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[bookmark: _Toc77259996]Introduction to the organization
Customer relation is the concept that combines the interactions with the customers to the organizations and collects data in the process to make a proper relationship that drives to improve the sales and growth of the company. In this assignment, the customer relationship management of McDonald’s needs to be explored at the crisis times of Covid 19 that has devastated the system and has created new definitions of customer experience and customer engagement. The American fast-food chain was founded in 1940 and it is now one of the largest food chains all over the world that comprises different menus according to the preferences of the customers.
[bookmark: _Toc77259997]Justification
The pandemic has devastated the operation of many organizations and food is an essential commodity that needs to be prioritized among others. The food industry was vastly impacted by the Covid 19 pandemic and the company was still operational with less staff and agile working infrastructure. McDonald’s served with proper safety measures that created a customer relationship and enhanced the trust and bond of the organization. The CRM initiatives and systems and tools have helped it to maintain proper operation even during the period of crisis. McDonald’s engaged more resources to support the customers and employees to manage infection prevention and also resorted to contactless delivery and thus, was deemed to be the most suitable organization for being studied for the chosen topic.
[bookmark: _Toc77259998]Aim of the report
The aim of the report is to identify the CRM tools and how it has benefitted the organizations like McDonald’s in maintaining the customer base during the crisis period of the lockdown restrictions across the nation. The report also analyses the CRM tools that may have been fruitful in handling the crisis properly, considering the changes in the internal and externals business environment.
[bookmark: _Toc77259999]Theories and systems that should be underpinned
The theories like the Buyer-seller model identify the trust and relationship of the customers with the brand and how it influences the behaviour of the sellers and customers; this model will be utilized in this study to understand the impact of the pandemic on the relationship between McDonald’s and its customers. The report also defines the Customer engagement behaviour model or CEB that specifically discusses the commitment, attitudes, and satisfaction of the industry that has created the customer experience and how the experience has enabled proper motivation to buy products. As per the views of Malhotra, and Agarwal, (2021, p. 40), the CEB model also makes an effort to provide an interface for feedback. The Customer engagement theory discusses various marketing concepts that have been deliberately enhanced by customers by making a proper shift in attitude, research, and marketing scenario. Customer engagement also provides a proper framework for sustainable CRM initiatives. McDonalds needs to incorporate the philosophy of the core CRM model that will help to handle the crisis situation during the Covid 19pandemic. As evidenced by Mohamad, and Roni, (2021, p. 80), the pandemic has redefined the relationship and the CRM systems like Microsoft Dynamics 365 or Salesforce can create a proper integration of the database that is needed to serve better in a crisis situation.
[bookmark: _Toc77260000]Conclusion
To, conclude it can be said that McDonald’s along with the other food industries has faced a lot of devastation during the pandemics and it has changed the CRM techniques of the organizations. However, with proper techniques and tools, the crisis can be managed with efficiency in CRM.
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