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[bookmark: _Toc58856632]Executive Summary
The purpose of this report was to identify that how do internal and external factors including Covid-19 affect or influence Lidl GB’s quality systems and controls for customers and how Lidl GB can deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships. This reportprovides a clear understanding of how a retail grocery store should function during these times of pandemic and what marketing strategies should it follow to maximize customer satisfaction. The internal and external factors that affect the operations of the retail store including the pandemic are thoroughly discussed and also how Lidl GB maintains its quality and based on this rigorous analysis.It has been found that Lidl GB should follow and implement Relationship Marketing Theory and CRM to maintain its quality and provide ultimate satisfaction to customers. Relationship marketing is the process that Lidl GB can use to identify, establish, maintain, enhance, and terminate relationships with customers and other stakeholders. However, CRM is a technology that is also being used at Lidl Gb and the solutions provided by CRM make the company have clear visibility of every opportunity that is about to come and will give a lead by showing a clear pathway towards success. Quality management implementations at Lidl GB during these high times of pandemic will bring long term benefits for both employees and the customers. The qualitative data collection method is used to collect necessary data and the research is based on secondary data. The findings and conclusion of the report clarify the main aspects of the research. The last part provides useful recommendations to improve the problems which were revealed during the research.
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[bookmark: _Toc58856633]Introduction:
[bookmark: _1fob9te]The retail industry contributes to the economy of the country big time and it plays a significant role in bringing growth in the economic system (Craven, 2018). But unfortunately due to Covid-19 the results of growth were decreasing and people were only buying what they needed. This wave hit Lidl GB as hard as it hit any other retail store especially the ones which did not have any online presence.
Many businesses closed down because there was a decrease in the sales and the profit margin went to 0 there were very few customers that too with changed behavior due to the ongoing situations all over the world (Shaikh et al., 2018). This lead to more competition in the market between the retail stores to win over the customers and build stronger relations with them like never before.  Lidl GB in these times of crisis took necessary precautions and made strategies that may benefit both the customers and the organisation. Thank God for its online presence that made things easier. During these hard times, Lidl GB managed to increase their business performance which eventually turned out to be a success and more customers were willing to purchase from Lidl GB than any other retail store to save some money and get better deals on the grocery after availing the discounts Lidl GB had to offer their customers.
Lidl GB is proud of providing high-quality products to the customers at the lowest price (Baran, and Galka, 2016). They work closely with the suppliers to make this possible. Lidl GB also encourages local suppliers and source approximately 2/3 of their products from Britain.
Lidl GB was originally founded in Germany and now it has become one of the leading food retailers in Europe. Over time, the dedication and hard work of the employees helped Lidl GB grow not only physically but digitally as well(Payne, and Frow,  2017). Customers can also order their groceries online and they are delivered to their doorstep in as little as 1 hour by their partner Buymie. Lidl GB has many partners which they consider as their friend who not only provide services to the organisation but also give exclusive offers to their customers (Naidoo, and Gasparatos, 2018). Buymie is one of the partners which allow Lidl GB customers to do their grocery shopping online and provide on-demand deliveries. 
Prices at Lidl GB are also cheaper than many other stores in Britain (Cambra-Fierro et al., 2017). It has now become the most favorable and discounted supermarket which not only offers local products but also a wide range of branded products which are available at a lot cheaper price than other stores.
[bookmark: _Toc58856634]Company Background
Lidl GB is a grocery store that launched its store in 1994 for the first time in Great Britain and after 25 years, it now has over 800 stores functioning in thirteen regional distribution centers (Ahani et al., 2017). Lidl GB employs more than 23,000 people from all over Britain who are not only dedicated to providing the best customer-centric services but also to make healthy relationships with customers to provide them with the best services in their grocery shopping experience at Lidl.
Over the years Lidl GB opened several regional distribution centers in many locations along with its bakeries which were first launched in 2011. Lidl GB also introduced Personal Welfare Consultant (PWC) for the welfare of its employees and in 2007 it implemented new technologies of energy savings.  Lidl GB has a broad background with several new technologies and implementations that are filled with ith innovation. Recently the retail store has celebrated its 25th anniversary.

[bookmark: _Toc58856635]Aalysing Lidl’s Internal and External Business Environment (700 -800 words)
[bookmark: _Toc58856636]PESTEL and SWOT
Internal Factors
The internal factors comprise of the factors that are within the company which may affect the operations and processes of the company. Many organisations are dramatically affected by the unexpected change brought by COVID-19. The needs and interests of the customers and the risks and opportunities that it faces are affected too (Ahani et al., 2017). CRM has some important aspects which will help maintain customer's trust in Lidl GB and will provide customer retention for a lifetime.
1. The Role of Leadership
The company culture and strength depend on how the leaders are dealing with uninvited situations. Leadership must be strong and leaders must act effectively to meet the objectives.
2. Value of Employees
The lives of staff members are also at stake and need careful security (Verma et al., 2016). For this the store needs to stall sanitizers and put masks on every counter for the staff and SOPs must be followed.
3. Strategic Risks
These risks arise due to the change in the environment. Since Covid brought an unexpected change in the whole world it has also changed the way businesses run. This factor can pose threats as it may alter customer’s perceptions about the company.
4. Financial
One of the major internal factors that get affected is the finance area of a company. Due to Covid-19 prices have gone high for everything and that is why Lidl GB had to revise its journals as well.

External Factors
External factors that may affect the store’s operations are economy, competitors, customers, weather, and also Covid-19. These factors are affecting the store in many ways (Verma et al., 2016). The competitor is offering a similar product at lower prices, deliveries are sometimes delayed, orders get canceled, people return the products, prices are increased in the international market as well as the local market, people are buying in bulk which is resulting in a shortage of supplies, etc.
With this app Lidl, GB has made it easier for the customers to track their order and get full details without any fuss. It has introduced:
1. Digital receipts:  Where customers can get the receipt of their purchase on phone. In this way, they will not be exposed to the virus by touching anything. 
2. Plus partner offers: Lidl GB has a strong partnership with various brands that offer exclusive discounts and benefits to the customers this way they will not have to spend more in these times of crisis.
3. Plus Leaflets: New offers, new products, events, and all the latest information from Lidl GB is available on the app for the customers through leaflets and digital magazines (Payne, and Frow,  2017). It will be easy for customers to get the knowledge of the store’s insight.
4. Plus a Digital card: Lidl GB has made the payment methods easier for the customers by launching a digital card option in the app where customers can just scan the QR code without fussing about an actual paper card (Gummesson et al., (2017). (
Source:
https://www.clipartkey.com/view/xiTwxJ_happy-customers-icon-customer-satisfaction-png/
)







[bookmark: _Toc58856637]Customer relationship management (CRM)
[bookmark: _Toc58856638][bookmark: _Hlk58855911]Why CRM matters to the business?
To make the business last longer you need a strategy and CRM is the perfect strategy for the future (DallaPozza et al., 2018). It enables the company to have a clear overview of the customers. It helps the company to meet its targets whether they are for sales, business objectives, and profitability by getting up to date with the appropriate information that is needed for continuous improvement (Hoboken et al., (2018).
 (
Customer Satisfaction
Customer Loyalty
Business Performance
Understand customer
Deliver value
Behaviour and attitudinal loyalty
Increase in revenue, customer’s tenure and customer’s share
)Marketers often use CRM to understand the sales process and the prospects that are about to come in making it easy to see right through the future (Cambra-Fierro et al., 2017). The solutions provided by CRM make the company have clear visibility of every opportunity that is about to come and will give a lead by showing a clear pathway towards success.






There are no second thoughts to the theory that high customer service is a success to any kind or any type of business in the world. You just have to be persistent and quality can never be compromised.
[bookmark: _Toc58856639]Customer Engagement and Satisfaction
[bookmark: _Toc58856640]Service Management
Due to Covid-19, it has been difficult for the companies as well as for Lidl GB to keep up with the previous and given the circumstances, it was necessary to establish new ones (San-Martín et al., 2016). These new strategies are based on 5 dimensions of the service system that came in handy and have been so useful ever since the store started working on them. Lidl GB can focus and get to know the real insight of what are the customer's up to and what are their feelings given the circumstances. 
 (
Source: 
https://blog.kinesis-cem.com/2014/06/19/servqual-model-a-multi-item-tool-for-comparing-customer-perceptions-vs-expectations/
)Five Dimensional Service Quality










Through services, the store can build value for the customers by fulfilling their expectations and providing what they want. This is how the store will retain the customers and it will be a good source for word of mouth marketing as many customers share their experience with their friends and family which will result in more customers and a boost in sales (Cambra-Fierro et al., 2017). Customer satisfaction can be increased by taking care of the following aspects during the pandemic:
1. Tangibles
The appearance of physical facilities is a must for the people visiting the store such as masks and sanitizers.
2. Reliability
The products offered at the store must be reliable as people have become sensitive due to covid and want to spend less on a good quality product.
3. Responsiveness
The store must be responsive to customer’s queries and complaints and should communicate all the safety measures regarding Covid.
4. Assurance
The staff members must have a firm grip on the knowledge of the services being provided and must be well trained.
5. Empathy
The store staff must be caring and helpful towards the customers.

 (
Doing the job right the first time
Managing customer contacts effectively
Maximizing satisfaction and loyalty
)


Customer satisfaction can be gained by providing the best services at low prices, innovative products, and customized solutions for the customers as per their convenience and needs.
The year 2020 has been tough on every organisation all over the world and will be remembered as the year that changed the world completely. COVID-19 has changed the perceptions of the people for almost everything (Cambra-Fierro et al., 2017). People have started to believe in the “Less is more” theory and are extremely sensitive to the way a business operates. Even when the pandemic will be over, things will never be the same again as this is the new normal as per everyone in the world and people have started living just fine with it. Not only the existing internal and external factors had a strong impact on Lidl but COVID-19 had the strongest of them all. In these situations, how can Lidl GB function, and what strategies can help this organisation to increase customer satisfaction to survive in the time of crises and eventually help it to succeed? 
[bookmark: _Toc58856641]Quality Management
During the pandemic, it has become extremely necessary for the companies to produce products that are high in quality but due to the current situation when factories are being shut or only 50% of employees are showing up to work it has become difficult for the organisations to maintain their quality (Morgan et al., 2019). For an Organisation like Lidl GB which has mostly perishable products and the products that have a minimum shelf life, it is important to select the right products and for this, the following things should be kept into account:
1. Stocking less variety of products to avoid waste. 
2. Offer one type of product
3. One-stop shopping for a large variety of product 
4. One product area.
5. Combination of a virtual and physical store 
Lidl GB stocks well-known products from around the world that eventually become a guarantee for quality but it has now become a challenge due to the ongoing situations around the world as some countries are in lockdown. Somehow, Lidl GB is managing to get the products although the supply chain process is slow they are ordering in advance to get the products on time because if the brands are premium they ask for premium prices as well which may increase the cost of the supply chain process as well (San-Martín et al., 2016). For this type of situation, Lidl GB offers additional services to the customers such as quick delivery, discounted delivery, or sometimes free delivery on bulk orders. This strategy will also build a strong customer relationship with the company and increase customer satisfaction. This will create a positive impact on the customer and customer retention will also be increased as it will make it difficult for the customer to switch to another provider. 

[bookmark: _Toc58856642]Principles of Quality Management
Lidl GB is always working on making continuous in its products. Such as the retail store is taking care of Campylobacterwhich is the most common cause of food poisoning in humans and many other factors with the help of the facts stated under these 8 principles of quality management (Briedyte, 2014).

 (
QUALITY MANAGEMENT
Continuous Improvement
System Approach
Leadership
Supplier Relationship
Process Approach
Involvement of People
Factual Approach
Customer Focus
8 Principles of Quality Management
)












These are the 8 principles that resulted to be the 8 pillars on which the process of Quality Management of Lidl GB is standing.  This process works in many areas and is very effective for all the other areas which influence the company's performance. Such as:

1. Product Quality
This is the most important part of the quality management system at Lidl GB as this is the factor that makes customers want to come back. Product quality has been the top priority for any retail store and at Lidl GB it is surely the most critical part. Lidl GB outsources the products from many suppliers around the world and quality management is essential to make sure that the products are of superior quality which not only meet customer satisfaction but exceed it in many ways and customer would be eager to come back in the future (Siva et al., 2016). The tools that are used for the process of quality management ensure the changes in the system which results in providing the best products and services of superior quality to its customers. Total quality management and six-sigma are two processes that have a common goal to deliver high-quality products and that is the core process at Lidl GB.
2. Customer Engagement
Customer Engagement plays a vital role in building good customer relationships. Lidl GB is always on the verge to get customers to feedback in anyways such as the employees at the cash counter are directed in a way that they always have a little chat with the customers about the services and the quality of products during billing to keep them engaged so that the customer won't go anywhere else(Briedyte, 2014). A customer is satisfied only when he/she is getting their desired products and services and if one customer is happy and becomes loyal to the brand then it'll bring more customers along with him (Siva et al., 2016). Getting feedback from customers is a common process at Lidl GB which makes the store shine even brighter than other grocery stores.
3. Reduced waste and inventory
The process of quality management also includes a good relationship with suppliers. The process makes sure to order only the quantity which can be sold or consumed in one day. As Lidl GB is a grocery store and it mostly deals in products that are perishable and have less shelf life (Gummesson et al., 2017). The right amount of only the high-quality products that are required from the trusted suppliers helps Lidl GB to control its wastage and ensure that the profit is rising.
4. Increased revenues
The quality management process at Lidl GB ensures that it removes inefficient and lousy processes in the system and build a good reputation for the grocery store in front of the customers and also in the eyes of the suppliers as it is necessary for ensuring the loyalty of both customers and the suppliers for the smoothness of future business with the two(Gummesson et al., 2017). The quality management process at Lidl GB increases the productivity of the employees by arranging different training sessions that give them a brief bout how to deal effectively with the customers and as a result, it attracts more customers. These aspects have a positive effect on sales and increase the profit margin. 
5. Teamwork
Teamwork is essential for any organisation and if the employees are on the same pace, it makes a whole lot of a difference. At Lidl GB all employees are a team and are interlinked with different departments (Payne, and Frow,  2017). This is due to the effective training programs arranged under the quality management process. Close coordination among the employees is vital for any organisation
Quality management implementations at Lidl GB during these high times of pandemic and when Covid-19 in being extremely bad it will bring long term benefits for both employees and the customers and it makes sure that the sales are moving in the right direction with high-profit margins (Fernandes et al, 2017). There’s only one drawback to this process is that it is very lengthy and time-consuming and it requires dedication from the employees to achieve all the targeted goals.
[bookmark: _Toc58856643]A system that supports the Quality Management Process at Lidl GB
The coronavirus pandemic is the most life-threatening crisis the world has ever seen before. Lockdowns everywhere, businesses shut down, and many other decaying factors hit the economy of the countries all over the world in no time. Not only this but it also made disruptions to the supply chain as there were empty shelves at the grocery stores because people were scared and were hoarding on items for days.  In times like these Lidl, GB needed to be able to respond to this change in an effective way and it surely did it best (Morgan et al., 2019). For the first few weeks, it was difficult to handle the situation as it seemed to change daily due to the serious measures the government was taking to combat the spread of this deadly virus which had ripple effects on the behavior of people not only this but their feelings were changed. This was the time when Lidl GB decided to adopt relation marketing which turned out to be the best decision they could make in times like these (Verma et al., (2016).
Relation marketing is the most effective system that supports Lidl GB to maintain its quality management process. It has principles that are highly compatible with the customer’s needs and demands. Keeping in mind the situation that is going on around the world, it takes care of the feelings and emotions of the customers and works by that (Morgan et al., 2019). Relation marketing mainly focuses on building a relationship with the customers than transactions it is more people-oriented which has helped Lidl GB to deal with customer's likes and dislikes m0re effectively. It creates value for customers and it is not only focused on the traditional customer market but also on multiple marketing domains.
Profit can be achieved by making changes and quality improvements in the most crucial parts of the business such as the products and services that are being offered to the customers(Verma et al., 2016). The quality of these two can never be compromised and they both need continuous improvements. Other things require quality improvements and that is the people at Lidl GB, the business process, and the environment as a whole.
Quality management breaks down into three main processes:
2. Quality planning
3. Quality assurance
4. Quality control
These factors depend on each other (Verma et al., 2016). Let's suppose if the planning is not done correctly the other two processes will collapse but even though how much they depend on each other, they operate individually as effectively as possible.
1. Customer satisfaction
With the quality standards of the product, they expect only then they will be completely satisfied. If the quality is not as per the expectations of the customer, it may result in a bad relationship.
2. Prevention
Mistakes can be more expensive so to avoid mistakes while delivering quality to the customers, it is better to prevent them beforehand.
3. Management Responsibility
During these times, it is the responsibility of the management to keep an eye on the quality management process to make sure that the customer is getting their desired quality product at Lidl GB. The responsible team can improve the quality standards but it is up to the management to provide the same standards to the people who are continuously working for the improvement of quality on day to day basis.
4. Kaizen Technology
Kaizen is a concept about the improvement of reduced cost and ensuring that the performance is consistent.
It is important to look into these factors to provide the most satisfactory products and services to the customers and during this pandemic, Lidl GB needs to provide the best services to its customers keeping in mind their changed behavior and the value proposition they require from the brand(Verma et al., (2016). Low prices and discounted offers are what attract the customers more and Lidl GB is taking all the measures to provide the products at discounted prices with the highest quality possible.
[bookmark: _Toc58856644]Relationship Marketing
[bookmark: _tyjcwt]Relationship marketing is the process to identify, establish, maintain, enhance, and terminate relationships with customers and other stakeholders (if necessary) (Payne, and Frow,  2017). This is done by the fulfillment of promises and mutual giving at a specific profit margin so that all the objectives proposed by the involved parties are met (Bergeron et al., (2002).
Social Media has become the most significant platform to maintain relationship marketing and it already had an everlasting impact on CRM and Relationship marketing (Craven, (2018).
· Relationship marketing focuses on long term
· Its goal is customer retention rather than just making sales
· Customer service is the highest priority
· Emphasize on keeping in contact with the customers frequently
· Customer interactions are based on trust and cooperation
[bookmark: _Toc58856645]Relationship Marketing Strategy
 (
Source: 
https://www.iedunote.com/7ps-of-marketing
)Many factors influence customer satisfaction such as the 7 P's of marketing which includes:







1. Product (Product quality and quantity)
Create a product that is high in quality and satisfy the needs of customers. Lidl is determined to provide the best and low-cost products to its customers which is a top priority for any buyer during the pandemic.
2. Price (Not too high not too low)
From a customer’s perspective, price is the most important factor (Hollensen, 2019). In every survey, if there is a question regarding the prices, customer’s feedback will always be in the context to reduce the prices even more. This shows that a customer is always sensitive about the prices. Lidl GB offers various discounts and coupons for its customers to provide them with the ultimate shopping experience at the lowest prices possible.
3. Promotion (Special offers, discount coupons, etc.)
Discount offers and promotions are always useful when it comes to gain customer’s attention (Gummesson, 2017). A company must benefit its loyal customers by offering something in return as it is the customer who is responsible for all the profit a company gains.
4. Place (Product availability, convenience)
The presence of a business is always noted. It should be located at the most convenient location for which the customers do not have to go the extra mile. This is not good for the long run (Steinhoff et al., 2019). So, it is better to locate the business at a place that is not far from the reach of the customer.
5. People
The business must consider the people and their needs. These people are staff members and customer relationship managers (Payne, and Frow,  2017).  Due to Covid-19, They are also affected and their security is safety are a must.
6. Physical Evidence
Service quality should be up to the mark. The employees must be trained to give better quality service to the customers for the customers to return for the hospitality of the staff also (Verma et al., 2016). If employees are rude to the customers, then no matter how good quality the product is, the customer will never come back as he/she s always very sensitive to the respect given and the facilities of after-sales services should also be provided to the customers.
7. Process
The process includes the focus on customers and special orders from the customers should be taken care of. Some customers may order products that are not present at the store (Grönroos, 2017). It is the responsibility of the store to make arrangements for that particular product to satisfy the customer's need and demand.
[bookmark: _Toc58856646]Recommendations
Following are the recommendations based on the internal and external environmental changes that Lidl GB can follow during the Covid-19 pandemic and after to get more benefits and customer retention:
1. Relationship Marketing should also be applied to prompt deliveries of the products as the future in this pandemic is unpredictable and will also be useful when the pandemic is over.
2. Online feedback forms should be introduced to interact with customers more and get customer insights on daily basis to improve the services accordingly.
3. CRM should also be focused on maintaining healthy relationships with the suppliers as they are also a part of the store and it is necessary to satisfy them to get the most out of the services they provide.
4. Lidl GB can make its social media appearance stronger by making a Facebook page or Instagram profile to get even closer to the customers (Siva et al., 2016). It will be useful for the store to get to know the customers even more.
5. The store can also introduce some products that are highly useful and beneficial for the customers such as black seed oil, immunity booster kits, etc (Payne, and Frow,  2017). This will make the customers even more interested.
6. Following are some of the main aspects that will help Lidl GB build a better customer service experience which enhances the chances of customer retention.
· Know the insights of the customer about what they like and dislike.
· The management’s interest in customer focus concept
· Recruitment of good employees
· Training the employees for good customer services and rewarding them for their performance.
· Develop the standards of quality and also of performance for the employees to follow.
· Always stay in touch with customers through different programs of promotional offers.
· Make arrangements for continuous improvements.
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