
[image: Text

Description automatically generated]

PROGRAMME: BA (Hons) Leadership and Management Skills for the workplace

LEVEL 5 TERM 2

MODULE:  Understanding and Engaging in the Customer Experience

MODULE CODE:  BMSW5103

ASSIGNMENT TITLE:  Organisation’s quality systems and customer relationship management

PRODUCED BY:  Wendell Abels (1812945)

PRODUCED for: Dr Z.  ZOOK

DATE: 11 NOVEMBER 2020






TABLE OF CONTENT

1. Introduction

2. Market Theories


2.1. SWOT Analysis
2.2. PESTLE
2.3. Potter’s Five Theory Strategy
 
3. Quality Systems and Controls for Customers in times of COVID-19

3.1. Seven quality management principles

4. [bookmark: _Hlk56764325]Organisation Quality Processes theories/model/methods to analyse the customer’s experience


4.1. Net Promoter value
4.2. Balance Score card
4.3. Internal audits
4.4. SERVQUAL Model
4.5. Social Impact



5. Critical Understanding Systems Effectiveness in Meeting Customer Requirements and Maintaining good relationships in times of COVID-19

5.1. Adoption Model/AIDA
5.2. Customer Engagement
5.3. CRM Systems- Software



6. Conclusion



7. References




1. Introduction
According to History of Ryanair (2009) Ryanair airline is a low-cost airline and the biggest airline in Europe, with a revenue of more £ 5.39bn. It has 17,000 employees working in all sectors of their operation. Last year Ryanair carried 149 million passengers between 242 destination. It operated 2500 daily flights from 79 bases across Europe and North Africa.  Ryanair operates 1,800 route has a fleet of 470 Boeing-800. Ryanair has won 35-year consecutive safety record and prided itself on punctuality record.
Ryanair was founded in Dublin in 1984 by Christopher Ryan and Liam Lonergan, it started flying in 1985 with a 15-seater Embraer Bandeirante turboprop aircraft from Waterford Rep of Ireland to Gatwick airport London. The Chief executive officer (CEO) is Michel O’Leary.
The new normal is the new phenomenon the world had to in brace at the start of January 2020 which has changed our ways of like. For this report I will be looking at how internal and external factors including COVID-19 affected and influenced Ryanair quality systems and controls for customers and how Ryanair can tackle the new realities while realises its corporate responsivities of developing and maintaining good customer relationships.
First, I will be analysing the quality systems and the control systems they have in place during this COVID-19 pandemic for their customers. Next, I would identify the systems that supports Ryanair quality processes and bring comprehension to the length this systems effectiveness in meeting customer requirement and maintaining good relationship in line with COVID-19.
The quality systems and quality processes I am going to use in this report are SWOT Analysis, PESTEL, Potter’s five theory, Net promoter value, Balance score, Internal audit, and Service qualities.

1. Market Theories
According to Thomas and Gupta (2005) The larger situational transformations through technology advancements and globalism in the last ten years has greatly changed the very way, economically, industrially, traders and purchases is conducted. Companies tries to adapt to these changes by looking at their strong point and their weakness in other to be up to date with the changing environment they found themselves in. These changes are very crucial if they would like to retain their costumers and retain or improve their market shares. The ways these changes are made are by using market theories like SWOT Analysis, PESTEL Analysis and Potters Five Theory strategy. I would use these theories to support my report.
2.1. SWOT Analysis
According to Grant (2020) It created to usher a new horizon, detailed predicated, fact guided approach at the strengths and weaknesses of a firm, its drives, or an organisation. SWOT Analysis is structure accustomed to evaluating a company’s ambitious situation and to planned tactics. It is a facet instrument that helps a corporation to understand its strengths and use it to prepare itself against competitors, at the same recognizing its weakness and try to protect herself from adversaries.  
Strength
Ryanair is a reputable brand in the aviation industry with an effective pricing formular. It is the biggest low-cost airline in Europe and has a reduced airport cost due to the number of passengers it brings to the airports. The media proclaim Ryanair as the most profitable airline in the world. The size of its fleet is also a massive strength to Ryanair because it means it can cover more destinations others can reach.
Weaknesses
Lack of free cash because of acquisition of new fleets. Also, their lack of diversification of the route, 90% of Ryanair destination are in Europe. Basing their business models only on budget travels only. The employee relationship is very low because wage disputes, disagrees with the European union on many policies. Cash restraint due high investment of paying new planes.  The controversial nature of its CEO Michel O’Leary.
Opportunities
The size of Ryanair fleets and capacities present a tremendous opportunity for the airline, meaning the ability to expand to many more markets in Europe. Collaborating with other international airline is forcible and using its website and fleet as advertisement platform for more revenue is a very good opportunity.
Threats
Ryanair has many competitors in the aviation industry, the likes of EasyJet, Fly blue, Jet2 and other international flights that ply in Europe. Recessions and pandemic would heat them greatly because its business is people volume based. European union policies can hinder growth and planning. The advent of faster and more comfortable high-speed trains is a big threat to the firm.

2.2. PESTLE Analysis
Sammut-Bonnici (2015) States that PESTLE Analysis connects the transformations and the aftermaths of the external factors and appraise how organisation structure should change to acclimatize to their environment. It helps to mitigate the impact of the external factors by appropriating measures to explore new business opportunities are utilized, to become competitive around the opportunity created by the changes.
Political
Government can help Ryanair by introducing legislations that will favour tourism there by increasing their passengers’ flow. Government in another country can also enact a law that would affect its passenger trajectory. Internal politics of a country they operate at can bring in proposal in favour to a local rival airline.
Economic
Due the sector at which Ryanair operate they are prone to economic recessions which can impact their regular customers and business customers as well. Rise of aviation fuel can course difficulty to Ryanair cost. Outbreaks of pandemics and civil unrest result to uncertainty to its operation. Example of these issue are the current COVID-19 and 2008 economic recession.
Social
Ryanair did benefit from economic growth of last few year; tourism has expanded to new territories there by given new opportunities to the organisation. Cheap prices have attracted people to embark on journeys they would not be making on a normal circumstance. Low prices have brought people from different demography to fly with Ryanair frequently.
Technology
Technology is the biggest threat to their business because people can decide to conduct their business of a video link rather than fly partners over. They must also make sure that online check-in and the self-service in all the airport they fly from is fit for purpose.

Legal
Involving with legal disputes in different countries and their home county about regulations. Disputes with European Union about the airport regulations. Change of government can also bring about to change in regulation and policies. In 2018 and 2019 they have disputes with their Pilots and cabin crews for work relates complains. 
Environmental
Transport industry accounts to over the quarter of the greenhouse emission, the culprit of global warming and airline companies have been criticising on the contribution to this. The Advertising Standard Agency did slag them off for saying that they are the greenness airline in EU on an advert, and where ordered to take it down.

2.3. Potter’s Five Force Theory
Isabelle et al, (2020) Porter initiated his five forces in 1979 as an insight to an organisations appeal. This theory changed the way industry leaders and businesspeople evaluate their sectors competing surroundings by investigating specified constraints pushing industrial rivalry’s.
These five forces are the best environmental scanning tool because the way its emphasis on the competition, and how the strength of your competitor should not take for granted. Porter’s five force theory will help us to elucidate the environment Ryanair is operating at. The five forces will shade light into the forces of supplier power, threats to substitute, forces of buyers, force of the new entrant. The four force would specify the competitive rivalry Ryanair has.
Threat of Substitutes
This is a small threat for Ryanair because their business segment is low-cost travel, and they are by far bigger than their next competitor. Low-cost airline is capital intensive, and its passenger volume based, the more destinations you can cover the more profitable you will be. On the threat from substitutes Ryanair is on their own league because their fleet size and destinations they cover is bigger than the combine fleets of their nearest competitors.
Bargaining Power of Buyer
On this front Ryanair has a very high threat because budget travel is something almost everybody can afford due the affordability of the price and many operators in the market. Travellers are aware of the prices and offers because of the social media and word of mouth.
Bargaining Power of the Suppliers
The fleet size of Ryanair is huge and gives then the clout to negotiate better business deals to their favour. Their size puts them in a good position chances to a better supplier for good terms and conditions that help them to achieve growth and sustainability. Ryanair has a huge bargaining power when it comes to negotiating buying new planes, landing fees than other suppliers across the industry.

Threat of New Entrants
New entrants possess a secondary threat to Ryanair because airline business is a very capital intensive, and a new company will need to obtain many licences to meet certain standard. Even after a firm meets all the standards and bring in fleets, they still need apply for slots in every airport they want to operate in. This is very difficult because almost all the popular destination is heavy on traffic and operating at full capacity.
Existing Rivalry
Existing rivalry is high on Ryanair’s competition, as national airlines and other budget airlines are competing for share of the customers. It is existential phenomenon as all companies are spying on each other for profitable route to diversify into. However, in hindsight Ryanair is not operating in a very appealing sector that lures companies because the airline industry is capital intense sector with lots of red tapes.

3 Quality Systems and Organisations Quality Process to control Customers in time of COVID-19 
According to ISO (2015) “Quality Management Principle” are underlining theories, standards, regulation, and ethics that are acknowledged as right and can be used as a standard for quality management. Its fundamental for any firm trying to achieve customers expectations, maintain good customer relationship and organisational targets. These principles are Customer focus, Leadership, engage of people, the process approach, Improvement, Evidence based decision making and Relationship management. I will use these Seven quality management principles to illustrate Ryanair’s quality process and how they used them to control customers in time of COVID-19.
3.1.  Customer Focus
Goodman (2019) The voice of the customer (VOC) contributions must be used to improve the customer service team progress, the whole company, and its associates. A company that does not channel its energy towards his customer would not be in business for long Bangert (2019). Customer focus is very important in an organisation because it is very imperative that they look and understand their current and future customer expectations and needs, in order to strive and achieve corporate goals.
Ryanair where tracking all their customers and everybody on their mailing list to give the assurance of the COVID-19 effects on their business and the measures they were putting in place to make sure they provide safe flights to destinations. The pandemic had immense effects on the ways Ryanair treated their customers they made safety of their customers the number one priority. Unlike before where their focus where more selling seats and other merchandise to customers. They also removed lots of concession charges that customers pay before they can check in their bags.
3.2.  Leadership
It is one of the most important components of any organisation, because good leadership means things are done well and on time. COVID-19 influences the leadership structure of Ryanair in several ways and one of this way is the improved communication between the management and the customers in the way that has not been seen in the past.
During this pandemic they were updating customers with their flights statures months and weeks in advance offering them option for refunds and manage their flights to suit their conditions. They also made forms readily available unlike pre COVID-19 customers must chase Ryanair to get information’s they need.
3.3. Engagement of People
The pandemic improved people engagement policy in Ryanair to an extent that many customers felt appreciated. The passenger numbers were drastically reduced, and it gave the management and the customer representatives the opportunity to engage more with customer than they did previously.
They were asking customer to file in surveys about the experiences they had at the airport, are they happy with the treatment they got at the check-in counter or online with representatives. They provided more information to their frontline staffs to enable deal with any queries customer would come up with, unlike before the pandemic customers would have asked to contact the customer services for answers.
3.4. Process Approach
Ryanair process approach was change by the pandemic when it comes to their departure time limit. Pre COVID-19 passengers departure gate numbers appears just 45 mins before your departure time. Since the pandemic they revised the time to accommodate the compliance customer must follow at the airports.
They also extended the time aircraft had to wait after they have finished loading before they embark on their destination. These adjustments are being recorded to compare the changes and to see where or how they are going to improve their services to the customers.
3.5. Improvements
They have made tremendous improvement in controlling customers during the COVID-19 pandemic. They improve the sanitary situations inside the plane, constant fumigation where carried out inside the planes to make it safe for customers and staffs. They have improved their queuing systems for the interest of the customers. Ryanair also on the customer expectation and experience in general because the from line staffs where impowered to deal with situation on the spot.
These improvements where visible in area of check-in times, and information gathering for customers. It was also visible in the number of people that missed their flights has reduce to the ratio passengers.
These improvements have always been an issue around the Ryanair operation strategy and the staffs have been encouraged to improve on progresses made for the future when the level of passengers will come back to normal.
3.6. Evidence Based Decision Making
Ryanair have heavily relied on the data coming out from the government since the pandemic to manage and control their quality systems around their customer expectations and experience. It has a proactive endeavour on their part because all the decisions that where taken have to be factual in line with government regulation and with their experience in the industry.
3.7.  Relationship Management
However, Ryanair is not in this alone they must work closely with their hosts, being the airports, they are operation from and other suppliers. They are sharing data symbiotically to come up with an effective information for their customers to understand the ways the pandemic is affecting the ways business are conducted currently.
This relationships with Ryanair stakeholders and the airports especially made it possible for them to give customers incentives such as very low tickets and flexible management of their bookings because the airport is also adjusting the landing fees the airlines are paying to encourage business.
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4.1. Net Promoter Value
Ryanair uses net promoter value to measure customer loyalty and retention. From inception, they promised to provide the lowest price in the market, have 95 percent of their flight on time, fewer flights cancelations and little lost luggage. They never renegaded from this promise even in this time of COVID-19. To ensure that they maintain customers expectation and experience they were conducting surveys to all customer to rate their journey base on the four promises they made and if they would recommend friends and family. The outcome has been very high because during the pandemic most passenger got their flight on time and they had relatively did not cancel any flights on the day. The net promoter value was achieved by comparing their main passengers and the casual passenger to obtain the score.
4.2. Balance Score Card
Balance score card is another approach Ryanair uses in reaching customer requirements and maintaining good relationships with their customer. To attain this height Ryanair four two key approached. This are looking at their financial outlooks at this pandemic period, their business outlook, changes and knowledge outlook and the customer outlook.
To maintain their financial outlook Ryanair had maintain their cash flow by cancelling some of the route that were affected and consolidated routes to ensure that customers where relationship was maintain. They also gave their staffs flexible working terms to maintain cost in other not to ground their operations, and to maintain their passenger’s relationship. Customer perspectives have always been at the forefront of their business model, they investigated the new route they introduced during the pandemic and evaluated the feedbacks. Stakeholders where partnered to ensure a good outcome where implemented that accommodated the needs of most passengers during this COVID-19 period.
The internal business perspective was used in area of technological capability. Emphasis was channelled to digital communication to contact customer and within the company to improve efficiency across the board. Innovations and implementation perspectives of all the changes they made was important to maintain their market share and customer base. Ryanair was able to introduce all the positive feedback and integrate the technological changes for the benefit of their customers. Their customers were able to assess almost anything online and without raised cost attach to them.  Balance scorecard made it possible for Ryanair to produce a single management report, that was customer relationship management focused and teamwork between staffs.
4.3. Internal Audit 
Internal audit at Ryanair is conducted every quota, the committee members are appointed by the board of directors and members must be financially literate on NAFDAC standard. To achieve an unbiased and credible internal audit they use eight Internal Audit Lifecycle, these are 1. Risk assessment planning and scope 2. Investigations 3. Supporting fieldwork 4. Continuous auditing 5. Extrapolation, predictive risk analytics and benchmarking 6. Control compliance assessments 7. Tracking of issues and actions 8. Reporting. 
The internal audit in Ryanair is focused in innovating their organisations processes and investing in the right Information and Communications Technology (ICT) to improve the customer expectation and experiences. Internal auditing helps Ryanair to identify the right technology that is fit for purpose for their customers. It was pivotal during the COVID-19 for maintaining their customer relationships, example they used the data collected to know what the customer expects and how they can achieve it.
4.4. SERVQUAL
Parasuraman et al. (1988, quoted in Prakash et al. 2012) introduces SERVQUAL as a multi-information ladder advanced to evaluate service quality that is described as “the degree and direction of discrepancy between customers’ service perception and expectations”. In SERVQUAL the customer service performance and customer expectation of a service are purely considered by assessing the gap.
Ryanair profits plummeted for the first time in 2014 because of poor customer service, and Which magazine patrons called their customer service the worst in 2013. They accepted “falling asleep” and subsequently the CEO launched “Always getting better” initiative to exhibit “revolutionary change” within the company. The profits increased by 11% in just a quota, which shows the importance of service quality improvement.
To improve service quality Ryanair had to introduce SERVUAL five dimensions to gain competitive advantage over rival and to meet its customer expectations. These dimensions are Reliability, Assurance, Tangibles, Empathy and Reassurance. They made sure that flights are reliable when it comes to keeping take off times even though all passenger are not boarded yet. Customers where assured on the high safety standards of the company. The tangibility of the aircraft was emphasised and made sure all flights where cleaned before turn arounds. Ryanair showed empathy by enacting policies to retrieve lost items for passengers. They reassured customers by improving the queuing system and made it more effective.
This SERVQUAL dimension was affirm during the pandemic to bridge the gap between service quality and behavioural intentions to attain customer satisfaction. 
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4.5.  Social Leader
According to Campbell (2012) The title social leadership has been accustomed in specialist policy by investigators for over half a century. I cannot agree more with his narrative, social leadership is very important for a company like Ryanair because their business segment involved the interacting with the society in an interpersonal manner because their connection with customers from making purchase of ticket and embarking on the journey.
Ryanair introduced various training programmes to reflect their social environment by managing task and customers. These programmes where about the ethical value and the aesthetic values of the company’s believes.
Ethical values were very prominent to Ryanair because it prides itself as the leaders of the industry and in meeting the customer needs when it comes to arriving to destinations on time, the promise that customers must receive their luggage’s at their destinations. They also pride themself as a global leader on reducing greenhouse emissions. Aesthetic value of Ryanair was represented in the way it projected the appearance of their workforce, emphasis on the environment, and the pristine looks of its flights. 
These measures where effective in meeting customer requirements and maintaining good relationships during the COVID-19 pandemic. Customers where reassured by Ryanair’s proactive cleaning regimes, and the spotless appearance every aspect of their journey that they themselves believed every measure set by the government to curtail the spread of the virus is enacted by the company.
5.  Critically understanding of the extent these systems effectiveness in meeting customer requirements and maintaining good relationships in times of COVID-19
                    5.1       Adoption Model/AIDA
According to Taherdoost (2018) Numerus infrastructures have been evolved to elucidated user adoption of new technologies and these models launches factors that can impact the user acceptance. Ryanair uses technology acceptance model (TAM) as it suits the model of business they operate. It is about customers been introduced to a new technology and are told when and how to use it.
It consists of two variables, perceived usefulness, and perceived ease of use, then attitudes towards the use of IT then the actual using of the system. The framework was used by Ryanair from their inception and it was very successful because most of their passengers are young peoples and businesspeople who are very friendly with technology.
The system was very instrument for Ryanair to maintain a good relationship with customers by transmitting through social media about the updated on their website due to COVID-19 pandemic. They updated all the information they deem important for their customers, it allowed them to make necessary the issues that will ensure the safety of their customers. Example, passengers where talked about more flights will be going to EU countries when lockdown was going be lifted in June this year.
Smart phone boarding for passengers passes where encourage to avoid much human contact at the airports, no cash transaction was allowed, all bags were checked-in and all beverages and snack where prepacked.  Technology acceptance model or (TAM) created good synergy between Ryanair and their customers because it increased the communication flow among both parties electronically, people were able to change their flights online without contacting customer service staffs
The framework was very reassuring for customers in this COVID-19 times, they were able to assess all information’s they require for their journey without getting into contact with people. They maintained good rapport with the airline because all their questions were answered.
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                      5.2.    Customer Engagement
Caramela (2020) States that customer engagement entails enhancing the customer experience by means of auspicious customer relations and firm exertion. Gleeson (2015) From the beginning Ryanair basically handled passengers as single sale. On realisation of the importance of Customer engagement, to grow the business and effectively understand the needs of their customers Ryanair introduced customer engagement tool. 
These tools are live chart, social network, message platforms, and email services. The introduction was a hit as it increased its profitability and improved their customer relationship. Live chart was very good for the business because passengers always prefer to speak to people face to face rather than speaking over the phone. It was very reassuring to customers especially the elderly customers Social network was an avenue Ryanair where able to interact with customer letting than know about offers and general situation of the industry. 
Massage platforms also help Ryanair to improve the relationships with customer in many ways, they were able to use different sources to reach people they could not have in the past. Website analysis gave Ryanair the data they needed to understand the traffic and to be able to segment their customer to know their regular and non-regular customers. The analysis gotten from website allowed them in the trajectory future of their business. Emails was another tool Ryanair incorporated, they used emails to maintain relationships with their customer in many ways that never did before. They informed passenger about deals and changes regarding their flights and extras. Email was is a very important tool that companies used to grow and retain their customer base and Ryanair utilised the opportunity to the fullest.
In these times of COVID-19 pandemic customer engagement tools was pragmatic and a proactive way Ryanair used to maintain a good relationship with its customers because they were able to improve these platforms to higher standard and made them more user friendly to customer to get virtually any information they seek.
                           5.3.   Customer Relationship Management
Soltani el al. (2018) Customer relationship management (CRM) is a very assumptive corporate exercise that access the contemporary business climate. The business deal of a company’s potential and on-going customer are managed to enhance the relationship between the customers and the company. Ryanair have improved their CRM by focusing mainly on two key areas of E-business and E-market to communicate effectively with its customers and maintain customer retention and profitability of Ryanair. 
E-business did enhance the competitiveness of Ryanair and developed their innovative information and communications technology (ICT) within the company and between their stakeholders. It did not only improve their existing technology it rather improved them and revolutionised all their processes across their value chain, making department corporate dynamically for the interest of customer. E-marking strategy of Ryanair was a cost-effective venture because electronically they were able to reach their customers via email, social media to inform them the latest deals and opportunity and at the same time they can receive customers feedback to improve their services.
Kim and Wang (2018) Stated that firms ascertain the all-importance to forge fresh sociable customer relationship management (CRM) feet for purpose to enhance its customer relations score. I cannot agree more with Kim and Wang because (CRM) is social interaction more than anything else. It was very effective in improving customer relationship because removed the middlemen from the picture there by saving passengers more money and bringing the ticket prices lower.

6.  Conclusion
Organisation’s quality systems and customer relationship management is the most important aspect of any business if the firm wants to remain in business in these changing times of uncertainties and pandemics. In hindsight, for companies to survive pandemics and maintain their customer relation management and quality systems it is very important that large emphasis is focused on these two very important factors.
In this paper I used the Seven quality management principle to evaluate Ryanair quality systems and their controls for customers in times of COVID-19. I also used Net promoter value, Balance score card, internal audits, SERVQUAL Model, and Social impact theories model to analyse their customer’s experience. I also used this paper to investigate the effectiveness of these theories and models. To understand their efficiency in meeting Ryanair’s customer’s requirement in maintaining good rapport with customers in times of COVID-19 I used Adoption model/AIDA, customer engagement, and customer relationship system model to look in-depth of the coloration.
Before evaluating all this systems, models, and theories to understand Ryanair’s quality systems and processes I did first and foremost performed SWOT Analysis to know their straight and weakness, used PESTEL Analysis to understand their external challenges. Potter’s Five theory strategy help me to understand their environmental challenges and rivalries.
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