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[bookmark: _Toc54993739]Executive Summary 
Customers are the lifeblood of a business. Customers, suppliers, agents, goods, buyers – altogether formulate the market. And thus, analysing the customer from different parameters is quite mandatory for the current times. What factors affect the customers most, how different initiatives adopted by the firms affect the clients, what is the current trend of the market – this information controls the driving wheel of all manufacturing and service endeavour. Improper estimation and analysis of the target client might prove fatal form a business firm. So, to develop rational judgements, Value Disciplines Model, 5 Gap Model, Six Sigma etc. have been introduced in the industry. Supplying absolute information as input into these tools, a firm can have a proper understanding of its position in the market, the client’s perception towards the brand and competitive position in the industry. But despite all these analyses, some macro-economic variables remain out of estimation. One such occurrence is the outbreak of Corona Pandemic in 2020. This pandemic has almost grasped more than 1 million lives already, rendering trillion of dollar losses in economic value. Giving a second to this situation thought while analysing the market has become quite mandatory lately. Yet, this natural disaster didn’t affect everyone similarly. Some firms had to cease their operations; some have to face a lockdown but some were left almost unaffected. This research was conducted to analyse the numerous factors affecting quality control and CRM under extreme crisis like COVID 19.   
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[bookmark: _Toc54993740]Introduction
[bookmark: _Hlk57726454]Customers are the most significant concerns for every business. Upon them depend, the future and prospect of an organization. Being able to serve the customers well might bring enormous fortune for the organization whereas the reverse might lead to the very extinction of an organization. Satisfied are customers are most expected to be the loyal ones. And their loyalty might result in profitability, retention and further acceleration of economic potentials for the concerned firm. To render the best customer experience, firms are getting more and more cautious about every information they can avail regarding their target clients. And by analysing this information, they are making their propositions, market offering and newer innovations furnished by an excellent touch of personalization. This research is conducted to identify the elements that have a magnificent impact on the Organization’s Quality Systems & Controls over Customers. At the same time, numerous aspects of customer relationship management have been thoroughly analysed in this paper keeping the broad objective of the research in mind. For practical implications of the study, General Electric (GE Healthcare) seems to be the best fit and accordingly, this organization has been chosen for this research. This profitable segment will provide useful information for the practical analysis of this report. Besides, some firm relevant attributes that affect customer perception and retention with the firm has also been brought under discussion. To justify the judgements and discussions, numerous theories, models and frameworks have been introduced time to time in association with the topic. And, issues regarding the quality control system and quality management of General Electric have been brought under discussion, followed by a wide range of theories and models. And finally, the ongoing pandemic COVID-19 crisis has been tapped with the analysis to develop some useful insight regarding its severe consequences upon the business and develop some remedial actions on the later parts. 


[bookmark: _Toc54993741]Company Overview
General Electric (GE) is a US-based global corporation with the headquarter in Boston. This century-old conglomerate first gained its existence during April 15, 1892. And this multinational corporate agency was ranked 21st among the Fortune 500 Companies in 2019 (GE.com | Building a world that works | General Electric, 2020). The historic journey of this organization started with Thomas Edison in the late 1890s with the formation of Edison General Electric Company. And gradually from power to aviation, healthcare, and manufacture – more and more diversification was introduced in the portfolio of General Electric. And later on, the firm gained the reputation of being one of the 8 tech giants in 1960s along with IBM, NCR and UNIVAC (Electric city: General Electric in Schenectady, 2015). This huge corporate leader is dominating the business world with more than 10 subsidiaries in its holdings and with an asset base of US$ 266.048 billion (2019). In terms of profit, GE Healthcare is the second-largest division of General Electric that was founded on September 28, 1994. This magnificent establishment has a great reputation for its employee policies and excellent customer relations. This firm alone created employment facilities for more than 205,000 people all around the world and have been successfully rendering its businesses into more than 180 countries. But due to persisting pandemic crisis, the firm had to undergo a significant reduction in its profit margin, resulting in a subsequent deterioration of the stock price lately. As global traffic has been reduced by almost 80% during the pandemic lockdown, the GE aviation alone faced a downturn in its stock price of 35%. And as a result, the firm has decided to lay off almost 25% of its employees worldwide (General Electric, 2020). This drastic initiative implies what GE has been through during the pandemic and its upcoming business strategies in the post-pandemic situation. 


[bookmark: _Toc54993742]Critically Analysis of the Factors Influencing the Organization’s Quality Systems & Controls for Customers under Crisis (COVID 19)
[bookmark: _Toc54993743]Factors Influencing the Organization’s Quality Systems & Controls for Customers
Organizational Behaviour & Leadership
The approach organizational employees uphold towards the end customer largely decides the business status and future potentials of that firm. Again, the behaviour and mode of conduct that employees perceive are largely influenced by the leadership of the organization (Zomorrodian, 2017). In General Electric, the top management provides intense care and attention to the employee development, their incentive plans and participation in decisions. And by having such a broad perception regarding personnel development, the leadership ensures the best mode of conduct towards their client (Gummesson, 2002). And because of such efficiency, the firm got to reach such heights as today. But a matter of fact is that the current outbreak of the Pandemic has greatly shocked the management resulting in the subsequent lay-off of employees globally. In such crucial conditions, the intermediary financial incentives, healthcare facilities and development of isolation centres largely contributed to gaining noteworthy attraction of the customers. 
Service Efficiency & Abruptness 
The whole world is messed up with the current havoc named COVID 19. A lot of lives have been swept away very recently. Amid such an intense crisis, the service efficiency General electric ensured deserves praise. The firm renders a variety of services and goods in the market among which some are the necessary parts of day-to-day lives. GE was able to ensure their post-sales services to their clients via numerous media platforms despite remarkable disruption in the communication all around the world. During the pandemic, the firm initiated a good number of hotline services to render counselling and medic facility along with quenching product related queries from different parts of the world (COVID-19 | General Electric, 2020). A lot of companies had to cease down their manufacturing endeavour like General Electric for a time being. But despite their manufacturing disruption, they didn’t allow any pause in their service facilities and still increasing their service centres, which got some real appreciation from the global customer base. 
Diversification of Service Portfolio
General Electric provides its customers with an excellent portfolio of goods which allow them to make free choices, avoiding any restrictions. The firm developed 10 major segments (viz. aviation, healthcare, renewable energy, digital industry etc.) under which millions of products are sold in the open market daily (Herbig, 2014). Such a massive brand portfolio has allowed the firm to retain its former glory despite remarkably lower sales during the pandemic situation. Apart from that, having such a varied range of products allow the customers to meet all their needs in a single point, which is undoubtedly a factor of great competitive advantage for General Electric against its contenders. 
Customer Centricity & Brand Image
General Electric has a long reputation for its goods and service quality (GE.com | Building a world that works | General Electric, 2020). And the marketing approach of this firm also justifies its customer-centricity and level of cautiousness in customer relationship management. If the issue of GE Healthcare is taken into consideration, the huge contribution the firm has made to the society during the Pandemic is beyond description. GE Healthcare in association with Oxford University is leading research for the quest of the Vaccine of Corona Virus (COVID-19 | General Electric, 2020). Such an initiative is surely expected to add in the brand value, resulting in higher customer grab and ensured revenue growth in the post-pandemic periods. 
Continuity of Innovation 
Innovation is a buzzword that largely controls the persistence and enhancement of large multinational corporations in today's world. To remain competitive in the market, firms have no alternative except to introduce newer ideas based on the trend and customer demand (Zomorrodian, 2017). General Electric is continuously investing and increasing the investment in R&D for newer innovations. If GE Healthcare is taken into account, it’s currently working for the Vaccine of COVID 19. Such drastic innovation can change the view of the whole world even. So, in terms of innovativeness and ideation, General Electric has a special place upon the global consumer base. 

[bookmark: _Toc54993744]Pertinent Theories to Quality System & Customer Control
[bookmark: _Toc54993745]Lean Six Sigma
Six Sigma aims at diminishing the variation in the procedure and augmenting the control of the process. On the other hand, Lean identifies the waste alongside promoting the stabilization of workflow. Lean Six Sigma refers to a stat-based, fact-driven tool of enhancement that prioritize the issue of “defect prevention” over “defect detection” (Herbig, 2014). It keeps the satisfaction of final consumers as the paramount objective and for achieving this objective focuses on diminishing the amount variation, production waste, process malfunction and target deviation (Sreeram and Thondiyath, 2015). This tool particularly performs better where the chance of deviation is high and by reducing such deviation, it helps the firms in gaining a competitive advantage over its competitor in the market. 
[image: Vinsys - Everything You Need to Know About Six Sigma Certification]
[bookmark: _Toc54866609]Figure 1: Principles of Six Sigma
Source: (Sreeram and Thondiyath, 2015)
The pioneer to introduce Six Sigma into the industry was Motorola during1981. With the assistance of their chief engineers, they were able to realize the drawbacks of expressing defects in thousands and accordingly moved their measures into the millions (Gummesson, 2002). General Electric is one of the very first firms who moved for utilizing the Six Sigma in their firm to ensure perfection and efficiency. Today, customers have the most reasonable information in their clicks distance. And this has largely inflamed the competition in the market. To stand unique among the millions of businesses, Jack Welch, former CEO of GE, introduced Six Sigma in his firm during 1995 (SixSigma.us, 2020). The constant rising focus on quality control ultimately urged General Electric to adopt Six Sigma for enhanced quality. At first, the goal was to be a “Six Sigma Company” within the following 5 years. According to Burton and Sams (2015), within 2 years of appointing Six Sigma, GE was able to ensure $700 million additional profit and continued. The fundamental objective of General Electric was to ensure the best or close to best quality for their clients and develop a brand image beyond the competition. In the face of the current pandemic situation, firms are trying utmost to beat one another in terms of quality. And customers all over the world are also looking for the “best” for them, within a justified price range.
[image: Six Sigma – Lean Manufacturing and Six Sigma Definitions]
[bookmark: _Toc54866610]Figure 2: Mechanism of Six Sigma
Source: (Burton and Sams, 2015)
In the past, 4 major ways aided GE to ensure success. In such a critical phase today, repetition of those actions might reignite the flame within the firm again. They are: 
Training: Almost more than 100 hours of training was made mandatory by General Electric upon its personnel at all level (SixSigma.us, 2020). This training program continued for almost 15 days along with a practical period where employees were asked to materialize their learnings practically. 
Mentoring: During the late 80s, GE ensured “Black Belt Six Sigma” specialists for overseeing the training endeavour of its employees. And these professionals were employed on a full-time basis. Having such mavens around, employees will propel to enhance their capacity, which ultimately helps the firm in attaining greater quality in the long-run. 
Governance: Mr Welch was intelligent enough to foresee the impact of this tool within his firm. Accordingly, he tapped the incentive and promotion plan of the employees and executives with the successful completion of the six sigma projects. As a result, employees were bound to gain at least Green Belt in Six Sigma. If the employee team is well-trained, efficient and expert, they can easily tackle situations like Pandemic, natural calamity etc. very easily. And apart from successfully facing the challenges, such individuals will work as input for the firm in ensuring extra-ordinary quality in the market (Burton and Sams, 2015). 
Concentrated Enactment: General Electric was cautious and transparent about their goals. And as a result, they were able to pinpoint the point of major flaws and work on them all together to bring down the level of error, resulting in higher quality and gaining satisfied customer’s loyalty. 
[bookmark: _Toc54993746]5C Analysis of Marketing 
“The 5c's of Marketing” is one of the most attractive and lucrative ‘situations assessment approaches’ that aids businesses make rational and well-versed business judgements. In gist, “The 5c's of Marketing” enables an individual to develop a transparent perception of the components that have major contribution upon the business (Piercy, 2009). It’s quite similar to the routine physical check-ups of the patients. Through this, one can easily differentiate between the well-performing and underperforming segments of the firm. Apart from that, these 5Cs are helpful for the businesses as they help in deciding the marketing approach via thorough analysis of the market, competitors and target clients (Weinstein, 2018). 
[image: The 5 C's of Marketing - Templates & Examples]
[bookmark: _Toc54866611]Figure 3: Components of 5C Analysis
Source: (Burton and Sams, 2015)
General Electric is one of the largest corporate conglomerates in the US. To look at the “Company” element, the firm has a magnificently diversified portfolio of its brand along with a massive investment in R&D. such colossal investment plan assists GE to secure its supremacy over the contenders in the market. Taking the SWOT analysis of the firm might also provide some useful insight regarding the organization. It’s visible from the chart below that General Electric has an exclusive financial status and the practice of nurturing innovation helped the firm flourish in innovation and market size. But two major concerns are visible from the chart, that is, the firm has a “poor customer” orientation (weakness) and rising criticism by the environmentalists (threats). As the business world is undergoing the brunt of COVID 19, these two elements might prove fatal from the firm. Through efficient management, increased research on CRM and participating in the green movement might succour the firm in overcoming this crisis.

[image: ]
[bookmark: _Toc54866612]Figure 4: SWOT Analysis of General Electric
Source: (Newton, 2015)
The second C of the analysis is Clients. General Electric has a portfolio of both high- and low-end clients. The crucial client’s portion of the General Electric is the “family with children”. Keeping them in mind, the firm initiates numerous emotive, functional and community development programs and thus ensures the client’s satisfaction. GE mostly deal with price-sensitive clients. And thus, they have to have a cautious focus on the customers' aptitudes, altering trends, price movements and tag them efficiently to the marketing attempt and customer research to develop a loyal customer base (Newton, 2015). And having a loyal base of customers is compared to nothing amid such a pandemic crisis all over the globe. 
After customers come the competitors. Having a proper understanding of the contenders is one of the prerequisites of being successful in the business world (Wellington, 2010). Every move a competitor makes surely affects General electric. Porter’s Five Forces analysis have been introduced in this regard. From the diagram, it’s seen that the competitive rivalry is extremely high in the industry where GE belongs. So, to curb the competition, the firm has to enhance its brand value, increase investment in R&D and look for any loopholes that might allow any competitor any competitive advantage (Khosrow-Pour, 2019). And one more thing to notice from 5 Force analysis, that is, the threat of substitution and the new entrance is significantly low. As GE deals in a massive capital-intensive industry, it’s quite tough for any newcomer to sustain and thrive amid such established competitors. Thus, it provides a competitive edge for the firm to utilize during this Pandemic situation and despite lower sales, ensure the competitiveness in the market and is the first choice among the customers. 
[image: ]
[bookmark: _Toc54866613]Figure 5: 5 Force Analysis of General Electric
Source: (Piercy, 2009)
And the final two elements are the Collaborators and Context. Collaborators incorporate the downstream and upstream value chain associates, professional confederates, public mentors, administration and others. It is visible from the above diagram that the bargaining power of the suppliers is largely moderate. And by being able to ensure a docile and dexterous supply chain, GE can expect to penetrate the liaison among its supplier network and overcome the downturn due to the COVID 19 pandemic. And finally, GE needs to have careful attention towards the context within which it operates in the market. 
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[bookmark: _Toc54993748]Systems that Support the Organization’s Quality Processes & Effectiveness in Meeting Customer Requirements
According to Mandal (2014), Quality is one of the fundamental elements that allow General Electric to stand unique amid such heinous competition worldwide. The firm has gained significant apprehension in the field of aviation, healthcare and power through excelling continuous improvement and quality assurance (General Electric, 2020). Being able to portray a better-quality process among the clients require significant clarification about the product status, its superiority in character and a justified price range for the product. And ensuring extended quality with a justified price limit is what makes GE remain competitive despite the pandemic breakdown in the business arena. In the following segment, the Benchmarking of General Electric has been developed followed by the sustainability check of the firm’s quality management. 
[bookmark: _Toc54993749]Benchmarking in General Electric 
Benchmarking alludes the act of demonstrating explicit standards for quantifying the accomplishment of a firm compared to its close contenders within the industry. This is an audit tool that renders useful comparative information about any particular firm in the industry and allows and assists the firm in taking preventive measures to improve his condition and market share, ensuring the brand loyalty of his clients (Weinstein, 2018). This tool enables a firm to clearly understand the customer perception towards his brand and any notable inconsistency and gap come to the immediate notice of the researcher, which he can implement for rectifying the loop. 
The benchmarking tool attributed upon General Electric for this research purpose is NPS of Net Promoter Score (Shaw, 2019). The firm uses this particular instrument to perceive the clients’ perception regarding the brand, level of customer satisfaction and comparative market position (Mandal, 2014). In the following table, the NPS Score of GE along with some of the market participants have been portrayed. This comparative presentation of the NPS values enables the research team to develop insight regarding the market position of GE and its expected marketing strategy in the time ahead. 

[bookmark: _Toc54866614]Figure 6: Comparative NPS Score of GE & Competitors
Source: (Khosrow-Pour, 2019)
NPS is a measure of the client’s fidelity towards the organization that quantifies the tendency of the client to be a repetitive one along with ensuring referral regarding the concerned firm to the kith and kin. This lucrative tool enables a firm to keep proper track of its revenue growth, it is the level of client consummation and remedial action. From the diagram, it is visible that the NPS Score of GE stands at 20. “Net Promoter Score” is a metric that ranges from -100 from 100. So, only above 0 is generally regarded as “good”, 20 is a great score in that comparison. And scores above 50 are tagged as “excellent” (Shaw, 2019). In the diagram, we observe 3M and PRTS have a magnificent NPS Score, which describes their customer base to be extremely loyal, supportive and satisfied. And as the impact of COVID 19 is still prevalent, the NPS of GE seemed to have a downward trend lately. In such circumstances, the firm needs to adopt a more personalized marketing strategy, focusing the client’s need on an individual level. At the same time, useful support service, abrupt response and customer-centricity are expected boost the NPS Score of the firm in the post-pandemic times, resulting in higher customer satisfaction and rectifying the level of allegiance altogether.  
[bookmark: _Toc54993750]Sustainability of Quality Management 
Customers today are no more limited to product purchase and marketing endeavour (Christopher, Payne and Ballantyne, 2013). With the advancement of communication technology, people are aware of what’s going on in the furthest corner of the world and what contribution their affiliated firm has upon that occurrence is also a matter of consideration towards them. Among enormous endeavours of sustainable quality management, following are some of the major initiatives undertaken by General Electric: 
Participation in Green Movement: A massive revolution towards “going green” has started all over the world. And the world is facing the brunt of pandemic crisis from last few months. This natural disaster came to existence because of the uncontrolled behaviour with nature. And industrial organizations are the one to hold most responsible for the climatic deterioration in the last century. And to save itself, General Electric has decided to implement the “Corporate Green Movement” within the firm, for which the firm has already brought some notable adjustments in its organizational policy and business tactics. Among the fundamental objectives of Green Movement, one is to amplify profits and stockholders’ wealth via combining the reduction of cost of energy and the refinement of an affirmative public perception that ultimately result in enhanced sales of the firm.
Contribution to Healthcare: GE Healthcare is a pioneer in restorative technology and digital solution trendsetter. This firm has been rendering efficient medic facility for more than a century with a team of 50,000+ individuals. Production of numerous diagnostic tools, data analytics, perceptive apparatuses – all these has been the contribution of GE Healthcare in the healthcare industry during the current century. Apart from that, the firm has been playing a leading role in developing the Vaccine of Corona Virus, with the association of Oxford University. Such massive healthcare initiatives have gained significant attention of the global consumers and such sustainable involvement has been regarded as the key source of such a loyal customer base of the firm and massive market share. 
Utilization of Renewable Energy Source: The current world cannot be imagined without power and electricity. From daily lives to medical emergency, construction, manufacture, research, aviation – everywhere there is no alternative to electricity. But the production of electricity is really expensive and sometimes harmful to the global environment. General Electric has been working relentlessly in developing environment-friendly and renewable source of energy for the global population. By conjoining onshore and offshore airstream, hydro and inventive technologies, “GE Renewable Energy” has successfully instated almost 400 GW electricity worldwide. Such energy accumulation will surely bring good fortune for the firm, creating a greater perception about the brand and intensifying the brand loyalty simultaneously. 
[bookmark: _Toc54993751]Pertinent Theories of Quality Processes & Customer Satisfaction 
[bookmark: _Toc54993752][bookmark: _Hlk54858552]Value Disciplines Model
Michael Treacy and Fred Wiersema were the pioneers in developing the “Value Disciplines Model” (Greenberg, 2009). By analysing the persisting trend of a good number of corporate firms, these two individuals exhibited this business prototype. But a matter of fact is that any firm cannot ensure efficiency in all three segments and one must have to look for gaining excellence in any particular segment only. According to the authors, for a firm to be in the race, there is hardly any alternative to doing good in the following three dimensions. 
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[bookmark: _Toc54866615]Figure 7: Components of Value Disciplines Model
Source: (Greenberg, 2009)
Customer Intimacy
The discussion of “Customer Intimacy” largely overrides the ‘understanding’ phase of the client. For a firm to develop excellent customer intimacy, it must have to be present with a diversified portfolio of goods/services at stand by. And by being able to ensure Customer Intimacy, one can add substantial value to the client base of the firm (Greenberg, 2009). And this largely assists a firm in standing out among the crowd with a justified or, sometimes even, with a premium price for services. Thus, a firm gains the opportunity to compete on value, avoiding the price. As the outbreak of CORONA Virus hit the businesses severely, firms like General Electric project still dare to remain based on their level of customer intimacy. The firm has reshaped its marketing policy remarkably ensuring more personalization and gaining intense customer insight. At the same time, the lag time GE required earlier to serve its clients also reduced remarkably followed by a justifiably strong product portfolio. 
Operational Excellence 
Operational excellence rotates around the concept of “low to lowest price” and undisrupted service. The concept here is to capture the market by offering cheaper goods, compared to the pairs. And additional frictionless distribution is the other requirement of this segment. General Electric mostly deals with the high price and premium goods. As a result, producing cheaper goods to capture market is quite unreasonable for firms like GE. But one thing to focus is that, as GE is a large manufacturer, the firm avails the opportunity of economies of scale rendering the prices of the goods to deepen down. GE itself is a premium company and now it is undergoing the threat of pandemic in its external environment. So, it seems quite tough for GE to gain Operational Excellence through price cuts. Yet, efficient management, controlled supply chain and concentrated environment may aid General Electric in achieving this target. 
Product Leadership
This dimension mainly deals with taking charge or being the market leader through product development. Firms having higher investment in R&D are usually expected to gain this objective. It is vivid from the market size and asset portfolio of General Electric that the firm has a significant capital base and it emphasizes a good investment in its R&D. And accordingly, the firm was able to be the torchbearer in Aviation and Healthcare industry through its continuous innovation, relentless endeavour and tightly commercial policy. Due to this, General Electric is having a slight breakdown in its operation due to this pandemic breakdown compared to its close contenders in the market. 
[bookmark: _Toc54993753]5 Gap Model 
In 1985, A. Parasuraman, Valarie Zeithaml, and Leonard L. Berry developed a model named “Gap Model of Service Quality”, the fundamental discussion of which was to evaluate the level of client satisfaction. In this model, the firms are required to address five major gaps on its way to fulfilling the client’s demand. The 5 Gap model is illustrated in the following diagram: 
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[bookmark: _Toc54866616]Figure 8: Components of 5 Gap Model
Source: (Gummesson, 2002)
There are mainly 5 gaps identified in the “Gap Model of Service Quality”. The gradual meeting up of all these gaps are the major discussion of this analysis. The major discussion proceeds as follows:
Knowledge Gap
The variance between clients’ expectancies and the firm’s endowment of the service – is what gives rise to this gap. The ignorance and improper understanding of the client’s needs are the major reason behind this deviation. For GE is taken as an example, if GE Aviation proposes service that doesn’t meet up the requirements of its target clients, there is an acute possibility of creation of this gap. But GE can easily overcome this gap by familiarizing management with the target group, conducting sufficient market research and increasing the Personalization of marketing. 
Policy Gap
The inconsistency between the administration’s comprehension of the consumer needs and the transformation of that comprehension into service conveyance guidelines and principles is regarded as the Policy Gap. In this case, the variation of “quality” is the major factor behind the gap. General Electric is a manufacturer of standardized goods with a premium price range, the chance of creating a policy gap is close to zero for the firm. 
Delivery Gap
The discrepancy between the guidelines and principles of service conveyance and the literal conveyance of the facility is referred to as the Delivery Gap. This mainly occurs due to mismatch between the supply and demand function of an organization. But in the case of General Electric, the demand evaluation is conducted far before the production. And the sufficiency of the inventories prohibits the supply shortage, resulting in the prohibition of this gap. 
[image: ]
[bookmark: _Toc54866617]Figure 9: Reasons for the 5 Gaps
Source: (Goodman, 2009)

Communication Gap
The divergence between assured and truly conveyed services is regarded as the Communication Gap. When firms overpromise about their goods and mislead the clients for the purchase than this type of gap generates. Although, GE hardly had the experience of rendering false promotion, yet some occurrences were prevalent in the past. And in such abnormal times of pandemic breakout, the communication gap might prove disastrous for the firm.  To rectify this, the tendency of overpromising needs to be reduced and tunings need to be ensured between the advertisement and operation team.
Customer Gap
This is the most crucial gap that generates from the variation in client’s anticipation and perception (Wellington, 2010). This cannot be eradicated alone. This occurs mainly due to the other four gaps stated. And without even getting noticed, a firm might lose a significant portion of its clients instantaneously in the presence of such a gap. General Electric needs to ensure more cautious observation about their client’s perception regarding their brand if they intend to avoid such occurrence. 


[bookmark: _Toc54993754]Conclusion
This whole study was conducted to develop intuitions about the elements having a grand impact on the Organization’s Quality Systems & Controls, Quality Process and Customer Relationship Management. For rationalizing the discussion, theories relevant to quality process (viz. Six Sigma and 5Cs) and theories of customer satisfaction (viz. Value Disciplines Model & 5 Gap Model) have been incorporated. And General Electric Inc. was chosen for the practical evaluation of the concepts. The core discussion of conceptual frameworks has been thoroughly implemented upon the chosen organization. It was found from the study that, factors like Organizational Leadership, Service Efficiency and Diversification of Service Portfolio largely affects the quality system of GE. In addition to that, the Benchmarking (NPS) of General Electric has been portrayed to develop a comparative judgement about the market condition of the stated firm. And finally, two judgement models have been incorporated to evaluate the level of customer satisfaction and market reach of GE. And during all these analyses, the impact of COVID 19 upon the targeted firm was given additional priority. And after considering this macro concept, it was found that the pandemic has affected the business world too intensely and lion’s share of the impact was generated from the COVID-19 affected individuals, who altogether comprise the loyal customer base of the firm. 
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