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[bookmark: _Toc77089652]EXECUTIVE SUMMARY
This report will be describing about developing and managing customer relationships. Marketing and customer management theories are explained to analyse the factors that influence an organisation's quality process and their customer relationships in times of crisis like COVID 19. The theories explained in detail are Porters five forces and the marketing mix in the context of COSTA coffee followed by customer behaviour theory. The report also consists of systems used by COSTA coffee to effectively manage customers in crisis and situations like this. In the end, the benefits and challenges faced by marketers in a workplace are critically discussed. 



[bookmark: _Toc77089653]INTRODUCTION
The principles, practices, rules and guidelines that an organisation or company follows while dealing with its customers is called customer relation management (Soltani et al., 2018) This report will include about an organisation's quality system and customer relationship management in the context of COSTA coffee. This will be followed by how internal and external factors including COVID 19 effect or influence these factors. Theories will be applied to clearly explain the influence of COVID 19 on the organisation and what can be done to maintain customer relationships in difficult times. 
COSTA coffee was found 50 years ago in 1971 by Bruno Costa and Sergio Costa in London, England. It is one of the subsidiaries of Coca-Cola Company and is headquartered in Dunstable, England. It serves coffee, sweets, iced drinks, sandwiches etc and operates in 1431 stores in 32 countries and has 2467 outlets in the Kingdom with about 9860 employees. In the early 1990s, they started their stores in prestigious and fancy locations and soon became the destination for fashionable and premium Londoners and coffee lovers (COSTA, 2021).
This report will consist of marketing and customer relationship theories like SWOT analysis and Porters five forces to explain how customer relationships can be maintained during a crisis like COVID 19 which highly affects the business situation of organisations. 



[bookmark: _Toc77089654]MARKETING THEORIES 
Marketing theories create a base for good marketing decisions. They help the companies to integrate and understand the known information and also to predict what results can be achieved by certain marketing decisions. Decisions are a blank state if theories are not applied while taking marketing decisions. Even if the company fails, it gets to learn a lot of things and improve the rest accordingly (Brown, 2020). There are various marketing theories and this report will include the marketing mix and Porters five forces.
[bookmark: _Toc77089655]PORTERS FIVE FORCES
Different companies in different industries sustain different levels of profitability, porters five forces model can explain why. It widely analyses the industry structure of an organisation and its corporate strategies as well. Michael E. Porter identified five forces that undeniably play an important role in shaping up every market and industry globally. The model can be used to measure the intensity, scope, profitability, attractiveness and competition of an industry or a market (Hole et al., 2019). Many organisations use this model to enhance their profitability in the long term. We will study these 5 forces in context with COSTA coffee below:
                                                      [image: ]
1) Competition in the industry- A company’s power depends on the number of its competitors in the market and the number of equivalent products present in the market. Some competitors possess the quality of undercutting other markets; there is where the competition becomes a threat. If the company is able to offer better deals with lower prices, it can gain a competitive advantage (Hole et al., 2019). There are cases when the competition is low and the products are unique, in that case, the company can sell its products at a high price and can negotiate better terms. COSTA Coffee has various strong competitors like Starbucks, tea garden, Pret etc. the COSTA coffee is the strongest coffee in the high street and is four times stronger than Pret’s. They source their coffee beans and tea leaves from rainforest alliance certified farms which ensures an excellent quality coffee to its customers and gives COSTA a competitive advantage over others during a major crisis like COVID 19 and people prefer it over other coffee brands (COSTA, 2021).

2) Potential of new entrants into an industry or market- A company's power can also be affected by the new entrants in its market. If the competitor is using lesser capital and time to enter into the market it can gain an advantage and the position of existing companies can be weakened. Companies having strong barriers and strategies to deal with the new entrants can cancel out the risk. With a large number of cafes opening in the market can be a threat to COSTA.  The founders of COSTA tested and tasted 112 varieties and flavours of coffee to find the perfect signature blend for the company and it is still working on new and healthier products which are not offered by the new entrants to effectively gain a better market share. This ensures a better coffee for the customers and helps them win customers during the crisis (Macdonald and Ryall, 2018). 
 
3) Power of suppliers- Companies with a lesser number of suppliers face difficulties and have a lesser power to bargain with the suppliers. And if the company gets its inputs at a higher cost than other companies, its profitability will be decreased. Companies with many suppliers can negotiate and choose the ones with lower input costs and enhance their profits. All this depends on how unique are the inputs. COSTA's coffee beans were supplied from Brazil, Columbia, Ethiopia and Vietnam but now it sources all its major raw materials or inputs from the rainforest alliance certified farms as it helped them generating more customers. But COSTA should look for more such suppliers otherwise the alliance certified farms will gain power over them and that can become an issue and they may get their inputs at a higher price especially during pandemics like COVID 19 (Clauss and tangpong, 2018).

4) Power of customers- Companies with a smaller and stronger client base gives the customers the power to negotiate the prices and get better deals at a lower price which can affect their profitability whereas companies with many and independent customers have more power over customers. COSTA serves over 20 million customers worldwide which represents 50% of the total out of coffee consumer base. A strong market share helps them to get customers in crisis too (Tang, 2017)
5) The threat of substitutes- This is the last force of porter that focuses on the substitutes. If a company's products can easily be replaced by the products offered by other companies, it becomes a threat to them. If they are no close substitutes of the company, they can sell it products in favourable terms with a higher price. COSTA coffee provides their customers with a greater number of options than other coffee brands. It has seven milk and milk alternatives including whole milk, almond drink, coconut milk, Lacto free semi-skimmed milk etc that gives people the power to choose the one that suits them the best and is good for their health. As people are getting more conscious nowadays as the pandemic hits, these options can make COSTA win over other coffee brands and enhance their profitability and market share in such difficult times (Bruijl, 2018). 
[bookmark: _Toc77089656]THE MARKETING MIX
There are 7Ps in the marketing mix which are basically the set of actions and tactics that a company uses to promote its products and the services they offer.  The mix ensures that the company focuses on multiple areas to get a comprehensive marketing plan (Thabit and raewf, 2018). The model can also be used by companies to make strategic decisions when they plan to launch new products in the market or while revising the existing ones. The 7Ps will be explained below in context in the context of COSTA coffee. 
                                                 [image: ]
1) Product- A product is an actual good served or the services a company provides. This is where the marketing starts, and everything depend on. The product or services offered by a company should be able to satisfy the customer's desires and be able to attract them at the time of crisis too. COSTA sells hot drinks including healthy lattes, cold drinks including fruit coolers, savoury snacks, sweet snacks, cakes etc of the best quality. Also, they serve the strongest coffee in the high street (Thabit and Raewf, 2018).

2) Price- Price describes the value of the product being sold; companies think about how much a person will be willing to pay for that particular product. Pricing a product very low can reduce its value and pricing it very high can make the company lose its customers to its competitors. So, it has to be decided after proper market research. COSTA uses premium pricing as it ensures and is committed to serving high-quality products. In the time of such crisis, it makes sure that they take proper measures and don't compromise with the quality, so they don't really sell their products at a lower price (Sudari et al., 2019).

3) Place- Deciding the correct location for selling products is a success mantra for the companies. They choose a location where it is accessible and available to a large number of people that increases their market share. COSTA operates in 32 countries and has about 3882 stores out of which 2467 are in the UK. During the COVID situation, they worked on enhancing their online delivery operations which helped them retain their customers and served them in difficult times too, and is still doing to ensure the wellbeing and safety of its customers (Sudari et al., 2019).

4) Promotion- Promotion involves various activities using which a company advertises its products, it can be done by social media, posters, hoardings etc in the aim of reaching a good number of people and keeping them updated about the products. Being a premium brand, COSTA doesn't rely much on advertisements, social media etc. it still has a social media presence via Facebook and Pinterest. But they majorly believe in mouth publicity, COSTA focuses on not just offering a high-quality coffee but also a great experience which makes their customers promote the brand so that they talk about it. Helping a positive experience them gain customers during normal times as well as while crisis (Davidzenka, 2019).

5) People- Companies have to make sure that the employees that represent them should be well trained and provide efficient customer service. Excellent customer service can increase sales and referrals, people start suggesting the brand to other people. COSTA makes sure that their employees are well trained, treat the customers well and provide them with the information they require via mails, using their official website or phone calls. Every issue is resolved by the employees and the customers are valued. The company's new rules and guidelines after the COVID 19 were informed to the customers which made them feel safe visiting or ordering online from COSTA (Aras et al., 2017)

6) Process- With the enhancing and developing technology, online delivery features should be efficient and reliable which attracts more and more customers. COSTA has developed a personal online ordering app called ‘Costa coffee app’ that helps people find the nearest store and makes the process easier and in time. This helped the company a lot during the pandemic. They served the best coffee at home so that they lose customers (Huang et al., 2021).

7) Physical evidence- Physical evidence of a company includes what validation the company gives to its customers. It is all about how people recognize the brand, it may include their website, social media, logo, packaging etc. COSTA coffee keeps announcing photography competitions where customers post pictures of themselves and their favourite beverages and keeps prizes, they also run a loyalty program namely 'Costa coffee clubs' and provide the customers' discounts and offers. Using these methods, they engage and connect to people using their identity (COSTA, 2021).

[bookmark: _Toc77089657]CUSTOMER RELATIONSHIP MANAGEMENT
CRM is a process by which a company manages all its customer relationship, interacts with the customers and potential customers both. The ultimate goal is to improve business relationships.  The CRM system or technology can help a company by simplifying and streamlining the processes and increasing profitability (Lokuge et al., 2020). CRM behaviour theory includes 7 inter-related perspectives of CRM which can be related to managing corporate customer relationships in various industries. It is important for the companies to gain a fresh perspective on CRM timely. COSTA uses its personal online ordering app which simplifies the ordering process; the app locates the nearest COSTA store for the customers. Using technology and systems like this help them, retain customers (Lokuge et al., 2020)
[bookmark: _Toc77089658]CRITICAL ANALYSIS 
The theories explained above can be applied by COSTA coffee to enhance its marketing skills and maintain good customer relations. Marketing mix has advantages like it simplifies the concepts of marketing, helps the company to separate and analyse its marketing activities, resources, needs of the customers and market conditions efficiently but it has disadvantages too. The theory doesn’t consider the client behaviour at COSTA, the mix treats customers as passive, and it doesn’t allow capturing relationships (Erlina and Hermawan, 2021). Same with Porters five forces; it can benefit COSTA as it can help it gauge the competition, in dealing with customers and suppliers and planning but the disadvantage is that this model follows a super general analytical framework which can’t be applied to complex companies that are serving worldwide and wish to expand further like COSTA. The five forces are one dimensional, lacks quantitative dimension and the results are usually biased (Oneren et al., 2017).
Studying customer behaviour is beneficial as the marketers do their research on whether a particular product will be purchased by the consumers or not. The research on customer behaviour saves them from suffering huge losses as they predict what can interest their customers. It helps them in formulating accurate strategies, saves them from blunders and helps in segmentation of the market according to the behaviour and expectations of the customers. It also advantages them by better product orientation and also in the development of new products. Studying behaviour can be a disadvantage too as the marketers try to mould their research in the favour of their products by introducing exchange, lotteries, gifts etc and services. They try to make fancy claims and sometimes use questionable techniques. Sometimes they end up producing products with no utility which results in the company's loss (Agarwala et al., 2019). 


[bookmark: _Toc77089659]SYSTEMS THAT SUPPORT ORGANISATIONS IN MAINTAINING CUSTOMER RELATIONSHIPS DURING CRISIS 
COSTA coffee is the largest coffee chain in the UK and the second largest in the world. With a 50-year experience in this industry, it has to use innovations, technology and systems that help it retains its position worldwide (COSTA, 2021). It uses various systems to manage the customer relationships efficiently; some of them are as follows-
CLM and CCM system-
For three years, Comarch has been the technology partner of COSTA coffee. Comarch provides top quality tools for effective customer engagement. One of the most important is the Comarch loyalty management (CLM) which uses minimal efforts to develop and manage complex loyalty programs for the customers and then is the Comarch campaign management (CCM) that provides them with a platform for the execution of multi-channel marketing campaigns (Comarch, 2021).
These systems at COSTA provide them with a wide range of features that include proper segmentation, easy daily promotions, surveys and lotteries. These systems have redesigned the marketing strategy of COSTA and are driving customer loyalty much more effectively and efficiently. It has also developed a mobile application that enables customers to order and pay for their beverages at home. The regular customers at COSTA collect loyalty points whenever they visit their store, order online or use Costa express machines; these points are then exchanged with free coffee cups and many more exciting rewards. Also, they are currently working on the latest artificial intelligence and mechanisms of learning machines etc to learn their customer's behavioural patterns and offer them exactly what they prefer. It has about 6 million active members of these programs and is helping them gain a larger market share day by day.  Online services and apps allow people to stay safe at home and enjoy their beverages with lesser physical contact (Comarch, 2021).
Accurately timing tasks and measuring time spent serving customers system-
To understand the number of hours their employees take, to analyse the variety of items that their customers buy on daily basis and to define a proper labour budget, COSTA carried out 'accurately timing tasks'. In these, they measured the accurate time that is taken by their employees or labour to complete a particular activity be it in-store tasks or brewing a cappuccino. These tasks are helping COSTA in the long run; it gives it a clearer vision resulting in better, quick and enhanced services to the customers. These activities are divided into 3 categories- tasks that directly serve their customers (preparing drinks, taking payments), tasks that are indirectly supporting the services (cleaning, restocking), and time that the employees spend not working (breaks or leaves). These activities were used to analyse what is being wasted and can be used to provide better services that value the customers. Activities such as cleaning and sanitising are given more time to ensure the safety of customers in the COVID 19 situation (Mycustomer, 2021).
Observing and analysing system-
To make the customers happier, working with greater productivity, better efficiency and managing with the changing behaviour of people during the crisis they started analysing and observing the COSTA operations closely. They noticed that the layouts of their store counters were creating a problem for them so they worked on its redesigning and got the issue resolved in order to improve the customer flow (Lowe and graves, 2018).
The observing system of COSTA coffee helped them identify that the food they were preparing was taking much longer than the coffee which made the customers wait for long, so they introduced a faster Panini press which helped them satisfying the customers better and faster.  Another issue that this system identified is that having a single floored store can make it easier for them to serve the customers in time and not make them wait for longer; it can also reduce the resources and extra efforts they put. But they are avoiding making the stores smaller because of the COVID 19 situation to maintain the required distance between customers and ensuring their safety to the fullest (Sheth, 2020).
So, these are the systems that COSTA coffee uses to manage their customer relationships effectively and efficiently. These systems keep their customers satisfied and provide them with the best services possible. They communicate well and the employees are trained to treat them with respect and ask for feedback on every order (My customer, 2021). These systems played an important role in fighting the pandemic and serving the customers through tough times. 
Democratic and relevant e-marketing system-
COSTA believes in sending emails or texts to only relevant customers, they get them personalised according to what the customers prefer and the personalisation makes the customers feel recognised and valued by the brand. They never over-compile messages and keep them simple and streamlined especially in difficult times like COVID when the company is not aware of the customer's situation, health, or family conditions (Obeidat, 2021). They follow a democratic system in e-marketing i.e., they do not make it compulsory for the club members to give their details if they are not comfortable but grant extra points to the ones who do. They also encourage these employees to redeem these points and enjoy the benefits. The emails that they send are to just ping up the customers and not to pressurize them or bombard them with messages. It hardly takes 10 seconds to take a look so that the customers are not bothered or disturbed. The ones who get themselves registered in the COSTA club are requested to fill the feedback form after every 3 months to ensure improvement and also not bothering the customers frequently (Mokhtar and shamsudin, 2020).
So, these were some systems followed by COSTA coffee to develop and maintain good customer relationships and be efficient in their operations and function effectively, even in the time of crisis.
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BENEFITS-
Developing and maintaining customer relationships can simplify, streamline, optimize and centralise how a company communicates with its customers. There are 6 benefits discussed below- 
1) Better knowledge of customers- Using CRM gives the company a strong tool to communicate with its customers. It allows the company to have a better knowledge of its customers; they have all information stored in one place which contains the customer’s full name, email, postal address, social media accounts etc. This makes it easier for companies to communicate personally by sending personalise mails, birthday messages etc. The system has important details saved like invoices, customer requests etc. 
This makes it easier for the company as they get more personalised, and the customers are valued and recognised by them. A disadvantage of this is that the customers may get irritated by regular messages; they also may not feel comfortable with sharing their personal data with the company (Zhang et al., 2020).

2) Better segmentation- Developing and managing customers by using CRM tools helps the company to find the perfect audience and segment the prospects into the audience. On breaking down data and categorising the customers ensures better focus and enhanced services resulting in ultimate customer satisfaction. The advantage is that that company identifies the ones that are actually interested in buying the products and the disadvantage is that they may avoid the cold crowd for which the brand is unseen (Dolnicar et al., 2018).

3) Better customer retention- As studies have proven that retaining the existing customers is six times cheaper than attracting the new ones, maintain customer relations helps the company to do so. They keep the customers interested by loyalty programs etc. This may not help the company to attract the new ones and they can miss on the new crowd (Haislip and Richardson, 2017).

4) Better anticipation of needs- In the aim of maintaining customers, companies can use CRM as a tool to keep records of customer’s purchase history to analyse their buying habits efficiently, by keeping this record they know what their customers are interested in. A disadvantage of this is that tastes and preferences of people change time to time; past purchases may not be of their choice anymore. Companies can’t totally rely on these records (Haslip and Richardson, 2017).

5) Better and speedier communication- Maintaining good relations with customers includes replying to their queries in time and solving their problems effectively. Companies that provide platforms to their customers to communicate better are able to manage them better. They welcome feedbacks and improve accordingly. Doing everything speedily makes the customers feel valued as their requests are being fulfilled but in order to make everything quick, they may make mistakes and irritate their customers (Hanninen and karjaluoto, 2017).

6) Better protection of data privacy- good customer services ensures the trust of the customers, the customers feel safe and secure after and while sharing their personal data with the company. Companies that use automations do not require manual handling of personal data which also saves time and efforts of the company. But companies should make sure that the data they ask for is majorly required and not ask for irrelevant details which may affect the relationship. Customer’s privacy should be respected, and they should feel comfortable (Liyanaarachchi, 2020).

CHALLENGES-
Maintaining good and healthy relationships with the customers is not an easy task, companies need to keep a lot of things in mind and face a lot of challenges like-
1) Keeping the customers interested- retaining customers is the most challenging task for the companies as keeping the customers interested in the long run. With such developing markets, there are so many competitors to compete with; customers may get substitutes to the product etc. companies can try to come up with continuous innovations and efforts to keep the customers interested and not switch their brand. But in the aim of performing customer retention activities like sending regular emails, asking for feedback on a regular basis etc can become very clingy and annoy the customers. This can be a disadvantage of such activities (Prentice and Nguyen, 2020).

2) Following trends and technology- With the development in technology and trends, it is hard to cope up and use innovations. The audience is always attracted and influenced by new products, enhanced services, companies using automation etc. Companies have to be updated and follow new trends so that they don't run behind and lose their customers to more developed companies. The disadvantage of adopting technology and innovations is that the company may lose its traditional way of performing activities and adopt new values. Every company has its own speciality and this can make them lose that essence that makes the company different from others (Nainaar et al., 2018).


3) Long term benefits over short term gains- Companies usually get fascinated by short term gains and fulfil their urgent needs whereas they should think about their long term goals and function accordingly. With focusing on attracting new customers they should pay equal attention to the existing ones who may stick to them in the long run. They should study the market and introduce products that can target a large number of people and satisfy them in long term. A disadvantage of this is that the company may lose small opportunities that may turn out profitable in future (sull and sull, 2018).

4) To exceed customer’s expectations- Most of the companies are able to fulfil the demands of their customers, but the real challenge to exceed their expectations so that the company gets a competitive advantage and is able to attract more customers. Companies should focus on getting better than others and working excellently beyond expectations. A loophole of this is that a company should be able to provide a realistic timeframe and complete what they start (Wali and Nwokah, 2018).

5) Providing expertise- The Company should provide a confident, clear and consistent message to message about the products and services provided by them. Customers feel more confident when they get a clearer and closer vision of the company. They should be ensured a smooth and enjoyable experience with the company. Another side to this is that the expertise provided can be biased and create hype which can heighten up customer's expectations resulting in their disappointment if the expectations are not met by the company (Bell et al., 2017).




[bookmark: _Toc77089661]CONCLUSION
This report was an overview of developing and maintaining good customer relationships by organisations. Among various marketing and customer relationship theories, this report included the marketing mix, porters five forces and customer behaviour theory to analyse how companies can maintain healthy relationships with their customers in difficult situations like COVID 19 pandemic. Then there was a brief about the systems that are used by COSTA coffee to support their quality processes and how they affect the relationships with the customer in crisis. At the end, there was a critical evaluation of the challenges faced by the companies during managing and developing relationships and also how the companies get benefited. 
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