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INTRODUCTION 
In this report will be a selected organization where will be applying academic marketing models, methods also theories to assess the factors that influences selected organization's ability in maximising customer value.  Also, will be a brief introduction of chosen organization, in this case will be introducing Amazon. Furthermore, will be analysing the business environmental of Amazon, how do internal and external factors including Covid-19 affect or influence Amazon's quality system and how achieve its business objectives by developing and maintaining good customer relationship. Will be discussed the customer engagement. The customer experience will be mentioning and also, the relationship marketing. 

Main Body
Company's background 
Amazon was established in 1994 at Washington, USA. Jeff Bezos founds the company as an online bookseller. But in 1997 the Amazon reached one million customer accounts, and it was an expansion into selling CDs and DVDs in 1998. The first profit was in 2001. The 2005 year was when the Amazon launched Amazon Prime. In 2007 launched the Kindle e-reader. In 2017 was the a acquires supermarket chain Whole Foods Market. The annual record showed in 2017, the company provide services to its customers through its retail websites and also physical stores with lots of products, such as electronic devices, clothing, sport equipment, books, home appliances, healthcare and beauty products which were sold by Amazon. The other fact about Amazon, that supports Amazon Web Services (AWS) for those people who want to develop and also for enterprises with a set of storage, database and other services (Amazon 2017) According to Jeff Bezos, founder and CEO of Amazon said" We see our customers as invited guests to a party, a d we are the hosts. It is our job every day to make every important aspect of customer experience a little a bit better “
Analysing business environment 
The internet is a true global communication medium, and now became the people’s everyday routine. The example is: The Amazon. Amazon conducts its business with its partners directly and exclusively over the internet.




The business environment consists of the factors that affect the function of a business. These factors are identified through the environmental analysis, which SWOT and PEST(LE) Analysis (Powel, 863). Amazon the good example who enjoyed the growth leading online retailer. There are inputs that are available to Amazon, because of these makes the company function successfully, and either can be tangible or intangible (Warf and Stutz 113). The key to a success business is the coordination of resources. Amazon had a large clientele base and it was hard for its competitors attract customers the way how Amazon did (Hill and Jones 272). The other thing after the signing in into Amazon website, it was difficult for its competitors to deal with “websites due to the loyalty what was attached to Amazon items. (Hill and Jones 272). The company’s mission emphasises on the aim of Amazon to be the custom- centred company in the globe. As the time went, Amazon deemed it necessary to diversity its operations. That is how Amazon get involved selling not just books, but DVDs, video games, electronics, toys, furniture etc. Amazon also offers international shipping for its products to certain countries. Another key factor was the industry itself, such as the company turned around the bookselling industry by offering fresh competition to bookselling huge such as the Borders (Hill and Jones 272). In Amazon case the political factors are important in the development of the e- commerce industry, because political factors can affect Amazon's Technology and Service business. Such as political stability of improved countries (U.S.A) and European Countries can be an opportunity, or Governmental support for e-commerce can be an opportunity but threats too because will increase more competition such as involving Chinese online retail firms. The economic factors are important to Amazon as well because Amazon's performance depends on the situation of the economies, where it functions its online or non- online businesses. The economic stability of developed countries increases the likelihood of success for Amazon.com Inc., this situation minimises economic issues in the macro- environment, also minimising risks to company’s online retail business expansion. The company increasing disposable incomes in developing markets can boost the financial performance. Social factors also can influence Amazon. For instance: Higher disposable income level is more favourable increasing the e-commerce company's potential revenue. The company increase the online buying habits can get benefits from it, such as more people prefer to buy items through the Internet. Technological advancement affects Amazon, considering the centrality of technology in its business. The threats of rapid technological obsolescence what Amazon faces, which imposes pressure on the company assets. But Amazon has the opportunity to improve its performance based on the rapid increase of IT resource efficiencies. The new computing technologies can maximise online retail productivity and also minimise operational costs. But there is a constant threat of cybercrime. This factor threatens the quality of customer experience too, the integrity of Amazon's business. Amazon needs to emphasise the improvement of its technologies. Known as Amazon is mainly an online business, its functions are subject to the influence of the natural environment. There are opportunities for Amazon to improve its environmental impact in response to the rising interest in environmental programs, also rising emphasis on business sustainability. For instance, higher sustainability standards can further improve environmental impact and strengthen the brand image of the e-commerce organization. The other thing what can be a good opportunity, is to increasing popularity of low carbon lifestyle to boost its corporate image as a, leader in the e-commerce industry. This can be implemented energy – saving policies in its operations. The legal factors can be the e-commerce operations has to adhere to legal requirements. Rising items regulation is seen as a result of social demands on consumer safety and customer security. Changing import and export regulations it can be an opportunity. For instance, Amazon can expand its global operations to exploit the increasing anility of sellers to access overseas suppliers.  The pandemic brought good product sales for Amazon, as increased nearly 33% in the three months ended Sept.30. (North America revenue) globally. Fees Amazon collected from sellers on its e-commerce marketplace increased too by 54.7%. At Amazon, the online retailer spent $30 billion in capital investments in the first nine months of 2020, told the Amazon chief financial officer Brian Olsavsky. Also improved the fulfilment capacity, which slated to increase by 50% by the end of 2020, that include hiring 250.000 permanent employees, full- time and part-time.
Customer relationships management 
The biggest challenge the management face in todays globalised world is to serve and maintain good relationship with the customer. Customers were taken for granted in the past. The reason of this, because they were not demanding, also did not have any alternative source or supply. But of course, this has changed, radically. The dynamic business environment is characterized by economic liberalisation, came the competitors, high consumer choice, demanding, also well-informed customers, also quality of the product, the value of purchased. The dynamics process of managing a customer-company relationship such that customer elect to continue mutually beneficial commercial exchanges and are dissuaded from participating in exchanges that are unprofitable to the company (Wiley, 2002). Traditional marketing became modern marketing which included more than just developing a product, pricing it, promoting it, making it accessible to target customer. The process of developing a cooperative and collaborative relationship between the buyer and seller is called Customer Relationship Management. (CRM) The other definition about CRM is a combination of hardware m software, process, applications and management commitment to develop customer service, retain customer a d provides analytical capabilities (Romano & Fjermestad, 2002). Here comes a good example: The Amazon. The company grows every year. There was a total annual revenue in 2017, where sales rose by 31%. Developing its Customer Relationship management strategy, helped Amazon retain customers, also tailor its service around the individual, also the million loyal customers what Amazon have could sell its items again and again. Mentioning “tailor its service” where the Amazon uses CRM such as offers and promotions. When someone buy something on Amazon for the first time, the company asks, the person to set up an account, because makes for a smoother and more personalised experience, and the person gets recommendation depends on his/her interests. The other thing what Amazon does is collect personal data and stores it, when you create an account to purchase something. For instance: makes it simple for customers to buy again, just order with one click. Of course, the customer's personal data is protected by Amazon. About Amazon ‘s CRM, the company also recommends items feature. For instance: when the customer logs in in his/ her account Amazon recommend products what might be interest the customer based on the, last purchase. There is some option what customer can check and that is what other people viewing a product also bought and can explore related items with ease. With these options the customers helping Amazon make billions every year. Important to mention the customer support as well which is a big one. When a customer has any issues, he or she can deal with at Amazon through customer's account. When the customer sharing his issues with one of the Amazon staff his details should be in handy, that would mean quick and efficient resolutions to all issues. Will be more satisfied customers. The last thing what Amazon's use of CRM is growth of its services. The company's customers led to the invention of the Kindle, while Amazon’s Kindle Marketplace offers a tailored experience with unique book suggestions. It is important to mention the Amazon Prime Video which became one of the biggest services. Offering hand- picked film also TV choices for its customers, and to all these thanks for CRM.
Customer engagement 
At Amazon stores the consumer engagement powers the customer experience. The technical teams of Amazon and the business teams pushing the limits to learn the machine techniques to launch new voice ordering capabilities and innovate on behalf customers on a massive scale. The teams of Amazon run the online store, the App store, including community features such as customer reviews, personalization features like recommendations, consumer behaviour analytics, automated marketing.  An engagement orientation urges firms to co- create a wider range of activities with their customers (Harmeling et al.2017) and requires every employee to be engaged with the firm and understand the value of customer engagement (Kumar and Pansari 2016; Menguc et al.2017). The customers behaviour during the pandemic was immediate and widespread across all the industries, countries and also demographics.  Julio Hernandez the Head of Global Customer Centre of Excellence words, that the priority was the health and safety first, which have in turn changed decision making and the buying behaviour. The great customer experience was not enough, and almost all businesses have been thrust into reorganizing their approach to customers. The customers the key of every organization and the amount of money what they spend is the oxygen that provide the business exist, grow and thrive. Covid-19 has caused the consumer be more thoughtful and selective in their decision making. The result of this, customers looking for businesses that demonstrate and build trust. Factors such as brands, purpose and reputation are coming into the decision-making process in equal measure to safety, security, convenience and certainty. Now these factors are part of a new value equation that customers hold within the price and items or service, which has changed the economics of experience delivery. Consumers of all ages realized that the internet makes their daily routines more efficient. Digital relationship gives a bit of challenge for organizations even those with strong digital presence. Online experience is a new reality have to be immersive, emotive and of course safe (K PMG International Research, June 2020). Globally, consumers feel more vulnerable, less secure and less in control than before. They expect the brands they have to interact with- digitally or lockdown eases, physically- to deliver better   safer and more interaction at lower price. Value and price became equals for customer loyalty. Consumers’ spend depend on both decrease in disposable income and psychological impact of Covid-19. New segment arrived, such as separated by a need to group items, and services into categories of necessities, with spend moderated by financial attitudes. For instance: in Germany, France, Hong Kong, feel more secure and calm, fitting into the financial comfortable category. But in Brazil, Japan, Italy, Spain the consumers stopped all non-essential buying and they are more selective. Also giving their financial recovery priority. Value for money and its price, is the single most important factor in decision making. In previous year before pandemic the cost of value has had a little impact compare with this year. As the result the customers new value is not just a short term, the organizations will need to rethink their businesses and operating models, such as invest in new digital Methods of communication and payments. Prioritising digital security will be the key, as Amazon did invest. It is worth to mention, during lockdown customers become more aware of environmental and corporate behaviours. They have more question as to whether brands behave credibly when it comes to their environmental and social obligation. They also added safety and support of the local community. Online retailers like Amazon need to make an emotional connection digitally. This is an area many organizations have been thrust into over the, past few months and will need to be careful to maintain and improve as customers will not be forgiving if the experience slack off.

A connected organization for the new reality
	Insight-driven strategies and actions
	Innovative items and services
	Experience centricity by design

	Seamless interactions and commerce
	2X Impact
	Responsive operations and supply chain

	Aligned and empowered workforce
	Digitally enabled technology architecture
	Integrated partner and alliance ecosystem



Source: A commissioned study conducted by Forrester Consulting on behalf of KPMG, September 2018
Those companies that were agile responsive and digitally enabled, were able to netter navigate the effects of Covid-19 and lockdown. These connected organizations have high levels of synergy between eight core capabilities across the organizations where each capability has a mutually beneficial, self-re-enforcing effect. This is critical to compete in the new reality.
There is key consideration that can help organizations make faster progress how to succeed   the new reality. 
1. Keep close to what your customer wants, or need, by building a customer – centric business. 
2. Do things in an agile wag by becoming connected enterprise is a transformation. Break changes down into specific steps, sequence them and implement.
3. Build in resilience, organizations must be ready to take on today’s challenges with resilience and determination and of course to be prepared to fail fast and, learn along the way.
4. Keep it human- while embedding new technologies and automation are likely to be critical in developing more seamless interactions for customers. But need to keep the experience “real" also do not lose the human touch, make sure the customers are still served by humans.
5. Make use of new technologies- make sure that are up to date with new technology, that can help serve your customers (Source: 2019 Global CEO Outlook, KPMG International)
Covid-19 presents challenges to businesses, but also opportunities. It shows light on the need for organizations to put the customers at the heart of the business. It highlights the importance of digitalisation and robust data collection so that organization make decision based on evidence, not instinct.
Customer experience
A customer experience is a process of interactions between an organization and a customer over the duration of their relationship. These interactions include customers attraction, awareness, discovery, cultivation, advocacy along with buying of goods and use of services.  It is measured by an individual's experience during all points of contact against his/her expectations. (SAS Institute Inc.) A set of experiences creates the image in the mind of the customer and at the same time image of the brand, a tendency to go into closer relations with the enterprise and buying decisions (CRM) A deep knowledge about customers comes from extracting records. It is about gathering, mining and processing customer's data quickly and efficiently with precision and accuracy. Customer experience is a crucial key in today's competitive global marketplace. There is substantial business value in managing the customer experience effectively. Good customer experience management can be positive on the businesses, strengthen brand preference, increase revenue like in Amazon. Also improve customer loyalty, lower costs by reducing customer fluctuation. Amazon in order to succeed, it is a business model called" for extensive customization of their information system and business processes to accommodate customer requirements (service experience) on line”(Mahadevan,2000,p.6). Also, Researchers state that customer experience plays a significant role in shaping positive attitudes and influencing customer behaviour. (Demangeot and Broderick, 2006).
Relationship marketing 
Since the early 1980s, relationship marketing has become the topic of great interest to both marketing scholars and marketing practitioners. In the 1990s, people became more aware of the development of the buyer-seller relationship and realized that relationship has consequences for the businesses. The customer relationship was not just marketing issue, but everyone in the organization played direct or indirect role. Furthermore, relationship marketing and customer relationship management (CRM) can be jointly utilized to give a clear roadmap  to excellence in customer management. The other definition about relationship marketing is a facet of customer relationship management (CRM) that focuses on customer loyalty and long-term customer engagement rather than shorter-term goals like customer acquisition and individual sales. The goal of relationship marketing (or customer relationship marketing) is to create strong, even emotional, customer connections to a brand that can lead to ongoing business, free word-of-mouth promotion and information from customers that can generate leads. Relationship marketing stands in contrast to the more traditional transactional marketing approach, which focuses on increasing the number of individual sales. Without a strong relationship marketing strategy, the customer may not come back to that brand in the future. While organizations combine elements of both relationship and transactional marketing, customer relationship marketing is starting to play a more important role for many companies.
Service quality is described as the relationship between profit and the acceptability of price and other costs connected to the service delivery. Service quality depends mainly on the level of conformance to standards and requirements (LOVELOCK, C., Writz, J. 2007). Managing service quality also has been developing over the years. Rejecting the” new normal" may have been a crucial internal strategy for maintaining some sense of comradery and consistency in the business. Is not that clear for e-commerce companies, or to nurture relationships. For instance, the sales leaders try to consider digital platforms is more important as before pandemic. The companies try to identify how nurture relationship with stakeholder’s efficiency is more important than ever. Currently  the big issue for business to business sales teams is the budget  cuts their customers face, causing the  to put partnership on a halt. A strong relationship to demonstrate value and negotiate adequately will be the key to navigating the transformed e-commerce space. The pandemic put an effect to ecommerce relationship what caused pain, such as nearly impossible and might be irresponsible to engage in a h in person interactions. This takes necessary action to ensure that clients and vendors are all aware of the continued presence. Embracing technology according to a McKinsey's study, almost 90% of B2B sales have moved to a videoconferencing   phone or web sales model. For e commerce businesses, meant the growing adoption of videoconferencing and Phone calls. Because of this pandemic fundamental to ensure that the company has all tools needed to communicate with clients. There is a time for companies to evaluate digital strategy. At Amazon the ecommerce took a proven medium and expanded it to showcase its vendors, products and platform in an engaging way. In 2020, 92% of marketers say that video has become key to their marketing strategy, while 88% of marketers currently using video have seen positive ROI. It is important to keep team members motivated even when their clients have implemented their” new normal " that might include less meetings and decreased spending. Help to be engagement high and B2B a priority   should encourage health competition between teams, keeping clear aims making sure is everybody up to date with the latest information. (Amazon.com) 
· Importance of relationship marketing
Acquiring new customers can be challenging and costly. Relationship marketing helps retain customers over the long term, which results in customer loyalty rather than customers purchase once or infrequently. Relationships marketing is important for its ability to stay in close contact with customers. By understanding how customers use a brand’s products and services and observing additional unmet needs, brands can create new features and offerings to meet those needs, further strengthening the relationship.
· Implementing a relationship marketing strategy

Relationship marketing is based on the tenets of customer experience management (CEM), which focuses on improving customer interactions to foster better brand loyalty. While these interactions can still occur in person or over the phone, much of relationship marketing and CEM has taken to the Web. With the abundance of information on the Web and flourishing use of social media, most consumers expect to have easy, tailored access to details about a brand and even expect the opportunity to influence products and services via social media posts and online reviews. Today, relationship marketing involves creating easy two-way communication between customers and the business, tracking customer activities and providing tailored information to customers based on those activities.
· Benefits of relationship marketing include:
· Higher customer lifetime value (CLV). Relationship marketing creates loyal customers, which leads to repeat purchases and a higher CLV. In addition, loyal customers are likely to become brand advocates or ambassadors, recommending products and services to friends, family and business associates.
· Reduction in marketing and advertising spend. Spending on marketing and advertising to acquire new customers can be expensive. Relationship marketing causes customers to do the marketing for a brand, in what’s called buzz marketing. Customers tell others about a brand’s products and services, which can drive sales. Brands with exceptional relationship marketing programs spend little to no money on marketing or advertising.
· Stronger organizational alignment around the customer. Organizations that emphasize relationship marketing have a stronger organizational alignment around an exceptional customer experience. The teams work together to create satisfied and happy customers over the long term.
Conclusion:
The pandemic definitely changed the life how it was before. Business needs to adapt the new reality, such as customer behaviour, customer engagement.  Value and price became equals for customer loyalty. Simple truth is if you do not transact there is no experience, and if it is no experience, the company will struggle to maintain customer relationship. Experience in the new reality need to be immersive, emotionally connective and first of all safe. Online shopping and e- commerce changed the face of the retail environment, impacting industries and markets in a variety ways. As the result the customers new value is not just a short term, the organizations will need to rethink their businesses and operating models, such as invest in new digital Methods of communication and payments. Prioritising digital security will be the key, as Amazon did invest. It is worth to mention, during lockdown customers become more aware of environmental and corporate behaviours.
Recommendation
Amazon remains the top player in the online retail market. The company showed resilience despite increasing competition with company like Walmart. The key problem that are critical to the company's long-term success. Recommend to expand the company's operations into developing markets, which present rapid economic development and high e-commerce growth potential. Also has to develop the IT security from cybercrime. If the company want to succeed, they need to keep close eye what their customer wants or need, by build a customer centric business. Also, do things in agile way, build resilience, keep it human even when it is digitalised or even if it is new technologies coming. But make sure you are up to date with the new technologies.
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