer experience and focus ion improving it then only company can gain competitive advantage in Market. Marks and Spencer must focus on increasing the customer satisfaction and provide better services to people. 

Critically evaluate the benefits and challenges of developing and maintaining good customer relationships


For running the business in effective manner it is necessary to maintain healthy and positive relationship with customer so that business can succeed in Market and gain comoteit6ive advantage over its competitors. Marks and Spencer is focusing on maintaining positive relationship with its customers at the time of pandemic by providing delivery of its products to consumers  (Ledikwe, Roberts-Lombard and Klopper, 2019). The Company deals in food products, clothing and home products, due to COVID 19 they faced a lot of challenges which create a huge impact on its profitability and productivity. In order to survive in pandemic, Marks and Spencer started their business on online platform due to which they have enhanced customer experience and become competitors of Online food delivery companies. In the tough time of COVID 19, Marks and Spencer has started food delivery services so that their customer can enjoy the food at home by maintaining social distancing. It is necessary to maintain customer relationship as it helps in enhancing better customer service and also facilitates discovery of new customers. The Good customer relations increases the profitability and growth of Marks and Spencer as they are loyal towards the products and services. It also help in improving the level of customer satisfaction and retention due to which the Organisation gain huge revenue. Marks and Spencer provides excellent services to its customer by delivering food at their home so that their consumers can be safe from disease and remain healthy at the time of pandemic. They treat the customers individually rather than as a group by attending each client due to which company can able to place the order in effective manner. The sale and profitability of Company increases by maintaining good relationship with customer. It also help in understanding the need of consumers and become easier to generate more qualified leads. But by maintaining customers relationships also create a challenge for organisation as they have to follow the latest trend so that they can sustain in Market for long run. Marks and Spencer must identify the taste and preference of customers in order to fulfil their need and demand  (Huang and et. al., 2016). Organisation must focus on attracting and retaining customer in pandemic due to which they can survive in Market for long period of time. Marks and Spencer also face challenge in addressing the feedback and issues of consumers that helps in creating strong customer base and loyalty. A proper communication is important for developing healthy relationship with customer, company has its own website and presence on social media due to which Marks and Spencer can build relationship with consumers by interacting and posting new products and services on social media sites. Organisation must provide customer support and ask their opinions so that they can make changes in their products and services accordingly (Sidaoui, Jaakkola and Burton, 2020). 

CONCLUSION

From the above report, it can be concluded that the outbreak of the pandemic has affected the overall way in which companies conduct their business activities. Organizations today are more focused on ensuring the safety of their customers as well as their employees so that their business is conducted efficiently. It can be said that there are different internal as well as external factors that can have an impact on the quality systems as well as controls for the customers. There are different marketing theories such as marketing mix, SWOT analysis that can be implemented by an organization in order to enhance their business operations as well as improve overall customer relationships.
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