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Among the factors that enable organizational success in almost any industry is the effectiveness of quality processes and customer relationship management (CRM). Quality processes enhance employee competence and overall organizational effectiveness, consequently contributing to customer satisfaction. Similarly, excellent CRM helps companies to better understand their customers and, consequently, streamline their processes in the effort to ascertain that customer needs are met in the most effective manner, further contributing to exemplary customer satisfaction. In essence, this means that organizations that strive to ensure excellent customer experience are bound to gain increased market share and customer loyalty. 
While this is so, it is important that organizations understand that there are external and internal factors like the COVID-19 pandemic that are bound to influence quality systems and CRM, consequently impacting their profitability. In this regard, this report endeavors look at how internal and external factors including the COVID-19 pandemic influence quality systems and customer controls within an organization and how best the organization can deal with the emerging situation and attain set business objective through the development and maintenance of positive customer relationships. 
To achieve the above, the report will focus on McDonald’s UK, a leading retailer in the UK. This is especially because McDonald’s remains among the prominent companies that have been most hit by the impacts of the COVID-19 pandemic. Among the marketing and CRM theories that will be underpinned in the report include the IDIC Model, Payne’s Five Forces Model, Quality Competitive Index (QCI) Model and CRM Value Chain Model. The IDIC is especially important as it argues that the first step of implementing CRM is to identify target or intended consumers. Organizations can achieve this by collecting relevant information about the customer. Such information can include client’s name and purchase history. The effectiveness of this step is hinged on gathering as much information as possible on the different customers to help develop a comprehensive understanding regarding their needs, desires and purchasing patterns.
