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Executive Summary
	The aim of this report is to analyse the internal factors as well as external factors, including COVID-19 on quality system and customer engagement in the context of Amazon UK. The external analysis of the organisation emphasised that the COVID pandemic has influenced Amazon to implement a change in their workforce by a third as the shoppers are making purchases online more through implementing the Customer Relationship Management (CRM) as a model. It is demonstrated that the Amazon is consistently trying to make business operations smooth and easy through collaborative efforts with the customers. In addition, it is also evaluated that the Amazon has managed efficiently to reduce the impact of COVID-19 on customer engagement and experience through implementing the model of CRM, Customer Lifetime Value Model, and SOSTAC marketing model. The implementation of these models allowed organisation to develop values for the customers and build strong relationship with the customers due to which they showed complete faith and remained loyal. Amazon has still not lost their customers even during the pandemic situation and with more strong ties and customer experience can be improved by offering quality products to the customers. 





[bookmark: _Toc59095767]Introduction
	In the modern and competitive business environment, customer relationship management and customer experience is one of the major business aspects that organisations always intend to maintain for acquiring sustainable competitive advantage (Bhat and Darzi, 2016). However, Tosun (2020) stated that the COVID-19 outbreak has influenced negatively on customer behaviour and encouraged organisations to apply customer relation management (CRM) as a strategic approach in order to enhance customer engagement and experience significantly during the period of COVID-19 outbreak or lockdown. Moreover, Obrenovic et al. (2020) stated that that adaptation of improved customer engagement and customer experience allow organisation to better support their customers during the pandemic of COVID-19 and make effective changes in the business operations in order to enhance customer relationship with the organisation. 
The following report intends to analyse the factors that can be used to influence ability of an organisation in maximising the customer engagement and value through the time of COVID-19 pandemic.  The organisation that has been selected to evaluate the influence of internal and external factors including COVID-`9 on organisation’s quality system is Amazon UK. The first part of report will demonstrate internal and external analysis of the organisation, along with key marketing theories and buying behaviour and decision making process of customers. In the second part, the report will discuss benefits and challenges of CRM, in addition with COVID-19 impact on quality system of the organisation. The last part of the report will evaluate the applications of models used to improve quality system and CRM of the organisation. 

[bookmark: _Toc59095768]Overview of Organisation
	Amazon is an American multinational technology firm that particularly focuses on cloud computing, e-commerce, artificial intelligence, and digital streaming. Weinman (2015) stated that the Amazon has been transformed from an online retailer to the large technology organisation with the specifications of high quality products and services in the UK, including cloud computing, spoken audio entertainment, video streaming, along with the cutting edge machine learning and artificial intelligence technologies. Klaus (2013) stated that the Amazon is highly concerned towards providing high quality products and services to the customers in order to meet their demands and make them satisfied towards the products and services of the organisation. Customers’ attitude and decision-making towards Amazon seems to be very high in 2019, which get affected by the pandemic of COVID-19 and influenced adversely on customers’ engagement and customer experiences. However, Amazon UK has managed to tackle the situation effectively and enhance CRM and quality system in order to enhance customer engagement and customer experience with the brand. Considering the response of CRM to the situation of COVID-19, the consumers can utilize this page for finding the software solutions as well as resources for helping the navigating changes in the business needs. 

[bookmark: _Toc59095769]Key Marketing Theories and Models
Key marketing theories that can be used to analyse the customers’ experience of the Amazon include planned behaviour theory and marketing orientation theory. Planned behaviour theory asserts that the intentions of customers towards purchasing behaviour can be predicted with high accuracy (Wang et al., 2016). On the basis of subjective norms, attitudes, and perceived behavioural control, the organisation become able to better predict and understand key drivers that influence on the customers’ planned behaviour to a particular product or brand. On the other hand, Theodosiou, Kehagias, and Katsikea (2012) stated that the marketing orientation theory asserts that the organisation should determine the needs and demands of the customers in order to make them satisfied effectively and sustain their competitive advantage even in the crisis situation. Thus, the application of marketing orientation theory allows Amazon to understand the needs and demands of customers and successfully meet their demands during the period of COVID-19 pandemic or lockdown crisis. 


[bookmark: _Toc59095770]External analysis

	FACTORS OF PESTLE
	DESCRIPTION

	Political
	· In UK, one of the prevalent issues these days is Brexit that has influenced the position of not only Amazon but other retail companies to (Hortense, 2017).  Most of the major retail stores undergo procurement and sourcing processes that are adversely affected by the increased tariffs on their transactions. 

	Economic
	· To cater the growing number of unemployment issues in UK, Amazon has decided to increase wages of their workers to reduce the pressure (Elliot, 2018).
· Lockdown and COVID situation has made Amazon to implement a change in their workforce by a third as the shoppers are making purchases online more and avoiding leaving their houses (Provan, 2020). 
· Amazon and other retail stores are focusing more on increasing their online sales and boosting customers so that the economy should revive a bit through it. 

	Social
	· Brexit was already creating difficulty for customers whereas now, COVID has also affected consumer buying behaviour. 
· 85,000 jobs were lost in 2019 and now, people are trying to find jobs online due to lockdown. 
· Customers are searching for other ways to manage online and yet they are trying to find a suitable jobs so that they can fulfil their basic necessities. 
· Deloitte UK (2020) highlighted in their report that safe methods of supply chain as well as sustainable approaches are used so that customers do not have to leave their houses. More focus is now given to digital buying patterns. 

	Technological
	· Technological advancement in UK is changing the retail patterns. Robotic devices, drone deliveries and extensive research and use of AI has changed the delivery supply chain and customer experience.  

	Legal
	· The legal issues for the immigration and labour laws will affect Amazon and other companies during Brexit and COVID situation as there is intense shortage of labour and hiring costs of labour will now be increased due to more demand. 

	Environmental
	· Major environmental issues are faced such as global warming, chemical discharge in river streams and climate change/deforestation therefore, the retail sector need to ensure that they abide by all these laws so that they do not create a wrong image in the minds of the customer (Ipsos Mori, 2008). 

	Ethics
	· Ethical guidelines should be followed by the company so that they help in increasing customer and experience in this pandemic situation by being more careful in terms of legal issues. 








[bookmark: _Toc59095771]Internal analysis
	FACTORS OF SWOT
	DESCRIPTION

	Strengths
	· The research and development department of Amazon is extremely strong
· The company looks for innovative ideas and processes that can increase customer experience. 
· Amazon has many sellers that render services to Amazon and has formed contract with the (Butler, 2019)
· Cloud computing, robotic use and drone delivery is now part of Amazon’s success. 

	Weaknesses
	· Butler (2019) discussed in his paper that Amazon is not timely paying their taxes and they also pay less taxes as compared to their revenue 
· The workers in warehouses are not paid well 

	Opportunities
	· Digital sales need to be further increased because due to Corona/COVID-19, the people are not leaving their houses and ordering items in bulk from different stores. This can be taken as opportunity to establish permanent position in the minds of the customer during Crisis period.

	Threats
	· One of the biggest threat for Amazon is from Cyber security because many hackers try to intervene and copy customer’s data or other important information. 
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Figure 1: Net sales of Amazon in leading markets
Source: Statista (2020)

[bookmark: _Toc59095772]Buying Decision Making Process of Customers
Basically, the consumer decision buying process refers to the procedure as per which the users tend to get awareness as well as recognize their wants. This process helps in solving needs of the customers by collecting relevant information with regards to it. In fact, alternative accessible options are also taken into consideration while making purchasing. According to the analysis, the factors which tend to inspire the customers of Amazon to shop from the company includes a price on priority and the number of reviews or rating on the product (Farahand Ramadan,2017). Not only this, but the convincing description mentioned on the product tends to attract the customers. 
In addition, the customers are highly inspired by the ease of shopping which they tend to enjoy through Amazon shopping channels. The last factor is the prior experience of the customers regarding the brand that pushes them forward to come and invest their time and money into it. The buying decision making process of customers is divided into the following stages that are helpful to understand how the customers can be made aware of their needs and how the company can deal with them (Qazzafi, 2019). Amazon can effectively use it for understanding its customers’ needs and wants. 





Stage 1: Need Recognition
According to this phase, the customers tend to find a problem or discover their need with regards to something specific (Stankevich, 2017). This makes the person realize that he or she should find out some ways to satisfy their need (Chen, Lu and Wang, 2017). It is the first step that all the customers tend to go through. No matter what the need is, every customer tends to pass through this phase.

Stage 2: Search for information
As soon as the problem or need is identified, the customers try to search around and try to find the solution to this problem or need (Puspitasari, Amyhorseaand Susanty, 2018). He or she tends to check first that what are the terms of choices and what options can be used for satisfying the specific need.

Stage 3: Evaluation of available alternatives
In this process, the buyers think and evaluate the available alternatives. The buyer tends to make decisions while considering the set of the criteria through which, he or she can assess every available alternative (Omarand Atteya, 2020).

Stage 4: Make your choice
Now is the time from all the available sources, the customers tend to decide which one to pick. At this stage, a buyer buys or is ready to make a selection of a product or service (Iramand Chacharkar,2017). They take the final decision regarding from which place to buy as well as what to buy.

Stage 5: Post-purchase evaluation
This is the last process of the buyer decision process. In this stage, one tends to make an evaluation of what he or she has purchased. It means they give reviews regarding the brand, the product/service, the outlet, etc. (Omar and Atteya, 2020).




Figure 2 Buying decision making process of customers
Source: Omar and Atteya, (2020)

[bookmark: _Toc59095773]Benefits and Challenges of Developing Good Customer Relationships
There are many factors associated with the development of good customer relationship that the companies, significantly Amazon tends to have. It is through good customer relationships that the company get a boost in delivering more enhanced services to the users so that they can have satisfying experiences. Moreover, the company tends to gain more customers as they refer to the brand or product/services to others in return for gaining better services. It is obvious that the sales of the companies get a double (Haddud et al., 2017). They gain a brand reputation in the market also. This is also a great source of gaining a competitive advantage in a tough and challenging market.
With this great connectivity and strong customer relationships, the firms can retain customers. It is just a matter of three invaluable benefits for which the companies tend to struggle long with which they can gain fringe benefits. Those three factors are loyalty, retention, and the referrals (Dewnarain, Ramkissoonand Mavondo, 2019). It is actually an on-going system that only stops if any member gets dissatisfied or disconnected from the brand. Ultimately he or she starts complaining and the company faces a great setback in return. Considering the case of Amazon, the company is very clever and wise enough to capture the customer data at the time of purchasing. With this, it instantly customizes the customers’ online experience that satisfies them.
The key challenges which arise while developing the good customer relationships are the lack of communication and organization. Relations cannot be established unless there are strong connectivity and linkage between the customer and the brand. At times, the customers feel less important and tend to leave that brand for not being their priority. This issue can only be resolved through communication that is an important tool in any of the business (Vesal, Siahtiriand O'Cass, 2020). Secondly, the increasing cost is also a major challenge due to which, most of the customers intend to set back and not purchase. They switch to alternatives. Pricing has always been a core issue in retaining the customers. However, good services and enhanced quality might be a good option to eliminate the impact of higher prices.

[bookmark: _Toc59095774]Importance of quality control
Quality control is highly important to build up an effective business that tends to deliver the products or services that help in meeting the level of customers’ expectations. It is helpful in the formation of the foundation of an efficient business which results in the minimization of the waste as well as conducts operations at a higher level of efficiency or output (Montgomeryand Borror, 2017). Quality control basically, refers to a set of actions that are conducted for the determination of the effectiveness of an achieved service or manufactured product (Prakash et al., 2017). Therefore, it is through the good quality controls that help the firms in meeting the demands of the consumers for enhanced products.
[bookmark: _Toc59095775]EFQM model for qualitycontrol
EFQM model stands for the European Foundation for Quality Management. This model came into being in 1988 with an aim of creating a platform in which the firms can enhance their learning while constantly improve their performance (Schoten et al., 2016). Basically different companies tend to share their experiences with each other so that the improvements can be made in terms of functioning and performance. This model is highly helpful in supporting the managers as well as directors in the process of training and development, sharing of ideas as well as bringing innovation bin their operations. EFQM is considered to be a business excellence model that is widely used to ensure quality, efficiency as well as sustainability.
TQM that is the total quality management is the core idea on the basis of which, this model is laid on. This is a universal model through which the firms tend to share information effectively, regardless of differentiating in terms of different cultures or stages of life (Escrig-Tena, Garcia-Juan and Segarra-Ciprés, 2019). EFQM model is comprised of nine criteria that are split into five enablers as well as four results. There are five organizational areas which indicate that in what ways, the company can attain its objectives. It includes leadership, people, policy and strategy, partnership, and resources, and the last is processes (Al-Majaliand Almhirat, 2018). Ultimately, there are four results that are considered to be attained after the accomplishment of the objectives. Those specific results are the people result, customer result, society result and the last is the key performance results. Therefore, this is a self-assessment model that is helpful to share the strengths as well as the areas of improvement of a company across all of its activities.
[image: EFQM Excellence Model - NEF Consulting]
Figure 3EFQM model for quality control
Source: Al-Majaliand Almhirat, (2018)

[bookmark: _Toc59095776]COVID-19 and its Impact on Organizational Quality System
All over the world, the companies are trying to adopt the remote operations as well as seek protected, and ground-breaking approaches. This is done to maintain the productivity as well as optimization of the cloud spend. COVID-19 has erupted all the businesses. It is unfortunate for the business world that its sales have dropped sharply. The Supplier quality is always a critical aspect (Health Analytics, 2020). However, the producers scramble in the development of the lifesaving products throughout the time period of crisis which lasts causing a wide level of supply chain disturbance. The supplier quality is highly important as the issues with regards to the speed as well as scale are having a significantly greater effect during the current pandemic situation. Amazon is also on the list of those companies who are suffering from COVID-19 adverse impacts, however, it has managed to tackle with this situation.
Considering the response of Amazon Web Services (AWS) to the situation of COVID-19, the consumers can utilize this page for finding the software solutions as well as resources for helping the navigating changes in the business needs. The World Health Organization (WHO) is actually leveraging the data analytics as well as cloud technologies from Amazon Web Services (AWS) for the acceleration of the global efforts in order to track, cover, as well as making a better understanding regarding COVID-19 (Health Analytics, 2020). WHO has a COVID-19 situation dashboard which is basically a communicating map. It aims to provide every day updates on the worldwide- and region-specific numbers of the cases of COVID-19. For providing assistance in this regard, AWS is giving an instinctive web content extraction, data analytics proficiency, as well as overt subject storage. 
With these specifications, it is trying to enable the withholding of greater amounts of the information that is unstructured.Basically, Amazon is trying to make things smooth and easy through collaborative efforts. It's functioning with the WHO is providing it a support in terms of business operations and its revenue generation (Health Analytics, 2020). Amazon is investing its time and money in a cause that is prevailing right now which is the impact of COVID-19. Its contribution to the interactive map of WHO would compensate for the impacts of COVID-19 that have been on its products or overall business.

[bookmark: _Toc59095777]Value and Purpose of Customer Relationship Management (CRM)
Customer Relationship management is described as the process where customers’ needs and wants as well as their behaviour is examined. CRM should not be restricted to a model but it should also incorporate different segments such as marketing, sales, trends, behaviour, needs and information. It is a collection of technology and information to manage the relationship with customers (Guha, Harrigan and Soutar, 2018). For this purpose, the model shown below can be used. It is IDIC model of CRM that was developed by Peppers and Rogers (2004). It is suggested that firms should take these four steps to build closer ties with customers: 
The four steps are identifying, differentiating, interacting and customizing. 
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Figure 4: IDIC Model of CRM 
Source: Peppers and Rogers (2004)
Based on the above shown model, identify is the first step where the company (Amazon) needs to further narrow down their customers and understand them (thoughts and behaviours as well as their shopping patterns). The second step is differentiate where Amazon should identify the value of customer segments. For instance, which class or group is purchasing more books from their store or which segment is purchasing more grocery items. This will make easy for the company to design strategies that can render value. The third step in this process is interact where Amazon should interact with the customers on one to one basis. This basically means that social media platform engagement should be highest as well as customer feedback response and reply to queries. The customers wait for the company to reach them out and respond to their engagement on their pages. This increases customer loyalty and provides a complete experience of shopping. The last stage finally is the customization aspect. In this stage, it is expected from the company to change the products and service according to the needs of the customer. 
Furthermore, it is important to note that despite of the fact that COVID-19 has adverse impact on firms like Amazon that are dependent on their supply chain and distribution channels still, the company managed to sustain the external pressure. This was mainly due to their strong relationship with the customers due to which they showed complete faith and remained loyal. Amazon has still not lost their customers even during the pandemic situation and with more strong ties; customer experience can be improved by offering quality products. 

[bookmark: _Toc59095778]Customer Lifetime Value Model
Customer lifetime value is also known as CLTV that is one of the highly significant metrics for measuring at any developing company (Chen et al., 2018). Through the measure by CLTV as per the cost of customer acquisition (CAC), Amazon can measure the duration of recouping the investment that is needed for earning a new client, which can be the cost of sales as well as marketing. Customer lifetime value refers to the metric which tends to indicate the overall revenue which a business can rationally suppose from a sole consumer account. It reflects the revenue value of the customer, as well as compare that amount to the forecasted customer lifespan of the company (Chamberlain et al., 2017). Businesses tend to utilize such a metric for the identification of the substantial customer segments which are the most valuable to the organization.
CLTV can letAmazon know in what amount of revenue, they can imagine a customer in generating over the progression of the business connection (Safari, Safariand Montazer, 2016). As long as a customer tends to continue purchasing from an organization, the better their value of life becomes. The consumer support as well as achievement teams have a direct effect over throughout the journey of the consumer. The Customer support representatives as well as the customer success managers have a specific role to solve the problems and offer the references which might help in influencing the customers for staying loyal to an organization (Ferrentino, Cuomoand Boniello, 2016). 
[image: Customer Lifetime Value (CLV) Definition, Importance & Example | Marketing  Dictionary | MBA Skool-Study.Learn.Share.]
Figure 5 Customer Lifetime Value model
Source: (Ferrentino, Cuomoand Boniello, 2016)

In the model, the average purchase value is calculated. Through the division of the total revenue of a company in a time period, generally one year, through the number of purchases over the passage of that similar time duration. It even incorporates the average purchase frequency rate that is calculated through the division of the number of consumptions by the unique customer's amount who tend to make purchasing throughout the time duration. The customer value is calculated by the multiplication of the average purchase value through an average buying rate of frequency (AboElHamd, Shammaand Saleh, 2019). In addition, the average customer lifespan is calculated by averaging the years, a consumer has bought from the company. This model incorporates the multiplication of the customer value through the average customer lifetime. This will result in giving the revenue which can rationally suppose an average customer in the generation for the company throughout their connection with the
[bookmark: _Toc59095779]SOSTAC model for Strategy making
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Figure 6 SOSTAC Model
Source: (Cunningham, 2016)

SOSTAC is a process of six steps. It is based on Situation, Objectives and Strategy, Tactics, Action, and Control. The model of SOSTAC refers to a simple logic that is helpful in building upon a comprehensive Situation Analysis that notifies successive conclusions that are made regarding the strategy as well as tactics. The SOSTAC marketing model was suggested by PR Smith, which is a highly popular as well as widely utilized model in terms of the marketing as well as business planning (Cunningham,2016).
This model is helpful in the formulation of the strategy. It provides clear objectives for the attainment of a vision for the forthcoming which is highly important for the digital marketing. Moreover, through this model, a company like Amazon can define its clear strategic direction as well as pay heed to achieving the particular objectives. The model is even helpful for Amazon in summarizing the marketing techniques that are to be utilised for attaining a desirable Strategy (Cunningham,2016). This is known as smart work or tactics of the company through which it can have a better strategic direction for its forthcoming operational activities. 

[bookmark: _Toc59095780]Recommendations
With regards to the overall analysis made regarding the customer buying decisions and the relationship management, it can be stated that COVID-19 is a highly critical situation for all the businesses. The quality system of Amazon needs to upgrade so that it may not lose its customers. This is a challenging situation as the percentage of buying of the customers has dropped at a great level. Though online shopping is at its peak however, the customers are still not feeling safe and are actually reluctant in buying (Shin and Valente, 2020). The reason is based on the health issues. It is important and highly recommended to Amazon that the company must establish good relations with its customers. It must build up connectivity by sending follow-up emails to the customers in order to show them that the company cares for them. Moreover, this gesture would show dutifulness towards the customers. This would make the consumers happy and satisfied. 

[bookmark: _Toc59095781]Conclusion
Conclusively, the findings of the external and internal analysis of the organisation emphasised that the digital sales and marketing has provided opportunity to the Amazon to establish permanent position in the minds of the customer during Crisis period as people are restricted in their homes and ordering items in bulk from different stores. It has also been demonstrated that the customers are highly inspired by the ease of shopping which they tend to enjoy through Amazon shopping channels. The last factor is the prior experience of the customers regarding the brand that pushes them forward to come and invest their time and money into it. Thus, the Amazon has intended to manage the customer engagement and experiences efficiently to reduce the impact of COVID-19 through implementing the model of CRM, Customer Lifetime Value Model, and SOSTAC marketing model. The implementation of these models allowed organisation to develop values for the customers and build strong relationship with the customers due to which they showed complete faith and remained loyal. 
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