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Introduction
Customer relationship management can be deduced as one of the major aspects of a business. It critically helps to make good relationships with customers and enhance the brand image of the organization in a significant manner. This report is critically based on an analysis of the quality system of IKEA and the internal and external factors of the business are analyzed here in a significant manner to evaluate the aspects that have a huge influence on the customer relationship aspects of the company. Due to the COVID-19 pandemic the company is facing critical problems in its business and his report critically helps to analyze the impact of COVID-19 on the business of the company.
[bookmark: _Toc81304045]Justification of choosing the organization
IKEA can be mentioned as one of the renowned retail organizations of the global market that sells furniture, food products, and homeware all around the world. The company has a huge customer base and due to the COVID-19 lockdown, the business of the company was shut down for a long period. In this pandemic situation, IKEA is focusing to enhance its customer relationship in a significant manner to retain the customers and attract new customers to the business. It can be mentioned that promoting or selling the products of the company is not the major goal of the company. However, the major aim of the company is to make a healthy relationship and engage with the customers to make them feel the customer service of the organization is effective. It critically helps the company to enhance customer loyalty and apply effective strategies of customer relationship management. In addition, it will help the company to enhance its sales and profitability when the pandemic situation is over. IKEA is facing critical difficulties in its business due to the COVID-19 pandemic and this report will help to analyze the external and internal factors of the company in a significant manner.
[bookmark: _Toc81304046]Aim of the report
The major aim of the report is to find out the customer relationship management strategies of IKEA and analyze the internal and external factors of the organization that has critical impacts and influences on the business.
[bookmark: _Toc81304047]Main discussion
A. [bookmark: _Toc81304048]Background of the organization
IKEA is known to be the home furnishing store that mainly produces and designs furniture that is more affordable, well designed, and functional as well. This home furnishing store has produced and sold furniture for more than 70 years (Ikea, 2021). This furnishing store deals with various items such as lighting, sofas, bedroom furniture, curtains and beddings, and many more other furniture (Ikea, 2021). One of the most remarkable business strategies that IKEA follows is that they always produce and sell the product to maintain sustainability to cope with the business trend and enhance the market reputation as well (Ikea, 2021). By maintaining this, they always take various strategies to look after this fact. First of all, they try to reduce water consumption while designing their bathroom furniture as well. They design their bathroom and kitchen taps in a way to cuts the assumption by almost 50% (Ikea, 2021). In this way, they become capable of increasing the customer's satisfaction because taking this attempt decreases the customer’s water bill. On the other hand, IKEA launched the Link Pong store that was located in Sweden in 1984 (Ikea, 2021). This Link Pong store is considered to be one of the largest customer clubs all over the world (Ikea, 2021). Besides that, Ingvar Kamprad who is the IKEA founder launched the first IKEA customer club, named Silverklubben (Ikea, 2021). Ingvar Kamprad understood that the importance of making strong relations between the customer and the authority. In this matter, they try to interact with them directly and look after the customer's demands and desires as well and take the necessary activities accordingly. In this matter, IKEA communicates and promotes its brand through various websites such as Facebook, Instagram, Twitter, Youtube and Pinterest, and many more other digital platforms as well (Ikea, 2021).  They take the strategy to provide attractive offers to the employees including the benefits, rewards, discounts on the specific IKEA products and services as well (Ikea, 2021). Besides that, to run their business with more efficiency and competency, the IKEA family always tends to look after the employee's requirements, and therefore they take various strategies to develop their skills and knowledge. In this matter, they make various scopes for the employees by arranging various inspirational home furniture workshops, tutorials, and many more other developmental programs within their stores (Ikea, 2021).   
[bookmark: _Toc81304049]B. Key marketing theory of the report

There are various marketing theories such as the Ansoff matrix, the marketing mix, the CRM behavior theory, the communication mix, and many more other theories that various organizations can apply for enhancing the market reputation and their customer satisfaction as well. Among all the theories, the CRM behavior theory and the 7ps marketing mix are one of the most important theories that IKEA can apply to provide better service to their customers. This theory highlights 7 interrelated factors of customer relationship management mainly in the service sectors. 
[image: ]
Figure 1: CRM behavior theory
(Source: Wang, 2018)
Modern CRM theories help in integrating all the aspects of customers, as well as supplier's business. It refers to a new approach of looking at the processes of the business to make it more favorable for customers. As opined by Cosgrave and O'Dwyer, (2020), the CRM behavior theory applies in marketing and helps the organization to maintain the ethics that is implemented through the international market. Besides that, the CRM behavior theory deals with the human values that basically lead the organization to emphasize the customer's development and look after the customer's demands and choices as well. 
[bookmark: _Toc81304050]Marketing theories
The Marketing Mix: It refers to some strategic actions that organizations take to promote their brand positively in the market and gain a wide customer base. The 7Ps of the marketing mix include product, place, price, people, physical evidence, promotion, and process (The Marketing Mix, 2021). All of these factors determine the company's operations regarding its goods and services, as well as highlight the aspects where it needs to focus more to give the customers a seamless experience. 
[image: ]
Figure 2: 7Ps of the marketing mix
(Source: The Marketing Mix, 2021)

[bookmark: _Toc81304051]C. Critical analysis of the factors that influence the quality systems and controls for customers in times of crisis like COVID 19 of IKEA
[bookmark: _Toc81304052]Critical understanding of the quality process (relating to customer service) in the workplace
There are various theories that various organizations follow to enhance their marketing profits. In this theory, to evaluate the detailed background of the IKEA organization, it can be understood that the CRM behavior theory can be applied in the marketing strategy of the IKEA organization. As opined by Nguyen et al. (2020), CRM behavior theory helps the organization to take learning from their previous mistakes and develop their learning behavior for improving the innovative strategies in various high technology ventures. The CRM behavior theory provides seven different perspectives that are interrelated. Generally, CRM theory gives a new and innovative perspective to the matter of customer relationship management and the CRM management delivers the strategy that enhances the corporate customer relationships in the various industries including telecommunication and many more other industries as well as the customer relationships behavior theory shifts the priority from the product to the customer, therefore, this theory gives the new perspective to the organization to take new and innovative strategies to the development of the customer as well. In this matter, according to Badsi et al. (2017), the customer relationships behavior creates the plan to enhance the brand awareness and also lead the organization towards achieving the huge customer base, customer service that drives the upsells, and many more.  Henceforth, this theory can be implemented by the IKEA organization to enhance their customer satisfaction as well. In this matter, IKEA always looks after the fact about the customer's requirements and choices. First of all, IKEA takes the activity to design the perfect wardrobe, living room furniture, sofa, kitchen and bathroom furniture, and many more other furniture decorations as per their demands and choices (Ikea, 2021). Besides that, IKEA plans for the paying system easier and smoothen as much as possible and it helps the customer to shop from their stores with more comfort and ease. In this matter, the IKEA finance service gives the customer their entire finance loan that is interest-free so that the customer can get a clear idea while they want to make a plan (Ikea, 2021). Besides that, IKEA offers interest-free credits that are approximately £99 to ￡15,000 and also provides the offer to their targeted customer to increase their repayment over almost 3 months to 4 months (Ikea, 2021). Another customer-friendly strategy that IKEA takes is to act as a credit broker and provide the customer the credit products for Ikano bank (Ikea, 2021). This credit plan is applicable for all UK residents who are more than 18 years (Ikea, 2021). By offering these services, IKEA develops its customer care service that is located in Kingston Park, PE2 9ET, Fletton, and Peterborough (Ikea, 2021). On the other hand, IKEA launches the IKEA club family to offer various discounts, free apps assurance and also provides tea and coffee to their customers on Monday to Friday (Ikea, 2021). Besides that, another theory that can be implemented by IKEA is the marketing mix. The marketing mix represents the strategy that enhances the promotion of their brand and by using this theory; the organization can develop their customer’s shopping experience in a positive way. The marketing mix critically looks over the product, place, price, people, physical evidence, promotion, and process (The Marketing Mix, 2021). IKEA deals with various furniture such as furniture sets, sofas, TV desks, tables, chairs, wardrobes, children’s furniture, gardener’s furniture, and many more other furniture as well (Ikea, 2021). IKEA plans and designs its furniture as per the choices and the requirements of the customers. Therefore, by implementing the marketing mix, the IKEA family can develop their products range and this strategy helps the IKEA family to cope with the market trend, especially in this COVID pandemic crisis. Besides that, in this COVID pandemic situation, the IKEA family develops their own website and makes the click and collect system and also improves the home delivery services online and these systems are available across the UK (Ikea, 2021). Besides that, the IKEA family develops a queuing system for helping the customer enter their rooms (Ikea, 2021). They also provide sanitizers and masks to all the visitors and the employees for maintaining safety and looking after safety as well (Ikea, 2021). This activity of IKEA enhances the market reputation and customer loyalty as well. Henceforth, by applying the 7p marketing mix, IKEA can enhance its market reputation more in this crisis period. 
[bookmark: _1t3h5sf][bookmark: _4d34og8][bookmark: _Toc81304053][bookmark: _p6a0rr3kubjh]Internal and external factors including COVID-19 affect influence in the organization’s quality systems and controls for customers
[bookmark: _Toc81304054]PESTEL Analysis
PESTEL analysis can be mentioned as a framework that critically helps to analyze the external factors of a business that has critical impacts and influence on the business of the organization. PESTEL analysis of IKEA has been done below to analyze the external factors of the business.
“Political Factor”
Brexit can be mentioned as one of the major issues that are affecting the business of the companies of the UK in a significant manner. In addition, the unstable government of the UK is making barriers for the retail businesses by applying specific rules and guidelines for doing import and export (Arnorsson and Zoega, 2018).
“Economic Factor”
The current GDP of the UK can be mentioned as 3.12 trillion dollars and the growth percentage of GDP can be mentioned as 6.5%. In the previous year, it was -9.9% which was harming the businesses of the organizations critically. The increasing GDP of the country is helping the retail businesses to expand more (Statista, 2021a).
“Social Factor”
The current employment ratio of the UK is 75.1% and in 2020 it was 75.7%. It can be mentioned that the good employment ratio of the country is helping to employ people in the business works but the decreasing rate of employment can harm the business of IKEA critically (Statista, 2021b).
“Technological Factor”
The UK can be mentioned as one of the market leaders in the innovation and technology aspects. The UK government is providing funds to the businesses to apply advanced technologies in their business such as AI, Robotics, Information Systems, BlockChain, and many more. It will help IKEA management to apply more capital to their research and development aspects (Hall and Pesenti, 2017).
“Environmental Factor”
The UK government is promoting the use of renewable energy sources in organizational works to decrease the pollution level of the country (Foley and Olabi, 2017). IKEA critically uses renewable energy sources such as solar energy in its business which will help the company to have more benefits.
“Legal Factor”
The changes made by the UK government and export and import laws are crucially harming the businesses. As IKEA is a retail company that sells its products in different regions of the world, the company is facing critical issues due to this in its business (Dhingra et al. 2018).

Figure 3: PESTEL Analysis of IKEA
(Source: Self-made)
[bookmark: _Toc81304055]SWOT Analysis
“Strengths”
· IKEA critically focuses on a democratic design approach that has five factors such as sustainability, form, low price, quality, and function. It critically helps to attract customers to the organization (About, 2021).
· High affordability of the products can be mentioned as one of the major strengths of the company that helps to enhance the sale and profitability of the business.
· IKEA critically invests in its research and development aspects to apply innovation in its products and meet the needs and requirements of customers in a significant manner.
· There are so many designs in the products of the company that critically helps to enhance the sale and attract the customers towards the company (About, 2021).
· The effective supply chain of the organization can be mentioned as a strength that helps to manage the resources and delivery of the business in a significant manner.
“Weakness”
· Weak product design and issues of assembling the products can be mentioned as one of the major weaknesses of IKEA.
· As the company manufactures low-cost products for its customers, the product quality of the company is decreasing continuously which can be mentioned as a major issue for the company in its business (About, 2021).
· There are third-party manufacturers of the company that help the company in the manufacturing process. Due to too much reliance on third-party companies, the quality of the products of the company decreases.
· No strong presence of the company in Asian markets can be mentioned as a weakness (About, 2021).
“Opportunities”
· IKEA can expand its business into Asian markets and other regional markets to have more benefits in its business.
· The company can enhance the process of online selling to increase the customer base of the business and expand the business effectively (About, 2021).
· IKEA can introduce new products in the market to attract more customers to the business.
“Threats”
· The huge competition in the global retail market can be mentioned as a threat to the company (About, 2021).
· Changes in customer behavior can make the customers to other brands for purchasing products.
· No use of advanced technology can be mentioned as a threat to the business.

Figure 4: SWOT Analysis of IKEA
(Source: Self-made)
[bookmark: _2s8eyo1][bookmark: _Toc81304056]Critically evaluates the benefits and challenges of developing and maintaining good customer relationships
In order to develop the business profits and the market reputation, it is very important for maintaining excellent customer relationships as well. First of all, by maintaining the customer relationships, the organization can develop the productivity of the employees and also enhance their market reputation as well. In this matter, IKEA is aiming to make their quality management effective and efficient by looking over the customer relationship management aspect of the business in a significant manner. There are so many benefits of developing and maintaining effective customer relationship management. However, there are challenges also to make effective customer relationship management.
[bookmark: _Toc81304057]Benefits of developing and maintaining good customer relationships
· Making good relationships with customers critically helps an organization to provide customers a high level of satisfaction (Bolton and Tarasi, 2017). Providing customers effective customer service, listen to their all queries and issues, solving those effectively, providing help and support 24*7 can be mentioned as the processes that critically help an organization high satisfaction to their customers. 
· Good customer relationships critically help an organization to retain customers and increase the customer loyalty of the organization in a significant manner. As the customers have a tendency to shift brand for their purchasing process, retaining customers can be mentioned as a tough job for organization management (Libai et al. 2020). However, making good relationships with customers make the customers loyal to the brand and it helps to enhance the brand image of the company in a significant manner.
· Making good relationships with customers critically helps an organization to attract new customers to the brand (Gupta et al. 2020). Recommendations of old customers and promotion of products and services of the brand critically help the organization to attract new customers and do promotion of the brand in a significant manner.
[bookmark: _Toc81304058]Challenges of developing and maintaining good customer relationships
· Making good customer relationships critically enhances the expectations of the customers. They expect more offers and discounts from the company and in addition, their expectation for product quality and delivery time increases (Raddats et al. 2017). 
· As a good customer relationship helps to attract new customers to the brand, the new issues of the new customers can be mentioned as a major problem for the brand. Prioritizing the issues of new customers can harm the old customer base of the company (Burton et al. 2017).
· To make good customer relationships, IKEA has to provide 24*7 customer services, respond to every issue of the customers and personalize their business for satisfying them by providing them their needs and requirements (Zhang and Banerji, 2017). Listening to every feedback and query of the customers can be mentioned as a challenge for the organization.
[bookmark: _17dp8vu][bookmark: _Toc81304059]Ways to deal with the new situation and achieve the business objectives by developing and maintaining good customer relationships
The COVID-19 pandemic has hit the business market critically and all kinds of businesses are facing critical trouble due to this. There is a need for applying significant strategies to make good relationships with the customers and enhance the business in future periods for the growth and benefit of the business. Some of the strategies that can be applied by IKEA to have effective customer relationships can be mentioned as 
· Analyzing the needs, requirements, and demands of the customers can be mentioned as the major strategy that can be applied by IKEA to provide customers best products and services (Hollensen, 2019).
· The application of CRM strategies can be mentioned as a significant process that can be applied by the company to manage the relationships with customers in a significant manner (Galvão et al. 2018). 
· Taking feedback from customers and develop the products and services of the organization according to the feedback can help the company to make good relationships with customers.
· Appreciating loyal customers by providing discounts, offers, and gift cards is a significant strategy to make good relationships with customers (Akrout and Nagy, 2018).
[bookmark: _3rdcrjn][bookmark: _Toc81304060]D) Identify the systems that support IKEA quality processes 
[bookmark: _Toc81304061]Customer Relationship Management 
Customer relationship management (CRM) is a system that contains various procedures, strategies, and innovative technology which can help the company to improve customer service relationships (Abbas, and Hafeez, 2017). It can help to analyze the interaction with the customer and realist data associated with customer lifestyle. The customer service relationship has a huge impact on the profitability of the organization. Customer relationship management gathers data from various sources and utilizes it properly to provide satisfying services to the customers. 
Due to the Covid-19 pandemic situation, IKEA has focused on maintaining strong relationships with customers. Their main target is to maintain a good relationship with existing customers and attract new customers to their business. IKEA is a retail organization in the global market that has a huge range of products such as food products, furniture, and homeware. In this Covid-19 crisis and lockdown, their business is hugely affected. So, an effective customer relationship must be developed to generate revenue in this pandemic condition. Most of the customers in this situation are going online shopping. There are various online platforms such as emails, social media, and multiple channels that can be used to develop a relationship with customers.
In CRM, the proper strategy has been established to organize all information collected from individual customers. CRM tools help to develop relationships between organizations and customers. These tools are very useful to understand the requirements of customers and modify the operation process accordingly. 
[bookmark: _Toc81304062]Advantage of CRM
 CRM can help the business to improve their relationship with customers and find potential customers for their products.  The major advantages of CRM have been mentioned below:
·  Improve customer service
CRM provides strategic advantages to IKEA. There is an opportunity to provide a personal touch to the services which can help to increase customer satisfaction. The customer care team need to identify the profile of each customer individually which can help to identify the personal requirement of the customers. IKEA needs to improve responsiveness towards the customer’s queries. All customer feedback must be analyzed properly which can help to improve their service also.
· Help to discover new customer
Another objective of IKEA is to identify the potential customers and CRM plays an important role to fulfill this objective. CRM has analyzed the profile of existing clients which can help to determine the potential clients of their business. The new customer is always important for the growth of the company. It is important to maintain the existing customer base and new customers to develop new prospects in IKEA.
· Increase company revenues
It is important to maintain a positive rate of profitability in IKEA. This pandemic situation had a huge impact on IKEA’s profitability. CRM helps to develop effective marketing campaigns to increase sales. CRM develops an effective strategy that contains various steps for a marketing campaign. It is important to identify the specific group of potential customers for a particular product and then reach them individually. There are various loyalty programs introduced that can help to provide special facilities to the customer and increase the customer retention ratio in the organization.
· Enhance customer loyalty
Customer loyalty is an effective process to increase the profitability of IKEA. CRM has developed an effective system to increase customer loyalty. It can provide professional recommendations to the customers about the services and products. If customers recognize that the brand is beneficial for them, the loyalty has been increased towards the brand. CRM always tries to provide the best services and offers to loyal customers.
[bookmark: _Toc81304063]CRM Behavior theory
CRM behavior theory is applied to analyze several perspectives of customer relationship management. There are various models that have been used to manage the corporate customer relationship. There are seven models such as leadership model, organization model, customer model, measurements model, process model, strategy model, systems model (Marino, and Presti, 2018).
The CRM leadership model is suitable for IKEA. This model helps to solve a genuine problem related to the customers. In this Covid-19 pandemic situation, the leadership team must develop an effective strategy to improve the profitability of the organization. CRM strategic model has been used to manage a long-term strategic plan of an organization.  In this Covid-19 pandemic situation, long-term strategy development is mandatory in this market. CRM organizational model helps to manage all types of people-related behaviors in sales, marketing, and customer services. This leadership model has been used to address any type of organizational issue in IKEA. In the Covid-19 pandemic situation, organizational issues must be addressed properly to improve customer satisfaction. The CRM customer model is very important for IKEA to develop a standardized customer service model in the Covid-19 pandemic situation. IKEA must implement the CRM customer model to maintain relationships with existing customers and potential new customers.
[bookmark: _Toc81304064]Marketing mix
Marketing mix theory helps the organization to develop a marketing strategy in this Covid-19 situation. There are 7p marketing mixes such as product, place, price, people, physical evidence, promotion, and process (Al-Zyoud, 2019). These factors help to develop an effective marketing strategy. CRM mainly focuses on all these factors according to customer requirements. CRM needs to analyze the customer requirements successfully and develop the product accordingly. The product design, involvement of technology, value, and quality must be associated with CRM guidelines. CRM develops a proper strategy for product development and the marketing team implements it successfully. In this pandemic situation, the place of the product is an important factor to attract customers. IEKA is a retail business and it is also important to increase the availability of products on online platforms. In this Covid-19 pandemic situation, most of the customers preferred online shopping to prevent the spread of disease. The price of the product is directly related to the profitability of IKEA. CRM must analyze the profiles of the existing customers and potential customers and propose a strategy related to the price of the product. It can help to maintain customer loyalty towards the company.
[bookmark: _Toc81304065]Conclusion
[bookmark: _35nkun2]This report critically analyzes the needs of quality management and customer relationship management in an organization. In addition, it critically sheds light on the internal and external environment analysis of the business of IKEA. From the report it can be concluded that IKEA is facing critical issues in its business due to the pandemic situation created by COVID-19 and the company is aiming to manage its customer base in a significant manner that can enhance the sales and profitability of the brand in the future. The issues of IKEA in customer relationship management have been discussed in the project and solutions for mitigating those issues have been deduced also. There are multiple theories of CRM described in this project that critically helps to understand the strategies for having effective customer relationship management in an organization. It can be derived from the report that CRM critically helps an organization to manage its customer base, enhance customer loyalty, attract new customers, enhance the revenue of the company and enhance the brand image of the company and IKEA should apply effective CRM strategies to have more benefits in its business.
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