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Introduction
This report has been written on the theme of understanding and engaging in the customer experience. For any kind of organisation, building or maintain a positive customer experience is very much significant. Providing a positive customer experience is helpful for the organisation to build a positive public image and have a loyal customer base. In this report, Age UK has been chosen as the organisation. Age UK is one of the known and registered charitable organisations in the United Kingdom. This organisation was formed on 25 February 2009, and they started their organisational operation on 1 April 2009. This organisation combined the operational activities of the previously separate charities Age Concern England and Help the Aged. The combined operations of these two companies helped Age UK to be the largest charity organisation for older people in the UK. The main aim of this report is to know the impact of Covid-19 on the quality systems and controls for customers of Age UK. This report also aims at knowing how Age UK can deal with the new situation and achieve their company objectives by developing and maintaining good relationships with their customers. 

Age UK is a charity organisation for older people. The main operational activities of this organisation are concerned with taking care of older people and providing a better life and care for the aged. For this reason, they have to deal with their customers daily compelling them to maintain and engage in better customer relationship management. Since, this organisation is highly engaged in customer relationship management, selecting Age UK for the report has been chosen. In this report, two key marketing theories have been underpinned including the marketing mix and the consumer decision-making process. The marketing mix is the set of actions used by an organisation for promoting their brand or product in the market consisting of four Ps- Price, Product, Promotion, and Place. On the other hand, the customer decision-making process is the process by which a customer becomes aware of and identifies their demands, collects data on how to solve the demand, evaluates alternatives, makes a buying decision, and evaluates the purchase. These two key marketing models will be applied to the Age UK to identify the impact of Covid-19 and other external influences. Other than these, two customer relationship management theories such as the IDIC model and Payne’s five forces model will be underpinned in this report as well while applied to Age UK. IDIC model allows a company to apply CRM in a different situation. IDIC stands for identity, differentiate, interact, and customize. Payne’s five force model gives emphasis on a cross-functional approach for an effective CRM process. This model consists of two main factors including cross-functional CRM processes and key elements of CRM implementation. By using these two CRM models, Age UK can easily engage and maintain better customer relationships. 

Structure of my assessment - Follow the task description 
1. Executive summary 
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3. Main body – including theories, module and impacts on the organization due to Covid-19. What was the benefits & challenges and how the organization maintaining good customer relationships
4. Conclusion including any recommendation or actions etc
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