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[bookmark: _Toc80298342]Executive Summary    
The report has been deliberated about the main managing theories which are used by Aviva. In the report, STEEPLE and SWOT analysis has been done to examine external and internal factors. In the report, the systems supportive quality procedures at Aviva have been also deliberated. The report has also explained COVID-19 epidemic influence on behavior of customers. 






















[bookmark: _Toc80298343]Introduction   
To the sustained growth of business organizations, a remarkable customer experience is important. A totality of cognitive, sensory, affective and behavioral responses of consumer during all stages of consumption process including consumption, pre-purchase and post-purchase stages is customer experience. For building customer relationship, customer experience is a foundation. Without customer, no business organization can exist and customers play very vital role in driving revenues of organization. To achieve business success, it is very important to understand expectation of customers. Due to the COVID-19 pandemic, there are changes in customers’ behavior (Donthu and Gustaffson, 2020). 
The application of a suitable level of critical understanding of quality procedure (concerning to client benefit) in the work atmosphere will be illustrated in the report. Pertinent marketing (benefit) methods/models/theories will be identified in the paper and the challenges and benefits of keeping up and creating good customer relationships will be assessed. In the report, STEEPLE and SWOT analysis of Aviva company will be done. The report will also include different marketing theories and Aviva’s support quality procedure. 




[bookmark: _Toc80298344]Aviva’s Company background
Aviva company is the major general insurance company in the UK. In the year 2000, the company was formed and headquartered at London, England. Life insurance, pensions and general insurance are the services provided by Aviva. European market and Asian market are the focus areas of the company. Also, in Canada, the company is second main provider for insurance. Aviva’s main activities include management fund services, general insurance and life provision and long-term savings products (Aviva, 2020). Create legacy, kill complication, never rest and care more comes under the values of Aviva. Currently, 29,600 employees are working at the company. There are 33 million customers of the company (Aviva, 2020). Due to the COVID-19 pandemic, inspections and estimates for the customers are handled by the Canadian Claims team of the company by working remotely. The company in 2019 reshape its senior leadership team and strategy as in the external environment, the company faced uncertainty period. 
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[bookmark: _Toc80298345]Customer Experience and Expectation   
Everything that is anticipated by the customers from an item, benefit or association is included in customer expectation. Based on what is encountered by a individual and what was erudite, collective with their prior information and involvement, expectations of customers are made within their minds (Customer Thermometer, 2020).         
On the other hand, insight a customer has of a brand or services whole over journey of buyers is customer experience (Buttle, 2008). Customer relationship with a business or brand can be determined through customers expectation and experience. Depending on the external and internal factors, customer relationship can be impacted. For attaining customers experience, Aviva offer a range of solutions right up to their retirement. General Insurance, Europe Life, Investment, Asia Life, UK Life and Retirement and Saving are the five divisions in which business has been reorganized by the company from 2020. Aviva’s strategy included delivering great results and experience to the customers. The company effectively support its customers in their emotional moments and most important decisions (Aviva, 2020). Delivering great customers outcomes is one of the strategic priorities of the company. It was confirmed in year 2019 by the company’s performance that customers are choosing Aviva as expectations of customers is met by the company through its savings, insurance and retirement services (Annual report, 2019).
Complaints of customers are solved by the company which helps company in making progress in service quality. With the help of products and services offered by Aviva, the customer can respond to and prepare for all the challenges. The customers can engage with the company through multiple service and distribution channels such as intermediaries, digital applications and many others. It is made sure by the leadership team at Aviva that company’s performance meets the expectation of the customers and also all issues are effectively understood and solved. The Board at the company also closely monitors customer metrics (Annual report, 2019). 
As due to global COVID-19 pandemic, there is increase in restrictions across the UK, Aviva is trying to effectively help its communities and customers. Many businesses in the UK including different industries have been hit and negatively impacted with COVID-19 pandemic and in this situation, the company is helping them in remaining strong (Srivats, 2020). During the pandemic, the company is offering risk management guidance to the businesses and flexible insurance coverage. Customers are increasingly demanding protection products during the global pandemic which was realized by Aviva Life Insurance (Rathod, 2020). During this uncertainty period, people are looking for security, therefore, the company increased the age limit of people by whom ANWB can be brought by the people to 60 years. The company has also changed the frequency where the customers are allowed to pay in smaller instalments. Also, due to the COVID-19 crisis, there is shift in customers’ behavior. To offer seamless experience to the customers, the company is using emerging technologies (Rathod, 2020). 



[bookmark: _Toc80298346]Key Marketing Theory    
The guidelines, practices and principles that is followed by an organization when interacting with its customers is called customer relationship management (CRM). For enhancing business relationship with customers, companies are using historical as well as new data of the customers. The focus is customers retention which help organization in driving sales growth (Bhat and Darzi, 2016). Aviva with the help of CRM software keep tracks on buying preference of customers, sales patterns, contact information etc. 
Different marketing theories are-
[bookmark: _Hlk59454483][bookmark: _Toc80298347]Expectation theory- Expectancy-Disconfirmation Theory is another name of this theory. This marketing concept is about gratification procedures of customer.  Conferring to this marketing theory, the satisfaction/displeasure results form a performance assessment of product or a service of customers with planned standards of performance. Prearranged standards are the prophetic customer’s expectation (Bhat and Darzi, 2016). There exists negative disconfirmation when performance is lower than prospects which leads to dissatisfaction among customers towards the product or service (Bhat and Darzi, 2016). This is achieved by Aviva company by removing all penalty and interest on their product and providing products at the right price to the customers. 
[bookmark: _Toc80298348]Relationship Marketing
A marketing strategy that fosters more meaningful, deeper relationships with customers for ensuring long-term satisfaction and brand loyalty is relationship marketing (Payne and Frow, 2017). 
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It is proposed by the relationship marketing theory that as value is delivered to customer by company, strength of its connection with customer will enhance and increases the customer retention. A focus on relationship is required rather than on transactions under this theory. There is shift in marketing activities where the focus of marketing activities is on customer acquisition. Aviva’s point of request is ensured through Client Relationship Managers (CRM) for their more compound, bigger mid-market clients. The company is committed in taking the time for understanding interior, our and trade of client and guaranteeing that remarkable and tailored services will be delivered by the organization especially at this testing time of COVID-19 pandemic (Aviva, 2020).  
[bookmark: _Toc80298349]Customers Profiling
Types of customers is identified by customers profiles which helps in creating the client by whom services or products will be used and are applied to support making customer-focused adoptions without puzzling the venture scope with separate idea (experienceux, 2019). Canadian claims group at Aviva has been working totally remotely scorn being within the central of lockdown due to pandemic flare-up and also taking care of clients’ gauges and reviews. 
[bookmark: _Toc80298350]Customer Retention 
The actions and activities taken by organizations and companies for reducing the number of customer defections is called customer retention. The image of client churn or surrender is mirrored through customer retention. Customer retention states the number of customers that are doing corporate with the company over the sequence of its fiscal year. Most of the customers of Aviva are long-term and throughout a financial year, they intended to do business with the company. Aviva’s car insurance is the example of this (Payne and Frow, 2017).    
[bookmark: _Toc80298351]Customers Perceptions
How customers feel about the brand and product of the company is customer perception. There is an influence of customer perception on how new customer are attracted and the organization is given capacity to sustain good relations with existing customers (Vht, 2020). 
A model for maximizing loyalty and satisfaction of customer
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For handling opinions of dissatisfaction of customers, a separate team is employed at Aviva which handles customers opinions through customer survey, promotional invest and surveys. However, it is a challenge for the company to reach out to customers due to COVID-19 pandemic (Aviva, 2020).   
[bookmark: _Toc80298352]Customer Value
Companies can build strong relationships with customers by understanding their needs and creating customers value. In the form of sales, long-term customer equity and profits, value from consumers is captured. It is very for company to effectively handle complaints of every customer. For maximizing satisfaction, the company should offer enhanced products and services (Mohamad, 2020). The flexibility is given by Aviva to individual for acting in line with their values for making an atmosphere in which they care more, create a legacy, never rest and flourish which gives the competitive edge to the company for delivering its products in affordable price (Aviva, 2020). 
[bookmark: _Toc80298353]Customer Loyalty
A measure of likeliness of customer to do repeat business with a brand or company is customer loyalty. It is the outcome of positive customer experience, customer satisfaction and the overall value of services or good received by a customer from a business (customer insight group, 2020). For existing and long-term customers, payment deferral has been put in place by Aviva company during the existing COVID-19 pandemic situation which helps in pushing or freezing forward sum plan, relatively than annulment of clients strategies (Aviva, 2020). 



[bookmark: _Toc80298354]Internal and External Analysis and key Theories to Aviva 
STEEPLE and SWOT analysis will be done in this part of the report to analyze external and internal factors influencing organization’s quality system and control for customers. 
SWOT analysis will help the company in benchmarking its business and performance in crisis time such as COVID-19 as compared to competitors. 
[bookmark: _Toc80298355]Swot Analysis of Aviva
Strengths:
· There is robust and diverse product portfolio at Aviva company and also there are various benefit scheme and life insurance for different target group and segments (Bhasin, 2019).
· There is an operative marketing policy at Aviva. 
· Due to effective advertisement campaigns, there is a respectable brand visibility of the company. 
· In 28 countries, 53 million clients are served by Aviva 
· A competitive advantage is given to the company with its wide distribution network (Bhasin, 2019). 
· The company is 6th largest firm with global with its net premium income. 
Weaknesses:
· With controversial advertisement campaign, company’s brand image is impacted. 
· Regarding the execution of policies, company obtain several complaints from customers (Bhasin, 2019).
Opportunities:  
· With more tailored made products concerning to COVID-19, market share can be increased and customer base can be expanded by the company. 
· There is increase in concern of people towards securing their future which is another opportunity for Aviva (Bhasin, 2019). 
threats:
· In the situation of economic crisis such as COVID-19, there is increase in chance of people to disinvest. The Eurozone crisis has strongly affected the banking and insurance sector. 
· Huge competition is faced by Aviva from the companies having a strong sales force such as Bajaj Allianz, HDFC life insurance etc (	Bhasin, 2019).         
	SWOT analysis
	HOW IT RELAYS TO THE EXPERIENCE OF CUSTOMER 

	Strengths 
	More than 60 green or reachable goods are accessible by the Aviva company which enhanced experience of customers as they are becoming more environmentally responsible. Brand visibility is respected by the company and customers are given easy access to the safety needed by them for their children and themselves. 

	Weaknesses 
	Debatable advertisement campaign has negatively impacted customers. There is negative impact on quality systems of the company with the complaints about policies execution.   
  



[bookmark: _Toc80298356]Steeple Analysis of Aviva for Analyzing the External Factors   
Political factors- Due to political factors, Aviva’s operating environment in abroad and UK is influenced. In the recent years, uncertainty atmosphere is formed due to Brexit. The EU was formally left by the UK on 31st January 2020. Currently, Aviva is not holding the passporting right and UK intermediaries might not be permitted to abode certain European risks with brokers without these rights (France 24, 2019). Aviva’s outlook would be weakened due to economic uncertainty. Sustaining original earning of 7% in 2019 was very hard for the company due to current COVID-19 pandemic issue and Brexit. Company’s net profit rose 4.7% with the lower charges in 2018. 
Economic factors- With the reduction in tax rate, more investors are paying attention towards the company. Stock market is significantly impacted with COVID-19 as there is fall in pension and investments value. Aviva is actively advising and communicating with its customers before enchanting any decision associated to their pensions or investments (World Finance Informs, 2020). Customer’s payments is also managed by the company by whom financial difficulties are experienced due to pandemic. The company is fully supporting the FCA Test Case process.  Aviva’s solvency II cover radio reduced to 182% from 206% due to the impact of COVID-19. Company’s life new business sales had increased 28% to £12.3bn for the initial quarter of 2020. In the uncertain economic situation, the company has occupied a prudent approach on capital and cash. As of April 30, company’s liquidity sticks up at £2.5bn (World Finance Informs, 2020). To support and help customers, the company has introduced different measures such as financial assistance. Even during the pandemic, the company is trying to fulfil expectations of its customers. With the current pandemic, in ESG there is rise in investment by UK depositors. This shows customer’s investing behavior on Aviva’s direct platform. The experience of customer is enhanced as on investment platform and website, ESG offering is enhanced by Aviva (World Finance Informs, 2020).          
Social factors- As it is estimated that by 2020, UK’s population will reach to 74 million, a lot of profit can be earned by Aviva. As there is increased in aged population, skilled labor shortage will be there which will increase the costs for the company. Aviva’s products are improved to further flexible pensions and retirement plans. As the company is offering complete support due to their relationship is further strengthened with senior client segment (Rathod, 2020). Nowadays, young generation is very aware and conscious for their future so increased interest is shown by them towards investing in future which is positive point for Aviva. Also, towards insurance products such as health care, life insurance etc, inclination is shown by them. 
With the global COVID-19 pandemic, there is change in priorities and behaviors of customers and they are increasingly relying on digital technologies for their shopping. For the customers, the company is offering extensive online support which helps in enhancing their experience. For homeowners, drivers and small business, Aviva has reduced premium (Rathod, 2020). In this uncertain time, people are more looking for backup plans and reinsurance options. Therefore, to fulfil changing expectations of the customers, the company is offering additional support services. Also, during the pandemic, demand of online facilities is seen to be increased. During the pandemic, health is top priority of the customers. Consumers during the pandemic are more probable to purchase life insurance. Customers also fear that their plan might be affected by the pandemic so there is very apprehension about their retirement plans. To resolve issues, update new policies or accounts, customers are looking for alternative ways. The customers are demanding for more digital channels during the pandemic to engage with their brokers (Rathod, 2020). To support customers during the pandemic, communication is increased by the company with its customers and also customers are offered free motor cover.  
Technological factors- Many companies are using data analytics which provides insights about the customers and help companies in understanding customers and enhancing their experience. Customers are holding multiple insurance products and personalized solutions can be provided and individual risk can be assessed by insurers with analytics insights help. In different areas such as predictive analytics and weather analytics solutions, Aviva is making investment like flood plotting (Whitelaw et al. 2020). Aviva’s digital first policy emphases on being a digital disruptor as customer experience is enhanced with the help of online, tablet and mobile. To reach the expectations of the customers, Aviva is recruiting and collaborating with innovators, data scientists, start-ups and entrepreneurs. In Hong Kong, Aviva has inwards at digital assurance joint project with Tencent and Hillhouse by whom goods and insurance explanations are vended online (Whitelaw et al. 2020). 
Legal factors- For the Aviva company, the General Data Protection Regulation is the legal requirement which was passed and drafted by the EU (European Union). For using customers’ personal data, the strict rules need to be followed by the company (Regulation, 2018). Data protection principles are the rules which needs to be followed by the company. Under the GDPR, there exists many variations as criminal conviction information cannot be processed without an appropriate derogation. For the company, GDPR seven principles are very vital which leads to lawful processing of individual information (Regulation, 2018). 
Environmental factors- To homeowners, some insurance organizations are offering incentives for retrofitting their homes. To address climate change and continuous environmental issues, Aviva company has envisioned ‘Low Carbon Economy’ idea. 66% reduction has been achieved by the company in C02 against the 2010 baseline and is still employed to attain long-term goal to decrease 70% by 2030 (Aviva, 2020). The company in November 2019 launch the ‘Aviva Renewable Energy’ so that large companies can be supported in the complex marker of renewable energy. By replacing 20% of the laptops, the company is generating less waste which also helps in bringing costs down. Each year, the company manages a big capacity of fire claims and also the company introduced a rapid response service. There is a use of cleaning agents and new technologies at the company for cleaning mats which declines their carbon footmark (Aviva, 2020). 
Ethical factors- In the ESG, three main factors are defined which are used to measure corporate behavior. A wide range of activities are included in Aviva’s ethical investment. There is an inclusive and positive culture at the company. Customers are increasingly demanding ethical products and services. By the Aviva company, the pension investment strategy was recently joined which is the initial ethical reserves to be thrown in the UK (Aviva, 2020). On the Aviva Stewardship funds, this strategy is built. The fund guises at the company’s governance, social and environmental policies which leads to positive influence on quality systems and customers. Company with ethical philosophy are attracting more and more customers. Companies like Aviva is trusted and respected by the customers as the company is committed towards business ethics code. Ethical companies are the best investment option for the customers. The company pays attention on its relationship with stakeholder and shareholders, energy efficiency, environmental impact, business practices and company’s contribution to climate change or air pollution (Aviva, 2020). 
   


[bookmark: _Toc80298357]Systems Supporting Quality Process at Aviva    
Business processes set which are practical for serving an organization in delivering goods which continually accomplish client gratification is a quality management system. If an effective system exists for managing quality, employees of an organization are adopting standard operating procedures. To enhance quality through transparency, documentation and systematic approach, Aviva is using ISO 9001 (Fonseca and Domingues, 2017). 
The degree to which somewhat surpasses or encounters the hope of consumers is quality which differ among industry and organizations. Quality is customers’ satisfaction and expectations which help company in upholding strong relations with them (Natarajan, 2017). Customer satisfaction is achieved with the help of quality management system through technology, process and people alignment through the product lifecycle. ISO 9001:2015 is adopted by the Aviva company which includes quality principles series. Relationship management, authority, evidence-based choice making, customer center, nonstop advancement. Prepare approach and individuals’ engagement (Natarajan, 2017). 
With the help of ISO 9001, customer’s requirement is meet by the organizations. Sustainable business enhancements are gained by Aviva. Also, to monitor performance of the organization, the company use ISO 9001. This quality management system helps in saving resources, time and money which helps Aviva in growing efficiency. Satisfied customers, management and employees are some of the benefits of this quality management system. It is shown to customers through certification to ISO 9001 that Aviva’s products and services meets their expectations. During the pandemic, high levels of data availability is delivered by Aviva to its customers with the help of ISO 9001 standards. Due to pandemic, there is changes in needs and expectations of customers. Aviva with these standards respond rapidly to the varying situations and satisfying its clients by providing good quality.  



[bookmark: _Toc80298358]Aviva Marketing mix (7ps) 
Marketing set tools which companies use to pursue their marketing objectives in the target market is marketing mix. 
Product- General and health insurance, fund management, long term business and other financial activities are the four major products offering and business function in Aviva’s marketing mix. The long-term business includes long term health, accidental insurance, saving, annuity, pension and life insurance. Individuals and SMEs are provided with cover by the company for risks linked with motor vehicle, liability and property under health and general insurance.  In the fund management of Aviva, funds investment by policyholders and shareholders is involved (Bhasin, 2019). For each of the subcategories like health, child savings and protection, the company offers many options of plans. Customers’ expectations are fulfilled as many services and products are offered by Aviva. Also, focus is placed by the company on coming up with something attractive and innovative for customers. Due to the COVID-19 pandemic, the company is diversifying its product portfolio and investing in digital services (GlobalData, 2020). 
 Price- To the consumer, financial security is offered by the insurances in case of adverse conditions. Number and ease of claims is very important criterion rather than prices to be paid. The premium is lesser for life insurance of Aviva than other leading private term insurances (Bhasin, 2019). With the calculator application, company’s website is equipped for customer’s ease which allows users to get top payments under several schemes for diverse targets. In year 2015, 30.7 £ billion were paid to customers in claims and benefits. Aviva’s profit is dented due to COVID-19 impact, and the company has announced an interim payment of 6p a share (CMC Markets, 2020). 
Place-Currently, 31 million clients are attended by Aviva worldwide. Also, the company is the major insurance provider in UK and Ireland with major customer base in Canada, Europe and Asia. There is difference in focus of operations for different territories. In UK and Ireland, the main focus of the company is on general and life insurance (Bhasin, 2020). On international operation, the company focus on long-term corporate for Asian countries which includes Taiwan, India, Vietnam, Hong Kong, Singapore and Indonesia. The company is lively in Indian market since 1834. In both developed and developing countries, the company operates. The products and services of the company can get by the customer from different locations as company is operating globally (Bhasin, 2020). 
Promotion- Aviva use multiple channels for enhancing the experience of customer and promoting its products and services (Bhasin, 2020). To advertise different product range, radio, print media and television are used by the company. For penetration in country specific market, the company form strategic partnership with local partners. The respective products are detailed through company’s functional website. Team spirit was the company’s long-term marketing partners as a promotional campaign. In the ‘New Thinking’ campaign, specific targeting of financial guides was done. For different locations, the company engage brand ambassadors such as a tennis player- Milos Ronic in China and in India, Sachin Tendulkar (Bhasin, 2020). 
People- There is a strong workforce at Aviva company who are helping people in different location. Company’s philosophy is create legacy, kill complexity and care more (Aviva, 2020). There exists diverse culture at the company and there is experts’ team at the company to attain excellence in future digital market which involve energetic creators, world class-app engineers, entertainment and gaming sector, technology and client involvement masters. 
Process- To enter the country specific market, the company shaped the strategic partnership with well-established neighborhood brands. For insurance business, the company collaborated in Turkey with Aksigorta and Akbank. For company’s product procurement, various channels are used which through direct sales personnel, partners or website can be accessed. With premium payment, premium top up and policy management, company’ website is equipped and for user simplicity can be access to different forms. Also, for hospitalization and surgical procedures, there exists cashless facility (Aviva, 2020). 
Physical Evidence- Aviva’s logo is a combination of blue, green and yellow colors. In the blue color, feeling of security, authority and success is given and calming effects is indicated. In yellow, warmth and happiness are denoted and renewal and life are for color of green (Aviva, 2020). Aviva is victor of many admired awards on the financial sector. There also exists partnership of company with Plug and Play which helps it in flattering conscious of latest technologies. Company’s unique product is LeakBot.    




[bookmark: _Toc80298359]Recommendation 
Thus, it can be suggested that to meet the customers’ needs should be the top priority of the Aviva company. Due to global COVID-19 pandemic, high focus must be placed by the company on digitally enabled interactions. Through multiple channels, company should consistently and frequently communicate with customers to help them during the pandemic (Donthu and Gustafsson, 2020). Campaigns must be designed by the company on COVID-19 and relevant data must be provided to the customers.  The company must also follow the regulation associated to COVID-19 in setting claims. Providing positive and enhanced experience to the customers is not possible without a positive employee experience. Appropriate tools should be given on time by the company to its employees for quickly addressing and seamlessly customers’ needs (Whitelaw et al. 2020). Preparing for a virtual future or digital transformation is very vital for the company as new opportunities will be opened up for Aviva to build relationships, serve and sell to customers. Involvement must be grown by the company with new partnerships for refining main customer services. 

[bookmark: _Toc80298360]Conclusion 
Thus, it can be concluded that it is very important for the company to provide positive customer experience for the sustainable competitive advantage. Due to change in customer’s expectations, there are many changes in business. Due to the global COVID-19 pandemic, there is increase in online interaction with customers. In the report, Aviva company was introduced. Key marketing theories were also discussed in the report and to analyze external and internal factors, STEEPLE and SWOT analysis of Aviva was done. The report also discussed Aviva’s systems supporting quality processes.   
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A Model for Maximizing Customer Satisfaction and Loyalty>

Doing the Job
Right the

First time

Improve Product and
Service Quality

Feedback on
Prevention

Managing
Customer

Contacts Effectively

Respond to Individual
Customers

Identify Sources of
Dissatisfaction

Conduct Root
Cause Analysis

Solve/Resolve
Problem

Addy

T'raw

Maximizing

Satisfaction

and Loyalty

Customers will:

— Buy again

— Buy more

— Tell others to buy

—  Buy your other
products and services
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