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1. Introduction:
The Pandemic COVID-19 has affected businesses in the UK and around the world in several ways. Companies cannot longer trade with their customers in the usual way in which they have been trading in the past. There are new governmental laws and principles as well as practices guiding the way people shop. Customers buying from the local grocery or brand shops must wear a face covering and respect or keep a 2-meter social distance from each other
This report focuses on Marks & Spencer. Marks & Spencer was founded in 1884 by Michael Marks and Thomas Spencer. Marks and Spencer is a British multinational retailer and it headquarters is in London. It has approximately 80,000 employees and 959 stores across the UK. Marks & Spencer started as a merchandising retail, but currently sells products ranging from cosmetics, sportwear, women dresses and lingerie as well as men’s wear and accessories. Most recently the corporation introduced its food department that sells groceries. While sales in clothing seems to be declining, there is an increase in the sales of food and groceries.
This report analyses the internal and external factors affecting Marks & Spencer during COVID-19 and examines how the pandemic has also affected its quality systems. It also discusses how the company is dealing with this new situation, while achieving its Business objectives through the development and maintenance of its customer relationship. This report analyses the behaviour of the customer amid the pandemic and examines the customer’s expectation during shopping as well as the company’s attitude towards the customer. This paper also discusses the customer/company relationship, the factors and principles, and the theories that guides the sales of products during the pandemic. It examines the customers satisfaction in relationship to the choice and quality of the customers brand and desire to the choice in question. This report also looks at the consumers behaviour in general and defines who a consumer is, what are the characteristics of a consumer? 
This report examines the marketing theory applied by Marks & Spencer and defines a Customer, customer satisfaction, consumer behaviour, customer expectation, and customers experience. 
This report also researches the systems that support Marks & Spencer quality process and examines the effectiveness of the system in meeting customers requirement to maintain a good customer relationship even in critical times like now in the middle of a pandemic, COVID-19.




















2. The Context of Customer Satisfaction:
The notion of customer satisfaction deals with knowing who a customer is. What defines him as a customer? What characterises his shopping habits, and what kind of goods is he buying. From what kind of products does he derive his satisfaction? What is his expectation when buying from his brand? Marks & Spencer take these questions into consideration. They examine who their potential customers are. Before introducing the corporation marketing theories. Let us define the following key questions:

2.1 Who is a Customer?
[bookmark: _Hlk59899235]A customer is any person that buys or purchase goods or services from a shop, dealer, or business. He can also be referred to as a client, purchaser, or consumer. This could also be a group of persons or a legal entity. For example, a company or cooperation, can also be a customer. According to Andrew Bloomenthal, (Sept. 2020). “A customer is an individual or business that purchases another company's goods or services.”

	2.2 What is Customer satisfaction?
[bookmark: _Hlk54696164]Customer satisfaction determines or measures the consumers happiness with a product or service. It shows how satisfy a customer is with the services he/she is receiving from a service provider or company. This could also be the pleasure the customer derives from a product purchased from a company. According to Fornell, Johnson, Anderson, Cha and Bryant. (1996).  “Customer satisfaction is defined as an overall evaluation based on the total purchase and consumption experience with the good or service over time.”
[bookmark: _Hlk59899275]Customers satisfaction comes as a result of a couple of factors. These could either be the facilitation and delivery process between the time the customer placed his order and the time he receives the product ordered. Or the price at which the product is being sold to the customer. Customer satisfaction is an important factor of a business strategy when determining customer retention and sales of products. According to Oliver, R. L., (1999). “Actionable information on how to make customers further satisfied is therefore, a crucial outcome.”

2.3 What is Consumer Behaviour?
[bookmark: _Hlk59899499]Consumer behaviour is defined as the study of an individual or an organisation, on how they choose or select their products or services. This study is usually based on personal, psychological, and social factors of the individual, organisation, or corporation. According to Schiffman, (2007).  “It is the behaviour that consumers display in searching for, purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their needs.”
[bookmark: _Hlk59899327]The consumer behaviour is mostly driven by the emotional and mental needs and the consumers behavioural response to the purchase and usage of goods and services. According to Stallworth, (2008). “It is a set of activities which involves the purchase and use of goods and services which resulted from the customers’ emotional and mental needs and behavioural responses.” 
[bookmark: _Hlk59899429]General when dealing with consumer behaviour, the selecting, purchasing, and the disposing of the goods and services is always taken into consideration. According to, Funk, D. et al, ( 2016). “It is proven that there is always a continuous change in the consumer behaviour due to the consumers’ physical and psychological needs.

2.4 What is the Customers Expectation?
[bookmark: _Hlk54740577]Customer expectation may be defined as a set of behavioural actions that guides an individual when choosing an article or brand.  This may include the quality of the goods and services he is paying for and low price and other incentives provided by the seller or company he is buying from. Customer expectation includes good communication and personalized interaction when buying from his favourite store or brand. According to Anastasia Belyh, (Dec. 2017).  “Customer expectations are the feelings, needs, and ideas that customers have towards certain products or services.” According to Anastasia, it is based on what the customer wants from the goods and services that he is paying for.

2.5 What is Customers Experience?
[bookmark: _Hlk59899677]Customer experience is the perception that a customer gets from a brand or product. It is the experience from buying the product to the impression after consuming of the product. This is the impact that the customer gets from the product. This includes the messaging process used in selling the product, the manner the product was sold to the customer, and the nature of the leadership in the company. The engineering process of the product or services. Including the financing. According to Blake Morgan, (2017).  “Customer experience is everything that a company does to how customers perceive its product. This includes the messaging used, the product sales process, and what happens after the sale, including other internal factors like the interworking of the company, its leadership, and the engineering of the product or service”.

3. Applicable Theories by Marks & Spencer to address Customer’s Satisfaction.

Marketing Strategy:
3.1 M&S FOOD - RESPONSIBLE FOOD MARKETING PRINCIPLES
According to Corporate.marksandspencers.com. “M&S showcases a strong heritage of branded value products that allows them to create a long-term value for their customers. This is done through the effective usage of resources and relationship”. The goal of Marks & Spencer through this marketing principle is to satisfy the need of its customer by being responsible, fair, decent, and truthful in how they source and produce their food products. Through this principle the corporation decided to be just, transparent, and responsible in how they sell and market their food products to their customers.
These principles were based on the International Chamber of Commerce framework for Responsible Food and Beverages Marketing Communications. According to the ICC standards, every food product sold by M&S is legal, decent, honest, and truthful. Customers are not misled by the information published in their products. Every information on M&S product is accurate and realistic and has a scientific base and adhere to all local laws and regulations that promotes healthy and balance diet. 
[bookmark: _Hlk59899968][bookmark: _Hlk59900030]M&S also introduce their CSR (Corporate Social Responsibility) program, by selling and marketing sustainable and environmentally friendly products. This campaign was launch in 2006.  According to Vesanen, (June 2007). “Marks & Spencer wanted to make sure that every of its customer is aware of the origin of their products”. M&S came up with a campaign titled “Look behind the label”. This campaign was to make sure that Marks & Spencer customers have enough information about the product they are buying. According to Barry M, (2009). “Marks &Spencer highlighted the Company’s CSR like the reduction of salt in meals, sustainable sea food, toxic free clothing dye and animal welfare”.
As part of its CSR, M&S also entered into agreement to donate to charitable organisations like Oxfam, Shelter, Newlife and Fareshare. To this organisation they donate unsold clothing, food, and unwanted equipment. 
[bookmark: _Hlk59900231]Marks & Spencer also provided its customers with adequate information about its supply chain and the nature of transportation. According to Jiang P, (March 2004). “The purpose of this strategy was to ensure that every marketing process was sustainable”.

3.2 M&S Sustainable Clothing Marketing Principle
M&S works closely with its suppliers to produce, develop and sell sustainable and innovative clothing products that are available only at M&S stores.
[bookmark: _Hlk59900348]According to M&S, (2020). “We carry out an on-site audits and product testing. Our suppliers are required to meet a range of quality, safety, environmental and social standards”.
M&S is committed in selling its own brand clothing products free from microbeads plastics. None of the clothing products sold at M&S stores is with microbeads. Since 2012 M&S has been a member of the SCAP (Sustainable Clothing Action Plan), with the aim of reducing the use corrosive chemical resources across the clothing industry. In collaboration with its partners and other brands, M&S pledge to reduce the impact of its products over the lifecycle of the product. In collaboration with its partners and competitors M&S agreed to reduce by 15% the Carbon footprint and Water footprint and 3.5% the waste arising over the whole product lifecycle by 2020.
As part of its CSR to the production and sales of clothing, M&S encourages the re-use and recycling of fabric and fibre to reduce the impact of its products.

3.2 M&S Product Standard and Quality
[bookmark: _Hlk59900460]According to Corporate Marks and Spencer, (Nov 2020). “Cotton, polyester and man-made cellulosic fibres accounts up to 80% of the materials we use within Clothing and Home. We are working hard to reduce their impacts”. Marks and Spencer is committed in improving the quality of its products, and they are doing so by properly sourcing out the origin of their raw material in conjunction with their suppliers and partners and with the aim of bringing qualitative products to the market and to their customers while protecting the environment. Raw materials play a significant role in product environmental impact. Therefore, it is an obligation for M&S to bring to its customer and the market high quality products and the same time protecting the environment.

3.3 The M&S 7 Ps Marketing Mix Strategy:
As part of the marketing strategy of M&S 7ps framework is also adopted. M&S uses the 7ps to grantee that every product introduced to the market or his customers satisfies the targeted sustainability goal intended to reach. According to Zafar et al, (2014) “The 7Ps framework is monitored in order to ensure every product delivers the targeted sustainability goals”.






What are the 7ps of M&S?
A- Product:
M&S collaborate with its partners and sustainable suppliers to assure that it sells to its customer’s environmentally friendly products. These products are manufactured using sustainable method and processes. They also assure that the products are packaged in recyclable materials. As a result of this strategy, the confidence of many of M&S customers and buyers has increased.
B- Place:
M&S ensures the sustainability of each of its stores and guarantee the conservation of energy to back up its CSR agenda. The store manager ensure that store is sustainable and that everything within the location fits in the M&S CSR.
C- Price:
M&S has come to the realisation that by raising their prices, they may lose a percentage of their customers. So, the company now sell its products at moderate prices. According to M&S, (2019). “This approach makes it easier for more buyers to support the firm’s sustainability goals”.
D- Promotion:
M&S promotion strategy target to and inform the customer about the company’s CSR engagement. This strategy encourages more people to protect and conserve the environment. The chain of supply also assures the safety and guarantee of the environment.  
E- People:
[bookmark: _Hlk59900566]M&S ensures its personnel and customers are aware and informed about its CSR engagements. According to Singh, (2011). “M&S sales personnel and buyers are informed about the best CSR practices”. Their focus is to satisfy the need of their customers as well as that of the employees. They guarantee or assure that every of their employee is well equip with the company’s CSR policy, to support the M&S agenda. M&S marketing strategy also supports the sustainability practice by its customers to help them achieve their CSR goal. Through this strategy, it is easy for M&S to promote the most sustainable practice to every of their customer.

F- Process:
M&S has a sustainable delivery process to its customers. They encourage their customers to recycle old and unwanted cloths. According to M&S, (2015). “This is aimed in order to protect and conserve the environment”.

G- Physical Evidence:
According to M&S, (2015). “M&S also uses guarantees, business statements, and reports to convey its CSR-agenda to more stakeholders”. M&S does apply the use of sustainable materials and facilities when marketing its products. M&S staff and employees inspired to wear products made of sustainable materials. They are inspired to be role models by wearing sustainable products.


4. Factors Influencing M&S Quality, System, and Control of Customers because of Covid-19
M&S is a well-established corporation with a history over 125 years in Business. The company has a history of selling quality clothing. Added to its products over the years are women lingerie, and homeware products as well as the most recent food department that sells fresh food products, vegetables, and grocery. According to Byron J. Finch, (2008). “Quality is the second of three value components. The commitment to producing quality in services and products changes process from just producing to producing things customers want. The development of the methods and techniques to manage quality and a culture of employees who want to produce quality is at the heart of any successful business”.


M&S Quality:
M&S Food Special:
According to Corporate M&S, (2020). “In 2018 we acknowledged that our Food business had become too premium and has lost some of its broader appeal. While our customers still recognised us for quality, our competition review worked hard to match our success by copying our innovation and fresh product ranges and we have kept up”. 
The M&S food special works hard to protect its Brand name. They do this through industry – leading quality, exceptional sourcing, and famous innovation. To catch up against its competitors, M&S strive to remain relevant, become more often with great value, everyday prices and products that appeal to family and individual customers. The food special department is staffed with efficient and qualified men and women with the best experience in marketing and promotion in food products.

M&S Clothing and Homeware:
Covid-19 has greatly changed customers’ behaviour for the future. There is a sharp growth in online shopping. According to Corporate M&S, (2020). “To respond and adapt to this new trend of trading, M&S has speed up moves by reducing its winter/Autumn store option by 20%”. M&S has also given over 850 clothing and homeware products, school wear and under wears to Ocado online Retail website.
Due to the rise in demand in the online sales, M&S has increased the role of sourcing offices to deal with the sampling and ordering of customer article and the dispatchment through delivery partners to get the orders to the customers as quick as possible. This has also broadened the relevance of complementary guest brands to M&S.
M&S product Quality and Control:
M&S operates a strict policy on quality control. This is done through inspecting, sampling, and testing each product at various stages during the production chain. This is to guarantee the quality and standard of the product. Assuring the standard of the quality is the responsibility of everyone working in the production chain. According to Corporate M&s, (2020). “We use the Total Management Quality (TQM). This is a culture that is based on improving and modifying the quality of each product on a continuous basis”. Customer satisfaction is the goal of M&S. having an effective customer service that carries out market research to find out what kind of products satisfy the customer. 
In terms of services provided to customers, M&S provides top quality services to its customers, and constantly launch researches to on how to improve the services it renders to its customers.
M&S Customers Control Strategy due to Covid-19.
With the breakout of Covid-19 pandemic, the rules of doing business has change all over the world. All non-essential stores are closed except grocery stores selling essential food items needed by the public. This governmental policy affected M&S. However, since M&S has a fresh food and grocery department, they must remain open to meet the needs of its customers. For the food department to remain open, the following rules was adopted.
Social Distancing and Hygiene:
To maintain its customers and to provide a good customer service, customers must practice the two meters social distancing rule introduce by the government. Hand sanitisers are provided at the entrance of each M&S grocery store. According to M&S, (2020).  “Staff across our store and supply chain are provided with additional hygiene products to keep up excellent standards for customers and M&S team”.
Wearing Face Covering:
M&S customers shopping in the grocery stores must wear face covering inside M&S stores across the UK, except those with certain health condition and children. M&S staff are to wear face covering in all M&S stores. In M&S Cafes it is required to wear a face covering when not seated. However, customers do not have to wear a face covering when seated.
Home Delivery:
M&S now carries out contact free delivery for clothing, homeware, flowers, hampers, wine as well as grocery orders to customers doorsteps. There is no hand-to-hand contact. According to M&S, (2020). “Drivers can leave deliveries safely at the customers doorstep”. M&S customers can safely go online and order their items and pay through M&S online payment system. Customers will have to ensure that their contact is updated to guarantee smooth delivery.
Returns:
M&S has a return policy on items bought from their stores as well as online. However, with the pandemic not all items bought from M&S can be returned during the pandemic. Personal items like clothing, jewelleries, homewares, and hampers with hygiene security seal can only be returned if the hygiene security seal is intact. Other purchased items can only be returned if it is being donated for charity.
According to M&S, (2020). “Exception is given to fine jewellery, wedding and bridesmaid dresses, adult’s fancy-dress costumes, maternity clothing and any other product as notify at the time, can only be returned by post in the original outer packaging”.

5.  Meeting and Maintaining Good Customer Relationship during the Pandemic. Covid-19.
Maintaining a good customer relationship is the topmost priority of M&S. The outbreak of covid-19 has made M&S come even closer to its customers. According to M&S, (2020). “We have lost two colleagues to the pandemic and there are others in the hospital; but still with the support of our most passionate and dedicated workforce in UK retail, we will trade through the crisis, serving our customers throughout”. It is factual that the outbreak of the pandemic has completely change the way business is done and M&S is doing everything possible to maintain a good relationship with its customer. According to M&S, (2020). “We are determined to make our ways of working permanent and accelerate the aspects of our transformation necessary to thrive in a new customer landscape”.
The goal is to reach the least of its customer. The staff has been trained to act faster and with flexibility and confidence. This is to enable the M&S image to appear stronger and confident even during the pandemic to reach every customer satisfaction both in and online. According to M&S, the phrase “Never the same again” is the key to ride out through the pandemic while meeting all customer need. According to M&S, (2020). “This programme is aimed at harnessing new habits and use the lessons learned from the pandemic to make what feels like three years progress in one”. As a strategy of reaching the most of its customer, for the first time M&S has also bought 50% Ocado shares, where it has since September 2020 been brandishing over 6000 different products from its grocery department. Attached to these new online sales are strategic drivers and partners that facilities the distribution of customers’ orders to the customer’s doorstep. According to M&S, they have also employed some of the best public relation managers to strength the customer relation department of the company. This is done because of the pandemic, to foster a good relationship between M&S and the customer even in the pandemic.
Before the pandemic, M&S already had plans going digital. According to the organisation, the company has been working hard towards digital marketing. The pandemic has only helped that concept to be realised much faster. All these aimed to build a good relationship with the customer.

6. Methodology:
This report analyses the internal and external factors during the pandemic Covid-19 affecting M&S. Its analyses M&S CRM during the pandemic and reports how M&S is managing it CRM during the pandemic. 
M&S have a 136-year history. The corporation started in 1884 in Leeds as a penny Bazaar and has grown into a Multi-national, selling clothing, from men, women, children, shoes, lingerie and fresh food, and grocery. This report analyses the marketing model, methods, and theories that is used by M&S. It examines the products and the quality of the products sold by M&S to its customers. This report defines who is a customer, what are the expectations of a customer when he is buying a product. It examines what kind of satisfaction a customer is expecting when paying for a product and what are the customers experience with the brand, he, or goods he is paying for. This report researches the customer’s behaviour in relation to the organisation (M&S) CRM.
Every organisation has a marketing theory, and we see in this report the marketing theory used by M&S. The 7ps marketing mix used by M&S, how it is adopted by the corporation and how it has worked out with M&S in the ongoing pandemic. This report has also examined how M&S is trying to meet up with its customer’s satisfaction. The principles laid out by the company during the pandemic, the applicable rules implemented inside M&S store in retrospect to Covid-19 (Social distancing, wearing of face covering and hand sanitising). The possibility of online grocery shopping with contactless home delivery to prevent any form of physical contact between customer and sales personnel.
This report researches the product quality and how M&S seeks to maintain its product quality. The outsourcing of its products and the sustainability of the product, the different channels the product undergoes to assure its quality and the various factors underlying the quality system control. This report research how M&S seeks to maintain and improve its relationship with its customers. Examines the applicable methods and principles and the organisational goals set before, during, and after the pandemic.

Conclusion:
[bookmark: _Hlk59900824][bookmark: _Hlk59900894]Convid-19 has changed our way of life as well as the way we do business. Wearing of face covering, social distancing and hand sanitising are the new norms when entering any public environment. Most business conferences and other social engagements are now conducted virtually, and this is new norm in which business transactions are being carried out. M&S is equally affected by these norms through which trading is being carried out today. This has also affected the relationship between customers and organisations or their brands. Businesses strive to maintain their CRM. This is the reason why M&S has adopted a lot of rules to maintain its customer relationship. Adopting new possibilities of meeting customers’ expectation and bringing customers desires even closer through online marketing platforms like Ocado and M&S online sales. Building new marketing bridges and adopting new marketing principle through which goods and services are being advertised and presented to the customers. New means of selling and delivering goods to the customers doorsteps without physical contact of the customer and the sales personnel. According to Alba et al, (1997). “There is distribution efficiency, and the possibility of assorting complementary merchandise, the collection and utilisation of customer information and the ability to deliver a unique and an unusual merchandise”. With the outbreak of the pandemic, M&S sort to reach out to its customers through efficient delivery and seeks every possibility of reaching the customers doorstep with all that the customer finds on the corporation online platform. Ranging from the food and grocery department to homeware, clothing’s and lingerie, wine, flowers, and footwear. Covid-19 has actualised the change in the way things are done in the 21st century. According to Evans and Wurster, (1997). “The Internet will represent the ‘most important wave in the information revolution”. This were the words of Evan and Wurster. Covid-19 has changed our current way of life as well as the way we do business.
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