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This report will analyse the critical factors on, and how 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. The report will includes a brief description of the organisation Pret a Manger, the internal, and external, factors that influence the organisation, as internal a SWOT analysis will be done to identify the factors, as external, a STEEPLE analysis, will be done to identify the factors. The relevant key marketing theories explained and applied to the chosen organisation. The Customer Relationship Management model, that is the process of managing interactions with customers, from the past or potential future customers. Customer Behaviour model, that is the study of how people make their decisions when they make their purchases, and it helps businesses and marketers take advantage of and understanding the behaviours of their customers, and that way predicting how and when a consumers will make a purchase. Customer Experience model, this tool used to track customers movements, through different touchpoints within an organisation. Customers’ Expectations, that are a set of behaviours or actions that entities anticipate when interacting with an organisation. Product and Services Strategies, that consists of selling the right target audience, the right products or service. Service Quality Gap Model, being the purpose of this model, to recognise the gaps that exist between customer expectations and the actual services that are provided at the different stages when delivering the service. 
2. Introduction of the organisation
Pret a Manger is designed as a high quality retailer coffee, ready-to-eat sandwich shop, it was co-founded by Julian Metcalfe and Sinclair Beecham, it opened the first shop in 1986, in Victoria, London,  it has franchised to other countries in the world over the years , United States, Hong Kong, China, France, Germany, Denmark, Dubai, Switzerland and Singapore. In 2016 an all-vegetarian branch opened in Soho, London. In 2018 the company was sold and became a subsidiary of JAB Holding Company; it was sold for 1.53 billion pounds. Pano Christou is presently the CEO of Pret a Manger. The company aims to serve freshly made food and good organic coffee, by making their handmade food, in every branch’s kitchens throughout the day and what doesn’t sell at the end of the day goes to charity. Pret a Manger is an organisation that is customers focused, customers come first is their moto. Like most of the organisations worldwide, Pret a Manger was forced  to closed its door to the public, by government imposition, on the 20th of March 2020, when the country entered its first lockdown and in the process forced  to be closed for a considerable amount of time. (Pret, 2020)  
There are certain factors that can influence an organisations performance, external factors, that are uncontrollable, like the Covid-19 pandemic, the economy, political factors, organisations competitors, the customers, sometimes even the weather. The there are the internal factors, that are controllable by an organisation, like the staff, the company culture, certain processes, and the financial status.

3. SWOT ANALYSIS 
(Internal factors)



SWOT analysis is a technique used for strategic planning, and it helps organisations or people to analyse and identify the strengths, weaknesses, opportunities, and threats related to an organisation, it helps when competitors need to be analysed, can be used for personal purposes  or when planning a project. The SWOT framework was developed by Albert Humphrey, a management consultant, during the 1960-1970’s. It was first called SOFT analysis and later transformed to SWOT. It is normally used to help analyse, when risks need to be taken in an organisation, what is being done well, what problems needs to be changed, what is missing and helps to transform any changes that need to be made, improve the success of the organisation. SWOT means Strengths, Weaknesses, Opportunities, and Threats. (Sarsby, A. 2016)
The strengths for Pret a Manger are, it is a credible brand, with an extensive variety of food and drinks, the organisation has its loyal customers, and it is mainly an organisation that is customer focused. The weaknesses before pandemic were that all shops were constantly overcrowded, the quality of the coffee that not everybody likes, now after pandemic is the fact that most of the offices are closed, and many people are working from home, that causes for less customers, many customers also have less buying power, high priced drinks and sandwiches. Their opportunities are that they are constantly changing their menus to be more appalling to the customers now post lockdown they have created a Coffee Card YourPret Barista, where customers can have up to 5 drinks a day, for £20 a month, they have now in certain shop delivery options and the click and collect option. They also introduced the Pret Dinner, with warm up at home products. The organisations Threats now are that due to the lockdown, many shops closed or remain closed in certain areas. There has been a big food fall, customers do not buy so much as before, and the lack of customers and tourists.

4. STEEPLE ANALYSIS
(External factors)

STEEPLE analysis is a common and basic strategic management approach that studies an organisation, external environment. It is based on the PEST analysis approach, but with additional environmental, ethical, legal factors added.  It is used to analyse the external factors that influences an organisation’s development and its success. Its is also a variation of the PESTLE analysis. (Perera, R. 2017)
Pret a Manger STEEPLE analysis:
SOCIAL
Demographics, many people are working from home, and most live in the outskirts of the cities, and most of the Pret a Manger shops are strategically located either in high streets or near office buildings, this will have an enormous impact. Tourist, there are no people travelling because of the travel restrictions imposed by the government because of the Covid-19 pandemic, Pret a Manger was popular for tourist, as they can eat well, for a reasonable price. 
TECHNOLOGICAL
New products introduced and different ways of buying the products are now being announced on Social Media or via email. They have an option of Click and Collect, getting free delivery through Uber Eats, Deliveroo and Just Eat. 
ECONOMICAL
The economic recession that the country is facing, due to Covid-19 global pandemic, will affect most of the coffee shops and restaurants, they will have less customers, because most people that work in offices are presently advised to work from home, or because they can only buy for take away. Also, because of all these factors, the crisis brought more unemployment, and people do not have the same buying power as before. Soon the Brexit - trade tariffs will play a major role in the economic sector. 
ETHICAL
Business ethics, Pret a Manger practice good business ethics, the organisation tries to do the right thing both towards their employees, there is no age, race, or background discrimination, but mainly toward their customers. 
Reputation, it is an organisation with a good reputation, especially among customers.

POLITICAL
The factors that will affect the political part of the organisation, post Covid-19 pandemic, will be if there are availability of government grands, the unemployment, Tax (VAT) changes. And as of 1st of January 2021 the new Brexit - trade tariffs will have a big influence, because products are imported from European Union countries. Custom control to move goods and products from and into the UK.
LEGAL
Employment legislation – the organisation is extremely focused on worker’s rights, they are anti-discrimination, and anti-harassment. Health and Safety has a big concern in the organisation. The government imposed distancing rules, the mandatory use of face coverings when in closed spaces, track, and trace system when people are dining in, that leads to less customer in the shops. 
ENVIRONMENTAL
Pret a Manger is an environmental focused organisation, the company started in 2018 giving 50p discount to customers with reusable cups. They are recycling their takeaway cups and transforming them into notebooks. They started reducing the use of plastic bottles, by installing water fountains in their shops. Shutting down freezers at the end of the day and close their shop doors to cut energy consumption. Kitchens are run by powdered wind, solar and hydroelectric energy since 2015. Pret a Manger is one of the first members of UK Plastic Pact. They have cooperated responsibility programs and help feed the homeless.
(Pret, 2020) , (Why is Steeple analysis important to a business? - Google Search, 2021)

5. Key marketing theories applied to the organisation

5.1. CUSTOMER RELATIONSHIP MANAGEMENT MODEL


CRM (Customer relationship management) is the process of managing interactions with customers, past or potential future customers. In 1983, Tom Siebel designed the first CRM product, and became popular in 1997. 
The CRM system can include platforms that are built to manage marketing, sales, customer service, and customers support, all these connected can help organisations to work more efficiently. With a CRM system, businesses can analyse customer interactions and improve their customer relationships. It keeps the interaction more personal with the customers, and with more meaning. Organisations cannot function if they do not understand their customers and helps to have a positive relationship with them, it provides and support in marketing, sales, and customer service. CRM system helps the organisations to build their customer relationships and modernise the processes so they can increase sales, improve customer service, and increase their profitability. 
A Customer Relationship Management (CRM) system helps to manage the customer data, and it supports the sales management, it delivers more actionable insights, it integrates with social media and simplifies team communication. It can help making the negative into positive. It ensures that customer needs are managed. It will help organisations, keep their customers, because they will be loyal and in return make profit. 
There are 3 types of Customer Relationship Management, strategic – that aims to win and keep profitable customers , operational – that focus on selling, marketing and customer service, analytical – when they use strategic or tactical purpose to get to know their customers. 
Pret a Manger, open their shops after analysing, their pretended customers demographics, their needs, what are their priorities, the common interests of their customers, behaviours are held in consideration, all this is done through a thorough study, by the marketing team, that helps them to understand the organisations target audience, and where it will be more profitable to open their shops. The impact that the unexpected situation brought upon the organisation, made them target their customers in different perspective. 
Touchpoints - Corporation Perspectives
Various forms can be used nowadays to stay in touch with the customers, physical stores, sales representatives, field service technicians, direct mail, email, service centres, customer services, smart phones, web, computers. Customers can feel loyal, valued and satisficed when corporations get in touch with them, but corporations do that to get a better understanding of their customers, they mainly do it to collect their customers data and store it in their systems. This is the way that corporations know their customers needs and see it as an opportunity for future profit. (Schrader and Schrader, 2021

5.2 CUSTOMER BEHAVIOUR MODEL


Consumer behaviour theory is a study of how people make their decisions when they make their purchases, and it helps businesses and marketers take advantage of and understanding the behaviours of their customers, and that way predicting how and when a consumers will make a purchase. Customer behaviour model was created by Martin Fishbein and Icek Ajzen in the late 1960s, the “Theory of Reasoned Action” centres its analysis on the importance of pre-existing attitudes in the decision-making process. The fundamental of this theory speculates that consumers will act on their behaviours and is based on their intention to create or receive a certain outcome. 
Customer behaviour depends on personal choices, when it comes to buying or choosing certain services, and these factors, must be considerate when doing promotions. Through feedback and reviews, organisations can be aware of these factors, there are constant changes in customers behaviours and their choices. Other factors that have impact on the customers behaviour are cultural influences, certain forms of beliefs, will influence their way of buying, social influences, social classes and family, also price, inconvenience, service failure, or response failure to solve a problem when encountered. There are certain personal dominants that can influence the customers behaviour, like internal personal factors, customers personality influences their behaviour. (The Customer Code of Ethics: The Seven Beliefs of a Great Service Attitude - The 360 Blog from Salesforce, 2021)
After the breakout of the pandemic Pret a Manger, changed some of their customs, to be more adaptable to the new reality of their customers, they changed their operating hours, introduced a delivery system, started selling coffee beans, through Amazon and also at Waitrose.so that their customers, could still have access to their products. They started to email their customers, about the changes and keeping them up to date on the changes, has they rolled out.            (Pret, 2020)
5.3 CUSTOMER EXPERIENCE
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Lou Carbone, was the person who came up with the term “customer experience” and is considered the father of the experience movement, CEM can be related to the customers mapping journey, a concept that was founded by Ron Zemke and Chip Bell. Customer journey mapping is a tool used to track customers movements, through different touchpoints with an organisation.
Customer experience is also known as CX, it is the customers general insight of their experience with an organisation or brand. CX is the result of every contact a customer has with an organisation, from navigating through a website, to talking to customer service and receiving the product/service they bought from you. The strategy must be useful, usable to be successful, the customer must enjoy the experience.  
The difference between customer service, which is reactive and customer experience, which is proactive, is that while customer service is focused on human interaction and directly supporting the customers, customer experience is the sum of the entire customer journey with the organisation. Customers beliefs and feelings must be taken in consideration; their future buying depends on their overall experience.  (Principles of good customer service | Business Queensland, 2021)
At Pret a Manger, all employees are trained to do the right thing all the time, if a customer complaint, the customer is always right. There is a rule called the 3 B’s, Be Kind, Be Honest, Be Generous. (Pret,2020) The organisation has perks for returning or deserving customers, that is called Joy of Pret, employees are allowed and can give free drinks or any other item from the shop to make customers happy. This leads to customers being happy, loyal and that way become returning customers. (Pret,2020)
Many customers after returning to the Pret a Manger shops, post first lockdown, expressed that what they missed most was the way, they are treated in the shops, whenever they came for coffee. Leading to believe that the positive experience, they get from coming to the shops, are appreciated. 

4.4 CUSTOMERS EXPECTATIONS
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The structure of this theory was developed and written by Richard L. Oliver in 1977 and 1980.
The customer expectations are a set of behaviours or actions that entities anticipate when interacting with an organisation. Customer expectations are created in the minds of the customers based upon their individual experiences and what they have learned, combined with their previous experiences and knowledge. Customers will have both explicit and implicit expectations regarding a product or a service, which they have purchased before or a service that they have experienced before.  You can’t achieve success in an organisation without winning over your target audience, that is why understanding customer expectation is so important. Customer expectation refers to what the customers want and the needs of the people you want to attract to buy your products or services and it mostly it often includes understanding customer service. A want is simply something that we’d like to have for whatever rational or irrational reason. Expectations are the anticipating the circumstances of a purchase. Needs, wants, and expectations are the key motivations that drive the customer, or any person.
There are important things to take into consideration, to manage customers’ expectations, during though times. You have to be truthful, adapt and make sure that the customer service is well prepared, as an organisation you have to be flexible and listen to what the customers have to say, customers come first above everything else. Organisations must have in mind that there are various factors that can influence customers expectations. The customers previous experience, either with the organisation or with other organisations, so the communication always must be clear and honest. Organisations must capture customers loyalty. An organisation must monitor their target customers. 
Expectations theory must attempt to predict what short-term interest rates will be in the future based on current long-term interest rates. 
There are different levels of customers expectations, the ideal, normal, based on experience, acceptable, minimum. When something is expensive the expectation is high, but if something is cheap, the expectation is low. The customers’ expectations are mainly going to depend, most of the time on their trait personality, many customers are very hard to please. It is important to understand an organisations customer, and in collaboration and engaging with the customers, to improve and meet their expectations. It is also important to have in consideration, how the competitors are doing it.





5.5 PRODUCTS AND SERVICES STRATEGIES



Booms and Bitner, 1981, proposed the 7Ps model, this was proposed to be appropriate for services marketing. 
Product strategy consists of selling the right target audience, the right products or service. The price, new products, packaging design, brand names, research and development are part off the product strategy. The aim of this strategy is to produce goods or services, that will meet the needs of the consumers. 
What is product strategy?
When an organisation has a defined strategic plan for their products, it helps the organisation to target the right market or consumer.

What are service strategies?
Service strategies aims to identify the viewpoint of an organisation, their plans or identify the trends among consumers, so that they can implement the right decision for a better business outcome. An organisation needs to seize the right opportunity to introduce or on how to provide their services. They must recognise the tangible and intangible aspects of the products, from the point of view of the customers, according to their needs and experience. 




[bookmark: _Hlk61372917]An organisation always must have in consideration that they exist and that their success depends, because of their customers. There is certain ethical behaviour that an organisation should have towards their customers, an organisation must be transparent, honest and build an open relationship, with their customers. When an organisation misleads, deceive or practice unethical behaviour towards their customers, the organisation will start having a negative image.
Beliefs of great service attitudes: organisations exist because of customers, understanding that customers are the future, treating customers the correct way, listening to the customers, work hard to solve any problem that might occur, always maintain positive attitudes, do the right thing at all times.
When customer needs are met, the organisation will have in return, higher customers satisfaction.








5.6. Service Quality Gap Model 
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SERVQUAL (service quality gap model) is a gap method that measures the quality of the service, this tool can be used by Product Manager all organisations. The An organisation always must have in consideration that they exist and that their success depends, because of their customers. It is the difference between what is expected and what is supposed to be. Parasuraman, Zeithaml and Berry recognised the five-service gap and divided them into two groups, the organisation, and the customer. (Quality Management - Understanding How Quality Management Works, 2021)
The way that customer expectations can be met, and the gap closed, are:
1. Learning what customers are expecting – an organisation needs to understand what the customers are expecting, by improving the way management and employees communicate, and then putting into action the information obtained.
2. Establishing the correct service quality – establish and implement customer driven standards, providing feedback and measuring the performance. Rewarding employees and management teams. 
3. Ensuring that standards are met – by clarifying, training, prioritising, eliminating conflict, and reward the system.
4. Ensuring what is promised is delivered – making sure that whatever is advertised is done, by involving the all organisations teams, standards can be met.
Organisations has to listen to the customers, ensure that organisations teams know what is expected of them, the organisations putting themselves in the customers position, implement changes in the organisation to narrow the gap, and understand the whole process. (5 Ways You Can Meet Customer Expectations and Close the Gap - Dixa, 2021)
Organisations need to have a good quality system process, to meet the customers’ requirements and to maintain a good customer relationship, especially in times of crisis, like the Covid-19 pandemic. To achieve this an organisation needs to set certain quality targets and have the customers collaboration. The organisation needs to be customer focused, have an excellent leadership, engage with their customers, have a good approach process with their customers, they must show evidence when making decisions and have a great relationship management. The organisation needs to build a strong relationship with their customers, by thanking them and promote positivity, be friendly towards them, and create a helpful environment, to make sure that they give a good impression. Happy customers will return more often and even spend more if they feel welcome and valued by an organisation. (Principles of good customer service | Business Queensland, 2021)
Applying this thought to the organisation, Pret a Manger, that are totally customer focused, and their decisions are made according to their customer’s needs, and the go above and beyond to meet their customers expectations. And post first lockdown it was visible that customers were very happy to be back, and showed it, through  their engagement with the staff of the organisation, regular customers normally have a great relationship with the staff, but even customers that were just passing by, were more engaging, showing their concern for the hard times the organisation is facing presently. The organisation likes to reward returning or even deserving customers, it is called the Joy of Pret, employees are allowed to give free drinks or any other item from the shop to make customers happy. This leads to customers being happy, loyal and that way become returning customers. (Pret,2020)
6.CONCLUSION
In conclusion to this report that analysed the critical factors on, and how internal and external factors including COVID-19 affected or influenced organisation’s quality systems and controls for customers and how the organisations can deal with the new situation  that they are facing, and achieve its business objectives by developing and maintaining good customer relationships.  The report includes, a brief description of the organisation, Pret a Manger, the internal and external factors that influence the organisation, a SWOT analysis was done to show the internal factors, and for the external factors, a STEEPLE analysis. The relevant key marketing theories were explained and applied to the chosen organisation. The Customer Relationship Management model, and the way it processes interactions with customers. Customer Behaviour model, that studies how people make their decisions when they make their purchases, and how it helps businesses and to understanding the behaviours of their customers. Customer Experience model, the tool is used to track customers movements, through different touchpoints within an organisation. It covered Customers’ Expectations, that are a set of behaviours or actions that entities anticipate when interacting with an organisation. Product and Services Strategies, that consists of selling the right target audience, the right products or service. Service Quality Gap Model, being the purpose of this model, to recognise the gaps that exist between customer expectations and the actual services that are provided at the different stages when delivering the service. And covered the quality process system that will help the organisation, maintain its relationship with its customers in the new post Covid-19 era.

7.EXECUTIVE SUMMARY
Internal and external factors, including Covid-19 that affect and influence organisations quality systems and controls for customers and how organisations can deal with the new situation. Pret a Manger is designed as a high-quality retailer coffee, ready-to-eat sandwich shop, it was co-founded by Julian Metcalfe and Sinclair Beecham, it opened the first shop in 1986. 
There are certain factors that can influence an organisations performance, like internal and external factors, that are uncontrollable, like the Covid-19 pandemic, that unexpectedly changed the world. Internal factors, SWOT analysis, that analyse and identify the strengths, weaknesses, opportunities, and threats related to an organisation. STEEPLE analysis is a common and basic strategic management approach that studies an organisation, external environment. 
Analysing CRM (Customer relationship management) that is the process of managing interactions with customers, past or potential future customers in businesses that can analyse customer interactions and improve their customer relationships. It keeps the interaction more personal with the customers. Consumer Behaviour theory that study how people make their decisions when they make their purchases, and it helps businesses and marketers take advantage of and understanding the behaviours of their customers, and that way predicting how and when a consumers will make a purchase. Customer experience is also known as CX,  is the customers general insight of their experience with an organisation or brand. CX is the result of every contact a customer has with an organisation, from navigating through a website, to talking to customer service and receiving the product/service they bought from you. The strategy must be useful, usable to be successful, the customer must enjoy the experience.  The customer expectations are a set of behaviours or actions that entities anticipate when interacting with an organisation. Customer expectations are created in the minds of the customers based upon their individual experiences and what they have learned, combined with their previous experiences and knowledge. Product strategy consists of selling the right target audience, the right products or service. The price, new products, packaging design, brand names, research and development are part of the product strategy. The aim of this strategy is to produce goods or services, that will meet the needs of the consumers. 
An organisation always must have in consideration that they exist and that their success depends, because of their customers. Organisations need to have a good quality system process, to meet the customers’ requirements and to maintain a good customer relationship, especially in times of crisis, like the Covid-19 pandemic. Because when all this is over, organisations will need more than ever their customers to overcome this.
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