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1. Introduction.                                                                                                               The main aim of writing this report is in response to the assignment question which is “How do internal and external factors including COVID-19 affect or influence the organisation’s quality systems and controls for customers and how the organisation can deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships?” The author of this report selected to write about Boohoo Plc.com otherwise known as Boohoo.com or simply boohoo. A company background will be made of Boohoo, followed by an analysis of the business environment. The relevant marketing theories, models and methods will be underpinned in this report in order to answer the assignment question. There will be a conclusion, a reference section and appendices. 
2. Company’s Background.                                                                                       Boohoo is an “online-only” “fast fashion” retailer founded in 2006 in Manchester (BoohooPlc.com, 2018). It was founded by businessman and CEO Mahmud Kamani and joint CEO and designer Carol Kane. Boohoo designs, sources, sells and markets clothing, shoes and accessories through their website. The Boohoo Group is composed of Boohoo itself, Boohooman, PrettyLittleThing, NastyGal, MissPap, Karen Millen, Coast, Oasis, Warehouse, Dorothy Perkins, Wallis, Burton and Debenhams (BoohooPlc, 2021). Boohoo’s niche market originally was the age group of 16 to 30 years locally and abroad. However, perhaps in an effort to widen the market, Boohoo has increased the top end of their niche market to 45 years of age according to their current annual report. Boohoo operates worldwide and the biggest market outside the UK is the USA. Boohoo’s vision is to be the leading e-commerce fashion retailer targeting this identified niche (BoohooPlc, 2021). “Fast fashion” has been described as follows; “Fast fashion describes low-priced but stylish clothing that moves quickly from design to retail stores to meet trends, with new collection being introduced continuously”. (Investopedia, 2021). According to Investopedia, improvements in the supply network have facilitated the development of fast fashion as we know it today. Zara and H & M lead the fast fashion trends along with UNIQLO, GAP and Topshop. ASOS Plc is major competitor to Boohoo and is bigger as well. Boohoo had a gross income of £1.745 billion in the financial year to February 2021 (BoohooPlc, 2021) whilst ASOS grossed £3.263 billion (ASOS, 2020). Boohoo has 18 million active customers on social media whilst ASOS has 22 million, according to their annual reports. Due to the affordable prices, the convenience of immediate satisfaction by the consumers, profitable business for the players in the fast fashion sector and the flexibility of the fashion trends are some of the benefits put forward (Investopedia, 2021). However, for Boohoo, it has not been plain sailing as there have been issues of concern regarding sustainability of fast fashion considering the disposal of used garments on the environment, issues of modern slavery raised by the press such as ‘The Sunday Times’ and unsafe working conditions. Some of these issues affect the fashion industry as a whole and will be considered under in the report below. The market in which Boohoo operates will be considered next. 
3. Analysing the business environment. The UK fashion industry is estimated to be worth £35 billion (Magazine, 2021). According to the ‘Stylist Magazine’ small and medium-sized clothing retailers make up 99.68% of the national industry. It is reported according to research that the fashion industry is worth 1.6% of the UK GDP and is larger than “fishing, music, film, pharmaceuticals and automobile industries combined” according to Fashion Roundtable, a UK fashion industry thinktank. The UK clothing industry is highly competitive with the Next Group Plc having a market share of 7.2% (IBISWorld, 2018). The companies holding the largest market share in the fast fashion industry in UK are ASOS Plc, Boohoo Group Plc and N. Brown Group Plc (IBISWorld, 2018). The two most challenging factors affecting the fashion industry in the UK are the COVID-19 and Brexit. COVID-19 has brought windfalls to some industry players especially the online retailers and ruin for others. Brexit seems to be the biggest challenge for most players big or small. “It is not being talked about enough just how devastating this has been for businesses”, said Fisayo Longe, the founder of Kai Collective. (Magazine, 2021). She lamented the fact that customers in the EU were not used to paying VAT and tariff charges on their orders and “were rejecting deliveries because they don’t want to pay the extra costs”. Fisayo went on to say that the UK has always been an island “but with Brexit, it’s now even more of an island”. It is further reported that after a survey conducted by the UK Fashion and Textile Association found that 98% of the businesses are experiencing increased bureaucracy due to Brexit, 92% are facing increased freight costs even though some suspect that COVID is to blame to some extent and 74% are said to be facing general costs due to Brexit. “…The conversation surrounding where our clothes come from and who makes them seems to really be influencing people’s habits” Natasha Fernandes Anjo, founder of Roop. (Magazine, 2021).  Increased courier costs have hit hard on those businesses based on ‘direct-to-consumer’ model with the consequent effect of the owners thinking of relocating their businesses from London to the USA as the costs of sending to the EU are the same as sending to America. Fashion industry statistics revealed the following: that 21% of UK respondents lower prices are their most important consideration for making a purchase. (Fashiondiscounts.co.uk, 2021). The fashion industry is the second largest consumer of water in the world (mostly through the treatment and dying processes of textile garments), the fashion industry is discharging between 8 to 10% of global carbon emissions according to fashion industry statistics pollution which is much higher than that produced by the aviation industry. Fashion ecommerce in the UK is expected to grow to £35.2 billion in gross revenue. One of the most striking statistics is that the estimated amount of textile waste coming from the fashion industry is more than 92 million tonnes per year. This includes new clothing that went unsold. The fashion industry is said to be responsible for about 35% (190 000 tonnes per year of primary microplastic pollution in the oceans. These are quite sobering statistics. Having analysed the business environment in which Boohoo operates, it is now necessary to look at the internal systems and answer the assignment question by the relevant marketing management theories. 
4. Customer Relationship Management.                                                              Customer Relationship Management (CRM) involves all aspects to do with strategy, organisation, marketing, IT, principles and practices to address the customer’s total experience with the organisation. (Investopedia, 2021). “…we define CRM as an interactive process that achieves an optimum balance between corporate investments and the satisfaction of customer needs to generate maximum profit…” (Gerbert, Geib, & Kolbe, 2003). The aim of CRM is to invest resources in its implementation and gain competitive advantage. The article quoted above warn that CRM is a risky business as evidenced by many failed projects. The article goes on to list what CRM involves: measuring inputs across marketing, sales and service costs and outputs in terms gross income received from the customer, profit and value, the acquisition of more customers and updating knowledge on customer needs, motivation and behaviour over the lifecycle of the relationship, using customer knowledge to improve performance from what worked and what did not work, to combine the roles of marketing, sales and service promotions in order to have a single goal, the roll out systems that enhance customer knowledge prospecting, sharing and assessing the efficacy of CRM as well as weighing the relationship between marketing, sales and service investments with the dynamic customer desires so as to increase profit. (Gerbert, Geib, & Kolbe, 2003).                              The implementation of CRM has five steps, and these are: Step 1 Develop the CRM Strategy. As Boohoo is operating in a very competitive market dominated by COVID-19 and the fallout from Brexit, it requires a visionary company to navigate the challenges and still make profits (BoohooPlc.com, 2018). This begins with the situation analysis. Boohoo needs to make a SWOT Analysis whereby it would examine its strengths, weaknesses, opportunities and threats. A major strength for Boohoo is that it is a low budget organisation selling merchandise from as little as £2.00 for a top. (Boohoo Plc, 2014). Boohoo is quite popular among its niche market with “21% of UK respondents say that the lower prices are their top reason for purchasing”. (Fashiondiscounts.co.uk, 2021). Boohoo’s revenue is increasing year after year. With the acquisition of Debenhams in January 2021, things can only get better for Boohoo. Another strength for Boohoo is that it has a strong network of efficient distribution centres which means that it can respond quickly to demands for more orders whenever the need arises. A major weakness for Boohoo is that it only operates online and there are no physical “brick and mortar” stores on the high street for one to visit and try a garment in a fitting room before purchase. For this reason, Boohoo does not appeal to some traditional shoppers who are not accustomed to shopping online. Boohoo has been in the news for engaging in “modern slavery” by underpaying its workers £3.50.00 an hour and not wearing any personal protective equipment at the height of the pandemic and not observing social distancing at its factories in Leicester. Boohoo is able to exploit the opportunities it has such as opening “brick and mortar” stores if it wanted. Lastly, on the SWOT analysis are Threats faced by Boohoo. Other fashion retailers such as ASOS pose a huge threat. A situation analysis should not overlook the activities of competitors. There are threats from the environmental campaigners over the sustainability of fast fashion. The dangers posed to the environment has been highlighted above with the pollution and issues of disposal of discarded and unsold merchandise that finds its way into landfill or the oceans.                                                                                           Another aspect under Step 1 is the commencement of CRM education. This is the role of whoever is designated to co-ordinate the CRM in the organisation. The CRM education should permeate all the levels of the organisation to ensure that everyone is involved. The rest of the aspects would follow such as developing the CRM vision, the setting of priorities, the establishment of goals and objectives, the identification of contingencies, resources and personnel changes and agree with the Board of Directors on the need for CRM implementation.                                                       Step 2- Build CRM Project Foundations (Buttle, 2015). Activities such as the establishment of governance structures, the identification of change management needs, the identification of project or programme management needs, the identification of critical success factors and the development of risk management plans. Because CRM projects are designed and implemented by people, governance structures need to be put in place in order that the project roles and tasks are clearly defined and allocated. The systems need to be aligned and combined such as people, processes, technologies and data for the achievement of specific targets. The critical success factors needs  the committed involvement of senior management, customer information management, marketing automation and support for operational management. 
Step 3- Needs Specification and Partner Selection is about components such as process engineering, data review and gap analysis, initial technology needs specification and research alternative solutions, the writing of request for proposals, the call for proposals, revised technology need identification and assessment and partner selection.                                                                                                     Step 4- Project Implementation. This stage calls for the refinement of the plan, the identification of technology customisation needs followed sequentially by prototype design, test, modify and roll out.                                                                              Step 5-Performance Evaluation. This entails evaluating the project outcomes and business outcomes. The next aspect to be considered is customer engagement. 
5. Customer Engagement.                                                                                Customer engagement has been defined as “creating deep connections with customers that drive purchase decisions, interaction, and participation over time”. (Sashi, 2012). According to the article cited the marketing focus for an organisation should be to address consumer needs. This focus should address three things which are that; the organisation should have a holistic market intelligence on customer needs, there should be wider dissemination of market intelligence across the departments and that there should widespread responsiveness to it. When enough intelligence is shared widely in the organisation, then it would be possible to have customer engagement. (Sashi C. , 2012). The purpose of customer engagement is to understand customer needs and meet those needs by providing superior service above the competition, build trust and commitment in long-term relationships as engaged customers become part and parcel in the process to meet their and the needs of other customers (Sashi C., 2012). The social media plays a crucial role between sellers and buyers. Through the various touchpoints, the organisation and customers get connected to each other. Some of the touchpoints are social media, websites, customer service personnel, marketing, chats on websites, email and letters. The most effective touchpoints are loyalty programmes, brand reputation or promise, customer service, word of mouth and social media. In the case Boohoo, they have Marketing and customer engagement programme. “We connect with our consumers through social media and innovative advertising, supported by influencers and celebrities, and through our engaging websites and apps, offering the customer the very best online shopping experience”. (BoohooPlc, 2021). Boohoo use advanced systems to monitor their marketing and product success to quickly respond to consumer demand. (BoohooPlc, 2021). 

6. Customer Experience.                                                                                      Customer experience has been defined in various ways by different authors depending on what perspective one is looking. However, the most compelling definition defines customer experience as “…customer experience is a multidimensional construct focusing on a customer’s cognitive, emotional, behavioural sensorial, and social responses to a firm’s offerings during the customer’s entire purchase journey.” (Katherine, 2015). The article goes on to mention that as they are moving through the customer journey, customers are exposed to many touchpoints such that each touchpoint affects the customer in one way or another. Touchpoints have described as “moments of truth” when a customer interacts with the organisation. Some of the touchpoints have “… the most significant influence on key customer outcomes”. (Katherine, 2015). It is reported that organisations nowadays use touch points to collect customer data. Some of the touchpoints in use are the web, computer, a physical store, a sales representative, a field service technician, direct mail. Email, a service centre, the customer service, and a smart phone. Boohoo have come up with a diagram showing their business model which shows how they engage with their customers (see diagram on page 16). At the top left of the diagram is written “BUSINESS MODEL”. Boohoo has made a commitment on how they run their business. The commitment reads, “WE ARE ENTIRELY FOCUSSED ON OUR CUSTOMERS AND EVERY ELEMENT OF OUR MODEL BEGINS AND ENDS WITH THEM. WE ENGAGE, WE LISTEN, WE LEARN WE CREATE AND REPEAT “The diagram shows the four sections in a circle. The first section is entitled DESIGN where the company says, “Our speed, agility and market knowledge ensures we deliver attention-demanding, aspirational style before others”. The second section is entitled VALUE which says, “Our sourcing ability and supply chain management delivers outstanding product value”. (BoohooPlc, 2021). The third section is called BRANDS and it says, “We are differentiated by our inclusiveness, the breadth of our product ranges and the way we connect with customers”. The fourth section is entitled ENGAGEMENT and it says, “Through two-way social media contact, we recruit, connect with and constantly learn from our brand evangelists”. The second circle in white colour shows the word ENGAGE followed by an arrow showing forward movement, then the word LISTEN followed by a similar arrow, then the word LEARN followed by an arrow and the word CREATE and another forward movement arrow. In the centre of the two circles is the centre in blue colour with the words CORE in bold letters OUR CUSTOMERS. This is a clever way of conveying the message that Boohoo values its customers and that they are very important to whatever they do.  
7. Service Quality Model (SERVQUAL).                                                                       The SERVQUAL model, which means Service quality is a research method to get and analyse a consumer’s expectation and their view of service. (Marketing91.com, 2021). The model helps to understand customer expectations and requirements. There are five dimensions of SERVQUAL, which are also known as service quality dimensions. These dimensions measure a customer’s perception of service quality. (Marketing91.com, 2021). They also help a company to know their customers, a form of KYC (Know Your Customer). The five service dimensions are known as the RATER method. The acronym stands for Reliability, Assurance, Tangibles. Empathy and Responsiveness.  The answers to these responses will let the organisations know how to meet the customers’ expectations. These will be dealt with in turn. Reliability                                                                                                                     (a) Refers to whether the company meets its stated time frames.                               (b) Dependability in handling customers’ service queries.                                           (c) Getting it right first time.                                                                                         (d) Providing services at the promised time.                                                               (e) Maintaining Total Quality Management standards that are free of errors.             (f) Employees well-versed in customer service.                                              Assurance                                                                                                                   (a) Employees who can instil confidence in customers.                                             (b) Making customers feel safe in their transactions.                                                  (c) Employees who are consistently courteous.                                              Tangibles                                                                                                                    (a) Modern equipment.                                                                                                (b) Visually appealing facilities.                                                                                   (c) Employees who have a neat and professional appearance.                                  (d) Visually appealing materials associated with the service.                            Empathy                                                                                                                      (a) Giving customers individual undivided attention.                                                   (b) Employees who deal with customers in a caring manner.                                     (c) Having the customer’s best interests at heart.                                                       (d) Employees who understand the needs of their customers.                                   (e) Convenient business hours.                                                            Responsiveness                                                                                                          (a) Keeping customers informed as to when services will be performed.                    (b) Prompt service to customers.                                                                                (c) Willingness to help customers.                                                                              (e) Readiness to respond to customer’s requests.                                                 There are five Gaps of Service Quality. (Marketing91.com, 2021). These are 1. The KNOWLEDGE GAP, 2. STANDARDS GAP, 3. DELIVERY GAP, 4. COMMUNICATIONS GAP and 5. SATISFACTION GAP. “It is acceptable when firms realize the patterns of their clients. Consequently, the SERVQUAL Method recognises five gaps that can emerge between the client’s necessities and the help that an organization offers.” (Marketing91.com, 2021).                                                1. Knowledge Gap                                                                                                  There is a knowledge gap when an organisation has not enough information on its customers which makes it difficult to move forward. When the company misjudges the perception of customers, it is called the management perception gap. This can have bad consequences for the company as it fails to understand the market. The management perception gap is caused by lack of good marketing, miscommunication within the company between departments and no focussed research efforts, among other reasons. For example, a company may set up a large supermarket in a low-income area selling expensive perfumes, branded sneakers for which there are no buyers. The company will not have done quality research on the market.                    2. Standards Gap                                                                                                      The company may have anticipated what the client wants from it. This can create problems for the company. It is also known as the quality specification gap. “Service design and performance standards are required to fill this gap. (Marketing91.com, 2021). The causes for this problem may be poor planning or lack of quality service. 3. Delivery Gap The delivery gap can arise when a company offers a service that is different from what the customer anticipated. This is known as the service delivery gap. For example, a customer may order a Nile perch type of fish which was on the menu but on being serving the fish, the customer discovers that it is actually trout fish instead. This is known as a service delivery gap. 4. Communication Gap                                                                                                  The communication gap occurs when there is a difference between customer experience and customer expectation. This is also known as the market communication gap. (Marketing91.com, 2021).                                                           5. Satisfaction Gap                                                                                                   This entails elements of the knowledge and communication gap. This is difference between the perceived service by the customer and the experience of the customer in dealing with the company. Having looked at the service expectations, it is necessary to look at what constitutes quality in the perception of the customer. Total Quality Management (TQM) has been used mostly in the Japanese manufacturing context. It is a systematic approach to continuous improvement by organisation and is focused on exceeding customer expectations (aboutthree.com, 2012). The five important factors in total quality management are commitment and understanding from employees, quality improvement culture, continuous improvement in process, focus on customer requirements and effective control. The essence of TQM is continuous improvement and has this motto “Getting it right, every time and all the time”. All these models and concepts are driven by employees in order to succeed.          The importance of employee satisfaction. There are five reasons employees are more important than customers. (Forbes.com, 2016). These are 1. Almost every employee on a team has some control on customer relationships. A single disappointed employee will cause disruptions to the smooth running of customer interactions. It is even worse if many employees are unhappy as the will cripple all the marketing efforts of the organisation. It is important to keep a team well-resourced, informed and eager to deliver services to customers. (Forbes.com, 2016). 2. An unhealthy workplace will send negative signals to clients thereby undoing all the good work done to bring more customers to the organisation. 3. Employees need to be recognised, trusted and empowered in order to perform greatly for the organisation. 4. Employees are the only connection between the top management and the customers. If this connection is not there, the company will lose its competitive advantage to its competitors. (Forbes.com, 2016). 5. Employees are at the heart of the organisation. Employees need to be motivated to do their jobs effectively and efficiently. The next factor to be considered is Relationship Marketing.
8. Relationship Marketing.                                                                                  Relationship marketing is related to CRM although it focuses more on customer loyalty and long-term relationship. It is different to transactional marketing which is an ad hoc relationship. A business than has customer-orientation will desire to have long-term relationships with its customers (searchcustomerexperience.techtarget.com, 2020). Relationship marketing leads to repeat sales and an increase in customer loyalty to a brand. Communication between a brand and its customers is facilitated through a CRM system (searchcustomerexperience.techtarget.com, 2020). One of the major advantages of relationship marketing is that it results in trust which may in turn influence customers to market the brand to others through word-of-mouth advertising.                       Having developed a marketing strategy, it is necessary to adopt a “Seven P Formula” or a marketing mix, to “evaluate and re-evaluate your business activities” (Brian Tracy, 2004). The 7 Ps are product, price, promotion, place, packaging, positioning and people. As most of the 7 Ps are dynamic, the organisational should revisit them on a regular basis in order to remain on top of the situation.                                                               Product                                                                                                                      The business is encouraged to look at its product critically as an outsider looking inwards (Brian Tracy, 2004). Ask questions about the suitability of the product, service or a mix of them. If not satisfied, remove bad performing products or services. Prices                                                                                                                   Second on the list of the 7 Ps is Prices. A business is encouraged to review the prices of its products on regular basis up or down depending on market conditions (Brian Tracy, 2004).                                                                                        Promotion                                                                                                        Promotion involves all the activities the business engages in to inform its customers about the products and services on offer. Organisations experiment with different advertising techniques and find out which of those adverts is working for them and which one is not. If it is not working, reasons have to be found to know why it is not working.                                                                                                                  Place                                                                                                                         This is the fourth P in the 7 Ps formula. This is the place where the product or service is sold. The place where a product or service is sold is quite important. It is believed that a change in location can cause profound changes to the sales figures (Brian Tracy, 2004).                                                                                                  Packaging                                                                                                                 The way, a product or service is packaged can have important effects on how the product is perceived by the customers. In business or marketing in particular, perception is everything. A business should have a habit of standing back and look at the way a product or service is packaged. For example, one can friends to do a review of their products and services.                                                           Positioning                                                                                                                 This is the sixth P in the marketing mix. Positioning is about how the business is positioned in the minds of its customers (Brian Tracy, 2004). Businesses are encouraged to continually look at how they are positioned by the customers and adjust accordingly.                                                                                               People                                                                                                                      This is the last of the 7 Ps. As mentioned above, people are more important than customers. “Your ability to select, recruit, hire and retain the proper people, with the skills and abilities to do the job you need to have done, is more important than anything else put together”. (Brian Tracy, 2004).                                                  These marketing strategies and others have been used by Boohoo to maintain its competitive advantage. Turning to the effects of the COVID-19 on staff, Boohoo has taken measures to ensure the safety and well-being of staff (BoohooPlc, 2021). “In all instances, appropriate signage, screening, traffic management, sanitising stations and additional regular deep cleaning has been implemented. We installed thermal imaging detectors in our distribution centre and Manchester offices to ensure no colleagues with symptoms could enter…” (BoohooPlc, 2021). 
9. Conclusion                                                                                                                This report was produced in order to answer the assignment question highlighted in the introduction. Boohoo was introduced and a company background given together with its competitors such as ASOS. Marketing theories and models were briefly introduced to be underpinned in the report. These theories were Customer Relationship Management (CRM), Customer Engagement, Customer Experience, Service Quality Model SERVQUAL and lastly Relationship Marketing incorporating the 7 Ps or the Marketing Mix.  Analysing the business environment followed looking at the UK fashion market, the current statistics relating to this industry and the effects of Brexit on fashion market. The report also gave a situation analysis for Boohoo through the SWOT model. The theories were expanded in content as they apply to Boohoo. The report also highlighted the challenges being faced by Boohoo in particular and the fashion industry as whole when it comes to issues of Sustainability given the environmental pollution caused by discarded and unsold garments. This is an issue receiving attention at the highest level of management at Boohoo. The report concluded with the measures Boohoo has taken to protect its employees from pervasive effects of the COVID-19. Boohoo has invested heavily in equipment in its operations without government assistance as is shown on the Annual Report, 2021. The author is satisfied that the report has made an honest attempt to answer the assignment question. 
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