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Executive Summary
Customer experience is at the foundation of every organisation's ability to maintain long-term competitiveness. As consumers' expectations vary as a result of the Covid-19, business experiences change, particularly Ocado increases client contacts online. The main focus of this paper is on Ocado's customer relationship management framework as well as marketing perception. The paper investigates how Ocado is able to provide customers within the face of the Covid-19 outbreak. The paper provides in-depth information regarding Ocado as well as a discussion of several marketing theories which are applied by this organisation, for fulfilling their customer’s expectations and demands to satisfy them during the epidemic situation.
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[bookmark: _sdped32ofs72][bookmark: _Toc80808467]1. Introduction
Any company's function totally depends on its customer experience. A company's customer relationship and engagement boost its chances of insinuating business necessity into everyday living. The post-pandemic scenario is presently making it tough for any firm to operate smoothly. Customers' requirements throughout the post-pandemic condition are shifting dramatically in response to the online market as well as company operations. Addressing the problem, businesses are developing applicable strategy concepts and demonstrating successful marketing techniques to reach existing customer needs. In a scenario such as this, relationships with customers have shown to be the most significant factor in corporate success. 
Increasing consumer purchase intention for a brand, contemporary business aims are concentrating on customer relationship management as well as a better user experience. The paper will focus on Ocado as well as its evolving marketing techniques in the face of the outbreak throughout the UK. Among a myriad of elements affecting or impacting Ocado's business operations, this report will examine certain internal as well as external factors. Considering important marketing theories including customer relationship management theories, this report will discuss and attempt to understand the changing corporate objectives and overall system. The paper will also include evidence-based data on Ocado's continuing marketing efforts to improve the consumer experience.

[bookmark: _atbr0d5c03gx][bookmark: _Toc80808468]2. Overview of Ocado 
Ocado offers an unrivalled selection of online groceries. Ocado Group was started in April 2000, and it currently has almost 580000 active consumers.   In the month of October in 2000, Ocado collaborated with Waitrose prior to actually opening up as Ocado Limited in the month of June 2001 (Ocado Group, 2020). They currently generate 230000 orders each week and generate over £1.5 billion in yearly revenue. Ocado employs hundreds of software engineers and management consultants that work around the clock and are responsible for approximately 17000 people.
Vision: Throughout each level of business policy, Ocado aims at transforming the industry as well as make purchasing easier and also more efficient. In the past 2 decades, they have been doing things much better and also have grown into the world's biggest online grocery retailer. Ocado has around 40000 products, which is more than a superstore. Consumers can order a wide range of food and beverages online (Ocado Group, 2020). The Zoom service of Ocado considers the competition and offers over 10,000 items, much beyond the offerings of grocery stores and supermarkets.
Mission: Ocado wants to provide a shopping experience that can accommodate an active lifestyle as well as make life easier. Ocado has achieved success; with 99% of delivery products being exact and 95% arriving early or on time, as well as the company is continually striving to improve (Ocado Group. 2020). Ocado targets to get a very strong customer relationship management, as well as things like online customer service as well as their outstanding Ocado Zoom home delivery services, which itself is renowned again for quickest delivery inside the UK. Ocado offers over 10,000 fresh ingredients, including low-cost groceries, fresh meals, and purifying items.
Value: Ocado is on a goal to alter the way people shop in the modern-day. Ocado values teamwork as well as the growth of the company into one that is not just enormous but also outstanding. They are enthusiastic about something and enthusiastic about their work (Ocado Group, 2020). The path leads to a brighter future.
Shareholders: Ocado is making significant investments throughout the corporation and capitalization in order to increase online penetration (Ocado Group, 2020). Throughout the beginning, there are only about new supermarkets, but they plan to be the world's biggest digital supermarket within 2 decades. The business relationship has evolved into one that is more adjustable, expandable, and profitable. 
Sustainability: Ocado is a renowned online grocery shopping service with marketplaces all over the globe that meets the demand for a long-term solution with a beneficial influence on the firm. Online grocery share prices throughout the UK have surged from 7% to 14%, more than doubling from pre-pandemic levels (Ocado Group, 2020).

[bookmark: _r1bivj1ieuzc][bookmark: _Toc80808469]3. Key Customer Relationship Management and Marketing Theories and Models
Marketing decisions to enhance customer experience and engagement are developed by adopting appropriate marketing and CRM theories. Marketing theories enable a business to predict current market trends, factors influencing those trends, and competitors’ strategies. On the other hand, theories and models of customer relationship management help in better understanding potential customers and develop a long-lasting customer experience (Loew, 2021). The section will outline relevant CRM and marketing models and theories that have will enable Ocado to boost customer engagement and experience amidst the Covid-19 pandemic. 
Maslow’s Need Hierarchy
Abraham Maslow, in 1943, introduced a human motivation theory and named it the Hierarchy of Needs. According to this theory, an individual is motivated for satisfying various needs; however, only after satisfying basic needs, an individual proceeds to higher-level needs. Maslow stated in this theory that the needs of an individual are arranged in a hierarchical order, with physiological needs at the bottom and self-actualisation at the highest point (Lee and Hanna, 2015). The theory explains five levels of needs- physiological, safety, sense of belongingness, esteem, and self-actualisation. According to the theory, physiological needs include basics such as water and food. Safety needs are associated with a sense of security of an individual. Belongingness refers to various interpersonal relationships of an individual. Esteem, in the hierarchy, represents an individual’s feeling of prestige and accomplishment. Lastly, self-actualisation is considered achieving full potentiality. Maslow explained that a satisfied need is no longer a need, however, it acts as a motivator for an individual (Lee and Hanna, 2015). 
Maslow’s Hierarchy of Needs can be used by businesses in order to understand the needs and preferences of customers. According to Cruse (2020), developing customer trust and integrity is the first level of customer experience. Providing expected products and services such as maintaining good quality, competitive price, reliable delivery, and other similar elements are the second stage of developing customer satisfaction. Developing a positive relationship with customers by providing excellent services is the next level of the hierarchy. It includes resolving customers’ problems efficiently, being attentive and responsive, and other similar elements. Introducing new services or products, effectively collaborating and engaging are the next level of customers’ needs (Cruse, 2020). The final level is customer engagement and positive experience. Following these steps will help Ocado to boost customer’s experience and engagement during the Covid-19. 
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Figure 1: Maslow’s Need Hierarchy
(Source: Loew, 2021)
PESTLE 
The PESTLE model is considered one of the most widely used and effective frameworks. The model enables an organisation to screen various external factors that have the potential to influence business operations and develop strategies accordingly. PESTLE, as the name suggests, is the acronym for political, economic, social, technology, legal, and environmental factors. According to Pestle Analysis (2015), the politics of a country influence a business to a great extent. Factors such as government stability, tax policies, trade regulations, entry mode regulations, and many more factors are considered major political elements that influence a business. Economic factors are essential metrics for ensuring the economic region’s health. It includes factors such as interest rates, inflation, GDP, credit accessibility, unemployment and employment rate, and other similar factors. Economic stability is essential for successful business operations (Rastogi et al., 2016). 
The social factors of a business are largely associated with potential customers. It involves population demographics, changing trends and lifestyles, educational levels, and income distributions of potential customers. It is essential for an organisation to analyse social factors and develop strategies accordingly in order to boost CX. External technological advancement has the potential to enhance internal business operations (Perera, 2017). Technological factors associated with business are- new innovations and discoveries, technological obsolescence rate, international influence on technology, and many more. Focusing on the environment in which the business is operating is essential for developing a positive customer relationship. It is essential for big businesses like Ocado to follow and develop strategies based on environmental-related laws such as environmental protection, waste disposal, energy consumption, and many more. Lastly, legal factors include product regulations, safety and health regulations, patent infringements, and many more (Perera, 2017). 
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Figure 2: PESTLE Framework
(Source: Pestle Analysis, 2015)
SWOT 
The SWOT framework is a marketing model used for analysing internal or micro factors that influences business operations. SWOT is the acronym for strengths, weaknesses, opportunities, and threats. SWOT can be used at an organisational level in order to enhance organisational processes and operations. This, in turn, will help a business to increase its engagement with potential customers and further boost their experiences. Unlike external factors, a business can easily control its internal factors, which makes SWOT one of the most convenient and easy frameworks. According to Research-methodology (2021), along with internal business factors, SWOT also helps in assessing a few external factors. 
Organisational weaknesses and strengths are considered internal business factors. Opportunities and threats of the SWOT framework are elements of external business factors. The strengths and weaknesses of an organisation can be easily controlled and changed, however, managing opportunities and threats are complicated. Factors such as organisational culture, operational efficacies, financial resources, operational capacity, organisational structure, and many similar elements are part of internal business factors. On the other hand, business threats and opportunities are associated with customers, suppliers, competitors, societal changes, changing market trends, government policies and regulations, and many similar elements (Phadermrod et al., 2019). In order to boost customer engagement and experience during the pandemic, it is essential for Ocado to enhance its strengths, overcome weaknesses, exploit opportunities, and mitigate any threat associated with the business. 
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Figure 3: SWOT Framework
(Source: Author)
IDIC Model
Understanding the concept of CRM is crucial for a business in order to develop a positive customer experience and engagement. The IDIC model developed by Peppers and Rogers enables a business to understand the need and preferences of potential customers. The model can be divided into four phases- identify, differentiate, interact, and customise (Bean, 2019). Following these four stages appropriately will help Ocado to increase CX and CE during the Covid-19 pandemic. A business operating towards CRM has to identify customers’ needs and preferences first. This enables the business to curate innovative strategies, products, or services oriented towards potential customers. In order to meet customers’ expectations, it is essential to differentiate potential customers based on their needs and values which constitute the second phase (Bean, 2019). 
Differentiation based on values helps in identifying loyal customers and the targeted customers that a business should focus on. On the other hand, differentiating customers based on needs enable the development of promotion strategies accordingly. Customer interaction is the third phase of the IDIC model which enables a business to understand the expectations of customers and the way they are associated with business services and products. After identifying, differentiating, and interacting with potential customers, effective strategies, products, or services are customised accordingly (Thakur and Chetty, 2019). 
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Figure 4: IDIC Model of CRM 
(Source: Thakur and Chetty, 2019)
CRM Value Chain
Buttle’s Value Chain Model is one of the widely used CRM models. According to the sales 80/20 rule, only 20% of customers contribute 80% of sales profit for any business. This 20% of customers are highly valued and are called potential customers. The model reveals that not all customers offer equal value to a business. It is crucial for an organisation to identify its potential customers and focus on boosting their customer experience and engagement (Bean, 2019). The model is divided into five major stages. The first stage is the customer portfolio analysis that helps to identify valuable customers. 
Customer Intimacy means gaining insights into customers’ preferences and Network Development refers to work closely with various teams involved in CRM for satisfying customers. Value Proposition Development combining developed networks with services or products and provide significant value to potential customers. The final stage is managing the customer’s lifecycle. Developing a friendly relationship with customers helps in boosting CX and CE efficiency. However, the model does not emphasise ignoring other customers. The primary objective of the model is to make extra efforts in investing and serving valuable customers (Rahimi et al., 2018). 
[image: ]
Figure 5: CRM Value Chain Model
(Source: Rahimi et al., 2018)
Expectancy Disconfirmation Theory
The theory of expectancy disconfirmation has become one of the predominant theories in explaining customer satisfaction with products and services provided by business organisations. According to the theory, customers often compare performances or products/services provided by an organisation against their expectations from the organisation. Based on research by Chen et al. (2021), it can be said that customer satisfaction only occurs when the perceived performance of an organisation exceeds or even meets the expectations of customers. According to the theory, it can be considered that efficiency has significantly become a facilitator between the productivity of an organisation and customer satisfaction. Ocado mainly focuses on selling groceries through its e-commerce platform. In order to meet or exceed customers’ expectations, Ocado can adopt this theory which will further help to enhance CX and CE. The business can boost its delivery services, provide discounts, or even customise its product portfolio for ensuring customer satisfaction. 
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Figure 6: Expectancy Disconfirmation Theory
(Source: Chen et al., 2021)

[bookmark: _gjdgxs][bookmark: _Toc80808470]4. Applying Theories and Models of Marketing and Customer Relationship Management in the Current Situation of Ocado
[bookmark: _30j0zll][bookmark: _Toc80808471]4.1 The Influence of Internal and External Factors on the Quality System and Customer Control of Ocado
PESTLE Analysis
	Factors 
	Description
	Impact

	Political
	· The decision of the UK to leave the European Union has significantly impacted the business flow of the UK Grocery Market. The international Supply Chain has been highly compromised and affected by higher tariffs and taxes for the Brexit situation (BBC News, 2020)‌. 
· The import and export of grocery products have become more difficult for increased taxes and a complicated political climate.
· Despite the complications of Foreign Trade Regulations, several foreign companies like Aldi Lidl are entering the UK market with local partnerships and capturing a huge amount of customers from existing rivals.
	High

	Economic
	· The growth rate of the UK grocery market fell by 4.5% in 2020 compared to a 9.4% growth rate in the same period last year (St Luke's, 2021)‌.
· The GDP of the UK grocery market was counted to be £205 billion in 2020.
·  The 15% salary cut due to the lockdown has affected the entire retail industry in the UK. Although companies like Ocado with “only online” sale structure have created a value of around £587.3 million in 2020 (BBC News, 2020)‌.
·  The company was valued at £21.7 billion with a fraction of the grocery market share in the UK compared to the largest grocery giant Tesco with a £21.1 billion value (Ocado Group, 2020)‌. 
	High

	Social
	· The UK market is flourishing with foreign conglomerates and local grocery chains like Morrisons, Sainsbury’s, Aldi, Lidl, Waitrose etc. Simultaneously, the customers are getting exposure to diverse grocery products (St Luke's, 2021)‌. 
· The current post-pandemic situation is influencing customers to consume healthy, hygienic food and seek online delivery facilities (BBC News, 2020)‌. 
· Since customers are becoming more and more aware of the local suppliers, they are willing to pay extra for food and consistent economic growth.
· The customers are expecting variation in food products and eco-friendly packaging. 
	Medium

	Technological
	· The usage of Big Data, Artificial Intelligence Principles has enabled companies to focus better on their customer service.
· Customer Engagement (CE) and Customer Experience (CX) is becoming significantly predictable by using personalised marketing and purchase services.
· The use of Robotics in the Ocado Warehouse is creating a significant hassle in the UK grocery market.
· Moreover, the refrigerated delivery van and time-efficient delivery process of the company is sustaining its number 1 online delivery position in the UK market. 
	Medium

	Legal
	· The current parliamentary law and audit are creating policies for gender-neutral salary programs. 
· The supplier tax and policies are creating changes in purchase value, minimum price etc. (St Luke's, 2021)‌.
· The SME programs in the UK are forcing big retailers to associate and support the small business sector (BBC News, 2020)‌.
· The changing government policies are informing corporations to increase the wages and medical insurance for employees for post-pandemic norms. 
	Medium

	Environmental
	· Worldwide sustainable energy usage is increasing; the sustainability standards are being changed by WHO, UNESCO etc. 
· Waste management and carbon footprint management is becoming significantly essential for all companies inside and outside the grocery chains in the UK (St Luke's, 2021)‌.
· The transport and food production operation of the grocery industry is being parameterised by the government policies to reduce the environmental impact. 
	Low


Table: PESTLE analysis
(Source: Author)
Influence of PESTLE Factors
The current Brexit situation is affecting the international import and trading of grocery supplies for Ocado. Since the company tries to remain convenient for the international market or interested customers, the international grocery products obtain a major ratio in the product category of Ocado which is being affected by increased import tax and tariff (adobo magazine, 2021)‌. Since the grocery industry in the UK is struggling with economic breakdown, salary cuts and employee turnover due to CoVID 19 situation. Ocado has gained the competitive advantage of its "only online” market structure along with the capacity to provide a sustainable WFH facility to most of its in-office employees (Ocado Group, 2020)‌. 
The competitive situation is becoming slightly difficult for Ocado as it does not have a sufficient product range and huge market recognition compared to the other existing retailers in the market. The company is arranging local market distribution like Tesco and Morrisons to deal with waste management. The expanded warehouse facilities and EV transport system is helping Ocado to sustain its environmental impact on business operations (adobo magazine, 2021)‌. 
SWOT Analysis
	Strengths
· Ocado frequently provides offers and discounts to substitute its physical contact with customers to sustain Customer Engagement and Experience (CE, CX).
· Ocado has its robotics facilitated warehouse that helps it to optimise employment investment and productivity issues. 
· The Ocado Smart Platform (OSP) is proprietary end-to-end software with physical fulfilment assets capable of handling the inventory management, production rate and corresponding investment consultancy using Big Data and Business intelligence Tools (Ocado Group, 2020)‌.
	Weaknesses
· Since Ocado is not available in the offline market it lags behind a lot of other companies in terms of physical interaction with customers.
· The cash flow and operational investment of Ocado are based on its revolving credit system and debt financing (BBC News, 2020)‌. 

	Opportunities
· The IT marketing, personalised marketing, AI implemented warehouse system can help Ocado to optimise more of its operations (Ocado Group, 2020)‌.
· The current online delivery norms in the post-pandemic situation are highly favourable for Ocado to enhance its market recognition and claim a significant market position in the UK. 
	Threats
· The growing economic protectionism might hinder the international trading of grocery products, especially for the Brexit situation in the UK.
· Ecommerce companies like Amazon and almost all grocery retailers are creating a highly competitive online grocery market for Ocado. 


Table: SWOT Analysis
(Source: Author)
Influence of SWOT Factors
Ocado's OSP and personalised marketing efficiency can help the company to deal with the hindrance created by the Brexit deal and the UK's separation from the EU. The use of robotics and EV transport shift can help Ocado to sustain its operational investment against the economic breakdown and online competitive rivalry of big grocery chains and foreign conglomerates (Ocado Group, 2020)‌. 
[bookmark: _1fob9te][bookmark: _Toc80808472]4.2 How Ocado is Reacting to Current Pandemic Situation by Developing and Maintaining Good Customer Relationship
Growing Communication Index with Customers: 
According to Rather (2020, p. 17), the communication Index is a result of the thorough use of relationship marketing. Customer relationship marketing is a product of the excellent CRM value chain model of Ocado. Ocado uses business intelligence tools and manages its inventory accordingly. According to Rudy et al. (2020, p. 2901), the system distributes the priority of customer engagement and personalised efforts based on the customer reliability, consistency of using the products of Ocado etc. Ocado uses these tools to segment its supply chain and marketing efforts for specific customer bases and provide them enhanced Customer Experience (CX) to sustain Customer Engagement (CE). Ocado tries to segregate the need and bothersome factors of customers regarding delivery time and optimises their delivery operations accordingly. Moreover, Ocado engages in frequent offers and discounts for customers to increase their engagement in the service provided by Ocado Group. 
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Figure: Ocado Inventory Management for better Operational Accuracy
(Source: adobo magazine, 2021)
Just in Time Delivery of Ocado: 
The Just in Time delivery system seems to be a simplified and straightforward objective, but it is extremely difficult to optimise the delivery routes and mapping to maintain the one-hour delivery status of the company. Ocado has 5 regional distribution centres and more than 500 EV transport mediums to cover the delivery operations of the company. According to Rosnizam et al. (2020, p. 18), the company arranges the best and optimised routes to maintain the JIT delivery of its 1.5 million customers. Differentiating customer value and strategising the delivery routes according to the customer demand is controlled and guided by the IDIC model. Ocado uses this model to strategically position its delivery time and optimise its transportation operational cost. Ocado also uses the robotics loading and arranging system to increase productivity and time efficiency in its distribution warehouses in remote localities. 
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Figure: Ocado Poster Marketing Campaign
(Source: St Luke's, 2021)
Personalised Customer Experience (CX): 
According to Ozbiuk and Coskun (2020), personalised marketing is the key factor to impose Customer Engagement (CE) in the market. Ocado uses AI and algorithm-based monitoring systems to know the likes and dislikes of its customers. The AI articulates the products a customer likes and refers to these products for their monthly purchase list. According to Benson (2020), this increases the opportunities to better manage the supply and inventory. The company uses refrigerated inventory for a certain time and then distributes extra grocery products in the loose market at a cheaper cost. This helps Ocado to reduce waste. According to Benson (2020), personalised marketing enhances the experience of the customer; the customer feels more comfortable to remain in the services and thereby increases the customer engagement and reliability factor. Moreover, Ocado uses the queueing theory to keep its supply and demand relevant for customer demand that increases the density of losing fewer customers for bad services. 
[bookmark: _ig6qkbja2bij][bookmark: _Toc80808473]5. Systems supporting and customer relationships and quality processes in Ocado in the Covid-19 situation
[bookmark: _p90xjrp4yqi9][bookmark: _Toc80808474]5.1 Quality Process System of Ocado
Robotic quality process solution: Ocado's management focuses on robotic quality process solutions which support the use of AI as well as machine learning. Inside a real-time setting, computerized quality process technologies assist the organisation in compiling and aggregating information. As per Orlo.tech (2021), throughout Covid-19, Ocado's administration can optimize the business's quality management framework. Ocado is able to give automatic centralized information repository control due to the automatic quality process technology. Employing strong artificial intelligence, robots, big data, internet cloud, as well as IoT, Ocado Technologies is bringing the globe's retailers online. They create the cutting-edge software as well as hardware that run Ocado.com, and also the distinctive ‘Ocado Smart Platform,' that is used by forward-thinking companies from Asian countries, European to American countries and even beyond (Orlo.tech. 2021).
Validate quality process continuously: According to Al-Suraihi et al. (2020, p. 34), Holding the business's comparative advantages, it is critical to strive for perfection on a continual basis. Meeting Ocado's goal of capturing more users, the quality process system must be validated. Throughout Covid-19, Ocado's continuous quality process upgrades assist the company in protecting its consumers' rights. By eliminating unnecessary expenditures due to connection gaps, undetected errors, and operator mistakes, the validated quality process lowers the organisation's business costs (Orlo.tech, 2021). Throughout Covid-19, Ocado's quality manager can always use cutting-edge mobility technologies to develop quality standards that will ensure success in business.
Quality process's mobility: The Company can acquire genuine data on market peaks and troughs because of the quality process's mobility. Ocado's managers should give every employee in the company access to future reports as well as data. According to Al-Suraihi et al. (2020, p. 34), obtaining the perspective of the competitive marketplace at each level of operation, Ocado's manager has to make the quality process mobility. Throughout the Covid-19, Ocado can examine the marketplace graph and determine why the quality of the product is deteriorating. Trying to make the quality management mobility allows for a multidimensional as well as comprehensive perspective including its stakeholder's standpoint (Ocado Group, 2020).
[bookmark: _p2619069bs3o][bookmark: _Toc80808475]5.2 Customer Relationship System of Ocado
Improved client knowledge: All of Ocado's customer data can be securely stored. CRM becomes a good way to communicate as a result of this. As per Skeldon, (2021), working relationships in career areas, other connections, network, communicating language, age, and other factors are considered in addition to an email ID, full address, postal code, contact details, media platforms, and webpage, if applicable.
Sustain customers: Ocado does analysis to target potential as well as new clients, and it's a really effective strategy. CRM is utilised to keep current customers happy. CRM is used to communicate with consumers who are dissatisfied with their service since they have not been engaged in a long period of time. It's usually easier to keep a current customer than it is to get new ones (Chigwende, 2021, p. 763).
Digital media platforms' active existence: The increasing fear of the Covid-19 epidemic, as well as government-imposed safety standards, have wreaked havoc upon retail enterprises like Ocado.   Ocado has boosted its communication through various networking sites including such Facebook, Snapchat, Pinterest, as well as other networks in order to strengthen consumer interactions. The organisation can now engage with a bigger client base, disseminate new offers or deals, and connect with consumers about their evolving preferences and needs from the business (Skeldon, 2021).
Ocado's upgraded e-commerce web page: During the outbreak, Ocado's e-commerce webpage was a big success. During the epidemic, the firm expanded its e-commerce website to various nations. These are done to meet customers’ expectations, as pandemic-related procedures have prevented customers from making purchases in-store (Chigwende, 2021, p. 763). Ocado used a low-cost strategy to expand its e-commerce websites in numerous regions. Ocado's e-commerce service allows consumers to customise products, check specials, and browse a broad variety of products. It aims to strengthen the consumer relationship even further (Orlo.tech. 2021).

[bookmark: _aegbebx9p1vx][bookmark: _Toc80808476]6. Conclusion 
Customer involvement and experience are two critical aspects of the business. Amongst the most important functions of marketing in a company is to improve client connections. However, this Covid-19 epidemic is preventing businesses from communicating with their customers. The epidemic has also had a significant impact on shifting customer perceptions and demands. People migrated from luxurious to essential things, and grocery sales soared in comparison to other brands. The influence of these adjustments on Ocado's customer experience was explored in the study. This research delves into many customer experience and customer relationship management philosophies in depth. These ideas were also used to figure out how to better understand Ocado's changing consumer needs as well as how to enhance customer service and satisfaction during the epidemic. In addition, due to the recent scenario, Ocado has created a number of systems to assist quality procedures and customer connections.
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