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Executive Summary
The concept of CRM may be defined as the practices and strategies in terms of managing the quality relationships with the customers.  The central idea around which the report revolves is regarding customer relationship management (CRM). Elizabeth School of London is taken into consideration to carry out the study in detail. The study entails a detailed discussion regarding the various measures taken by the school to enhance its customer engagement and relationship which have helped it to gain a competitive edge over its rival companies. The outbreak of the global pandemic has resulted in altered perceptions and purchasing behaviour of the customers, the institution needs to assess these to improve their customer experience as well as improve their quality management. Moreover, the study gives a detailed analysis of various theories and concepts related to marketing, CRM and quality management to get a better insight into the matter. TQM is an essential approach which the institution incorporates to manage their quality better and enhance the consumer retention rate. Models such as IDIC and value chain of CRM are efficient approaches which are used by the school to improve its customer engagement and experience. Lastly, the study includes the idea of STP model related to marketing management procedures by the academic industry in order to maximise their sales volume which fosters heightened student retention rate in turn. Furthermore, the study also thoroughly discusses the various values, benefits and challenges related to CRM. It also incorporates a detailed study on the various elements of quality systems and controls of customers.


Introductory layout
The primary aim of the study is to analyze the impact of covid-19 in customer relationship management and engagement. The study also aims at noting the changes in customer behavior and their changing perception including their views regarding purchasing services. The outbreaks of global pandemic have altered the perceptions of the customers extensively and have significantly impacted the customer experience and engagement process. Therefore,  in the given report an in-depth study regarding the same has been assessed thoroughly. In this regard Elizabeth School of London has been chosen in terms of supporting the context of customer relationship management and their experiences. Elizabeth School of London, is known as one of the most well known educational institution operating in the premises of the UK have made significant changes for handling their customers better to improve their experiences. 
The supermarket chain is the second-most largest institution after Tesco, operating in the nation. The report further entails a detailed discussion on two primary CRM theories which are CRM models of value chain and IDIC model and STP model as well as communication mix model of marketing along with in-depth analysis of TQM model in terms of understanding the context of the importance of quality management procedures. Moreover, this study also aims to evaluate the external as well as internal factors affecting the CRM of the school and their customer experience before and after the outbreak of Corona virus. The school has a series of strengths and opportunities however; these faced significant changes after the outbreak. These altered internal elements of the institution are also discussed in the given study. Additionally this study analyses the understandings of the effects of macro-environmental factors such as technology, political and environmental factors which are responsible for altering the customer’s behaviour distinctly. On the other note, this study is going to summaries the key strategies of Elizabeth School of London in order to cope up with the situation of pandemic crisis.  
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[bookmark: _heading=h.gjdgxs]Introduction 
The term customer experience (CE) may be referred to as the perceptions and viewpoints of the customers which directly affect the behaviour of the consumers as well. The sudden outbreak of Covid-19 has significantly altered the behaviour of the customers as stepping out from the houses has been strictly prohibited by the governments in order to restrict the further spread of this life-threatening virus. Due to this reason, the rate of digital marketing and purchasing services from digital stores has increased extensively. Moreover, market competition has been shooting rapidly for the retail industries nowadays. Due to this, attaining competence advantage by the industries along with maintaining a quality relationship with the customers have been the foremost objectives by the companies. 
In this context, Elizabeth School of London has been chosen as this school is known as one of the largest retail units in the UK which constantly aims for attaining heightened customer retention rate upon providing high-quality services. Additionally, this study is going to summarize the concepts of various models and theories related to customer relationship management (CRM) and quality management as both of these activities are the most prioritized strategies for an industry in terms of attaining heightened productivity as well as a competitive advantage. 
[bookmark: _heading=h.30j0zll]institution background 
In terms of supporting the context of CRM and quality management during the pandemic crisis period, Elizabeth School of London has been chosen in order to evaluate its strategies for achieving a sustainable customer retention rate. Elizabeth School of London is known as the service provider for education counselling and support. The institution works as a bridge between U.K universities and the students seeking admission. The required data is sent to students about application process, employability, courses admission criteria, student finance, accommodation, scholarship, university fees, and maintenance loan. Their gross revenue is around 8,16 million GBP based on the report of 2020 (Elizabeth School of London, 2021). Their vision is to become the most trusted educational counsellors in the UK upon providing high-quality services at an affordable price range for the students. Additionally, this education institute continuously focuses on introducing innovative services to the consumers which can be able to add value to people's lives distinctly. Their mission is to keep up the competitive price range for the students upon becoming the first choice while opting for education services. 
For this reason, they chiefly prioritise their service quality management methods in terms of providing services with outstanding quality. The sudden outbreak of Covid-19 has significantly altered the behaviour of the students as the interactions and classes are solely based on online platforms nowadays. Due to this reason, this institution has chiefly focused on implementing strategic functions in order to attain a competitive edge over its rivalries along with a heightened customer satisfaction rate as well. In this regard, Elizabeth School of London has prioritised maximizing its pace of business across the world upon fostering modifications in its existing operations and cost-saving programmes in order to serve high-quality services at competitive price ranges (Elizabeth School of Londons, 2021). For this reason, they have focused on implementing digital marketing strategies in terms of improving the customer experiences for purchasing their offered services. Moreover, their strategies are solely based on interacting with their potential customers through digital platforms in order to understand the wants and needs of the customers as well.
[bookmark: _heading=h.1fob9te]Discussion of primary marketing theories and its application (STP model and Communication Mix) 
During the pandemic outbreak, the strategies of marketing have majorly shifted towards digital platforms as social media platforms and other digital platforms are the only possible ways to interact with the customers directly. Moreover, the consumers are also able to share their views and lodge their queries through the digital platforms related to the services. This in turn empowers them to choose the right services amongst various offering items. In this context, the implication of the STP model of marketing is going to be summarised in this study as a strategic marketing method is responsible for maximizing the sales volumes along with making the consumers choose the right services which possess particular benefits and unique specifications. The STP model stands for segmentation, targeting, and positioning of the services (Stojiljković and Đurić, 2018, p. 9-16).
In order to achieve a streamlined communication practice with the consumers, this type of marketing approach can be considered as one of the most effective methods which foster a higher customer satisfaction rate during the pandemic crisis due to Covid-19. According to this model, understanding the requirements of the customers should be highly prioritized as communication and fulfilling the consumer's requirements are the major factors in the case of CRM. As influenced by Setiadi et al. (2018, p. 1-15), strategies for STP marketing are relevant to the digital marketing methods and it involves more tactical communication practices with the customers. As the STP model is solely associated with strategizing marketing communication planning therefore it chiefly prioritizes developing personalized services based on the preferences of the consumers which in turn enhances the satisfaction rates of the customers. The STP model comprises three major areas which the first area is concerned with the segmentation of the target audiences. 
[image: ]
Figure 1: Concepts of STP model
(Source: Influenced by Stojiljković and Đurić, 2018)
It follows determining the characteristics in terms of differentiating the market segments for offering services. In the case of strategising for targeting and positioning plans, it requires the evaluation of potential attractiveness for each market segment. Moreover, the positioning strategy includes the implementation of tailored marketing mix ideas for spreading relevant product messages to commercially appealing customers. The STP model is able to examine the behaviour of the consumers upon understanding their purchase choices and attitudes. For this reason, this model especially focuses on conducting surveys and collecting customer data from online sources by evaluating previous online purchasing history (Influenced by HAN and Kang, 2020, p. 47-54). In this way, the retail industries can be able to understand the purchase intention and requirements of the customers significantly. This in turn improves the customer experiences and fosters a positive impact on the customers for making their purchase again. 
Additionally, the communication mix theory of marketing is associated with several tools or techniques which are used for interacting with the customers which have positive impacts on the CRM by the industries. Moreover, this theory assists to identify potential customers. This marketing approach focuses on the marketing of the services through social media platforms, online advertising platforms, websites, online events, and digital exhibitions of the services where consumers are also empowered to lodge their queries related to the product. Hence, this marketing model is extremely beneficial for maintaining a quality relationship with the customers along with understanding their wants and needs as well (Bacik et al. 2018, p. 1108-1118). This in turn improves the customer’s experiences while purchasing the services and they are permitted to share their reviews based on their post-purchasing experiences through the digital platforms. Therefore, the communication mix model is one of the most effective methods for fostering a flexible and superior experience to the customers during the pandemic crisis. 
[image: ]
Figure 2: Communication Mix
(Source: Influenced by Bacik et al. 2018)
[bookmark: _heading=h.3znysh7]Application and discussion of CRM theories 
During the pandemic outbreak, the strategies of marketing are solely based on customer centrality as focusing on interacting with the customers is the only possible way to attain heightened productivity of the organizations. In the case of Elizabeth School of London, they have chiefly focused on providing high-quality services at comparatively low prices in terms of adding value to the customer services (Soltani et al. 2018, p. 237-246). Providing the best experiences to the customers and attaining brand loyalty are the foremost objectives of Elizabeth School of London. In this context, the implication of the IDIC model and model of the CRM value chain would be applicable in terms of better understanding the concept as well as the importance of CRM during the pandemic crisis. 
The IDIC model analyses the stages of implementation of the strategies related to CRM which includes identification of potential customers, differentiation, interaction, and customisation of the services. Identification of the potential customers is the primary step of the IDIC model which is fostered by collecting data of the customers upon checking their previous purchasing history along with their purchasing behaviour (Khashab, Gulliver, and Ayoubi, 2020, p. 246-265). In this way, the organization can be able to understand the wants and needs of the customers and can be able to assist in providing relevant product suggestions to the customers. During the outbreak of Covid-19, Elizabeth School of London can attempt to provide suggestions of the services upon monitoring the search history of a customer so that the consumers can be able to opt for the right services at a convenient price range as well. 
Following the identification of potential customers, differentiation of the customers based on the customer values. This is because this model prioritises differentiating the most valuable clients in order to tailor the interactions with them which in turn foster optimal profitability. The third step of this model includes interacting with the consumers upon identifying the most valuable customers. The interaction method includes the offering of loyalty benefits to the customers and rewards in terms of encouraging their retention along with sustainable satisfaction rates (Dewnarain, Ramkissoon and Mavondo, 2019, p. 172-188). In this context, managing the customer's expectation is the foremost priority by Elizabeth School of London as the IDIC model is chiefly associated with sustaining quality and beneficial relationships with the customers. 
The fourth step of the IDIC model includes customisation of the services based on the preferences and requirements of the customers. This step is considered one of the most effective methods in terms of managing the expectations of the customers. After analyzing the key concepts of the IDIC model it can be stated that the application of this CRM model can be extremely beneficial for Elizabeth School of London in terms of building a quality relationship with the customers especially during the pandemic outbreak of Covid-19. On the other hand, the model of CRM value chain can be applied to Elizabeth School of London as a strategic approach of CRM. According to Zerbino et al. (2018, p. 818-846), this model analyses the importance of conducting the valuable activities by the institution in terms of attaining competitive advantages efficiently. This model incorporates the principles of the CRM along with including the stages for developing a beneficial relationship with the customers. 
In addition to that, this model possesses five crucial stages related to CRM. The first stage includes analyzing the customer's portfolio in terms of identifying the most valuable customers who can be able to maximise the lifetime value of the institution. The second stage concerns engaging the customers upon collecting customer data in terms of serving services according to the customer's expectations (Hendriyani and Auliana, 2018, p. 116-124). The third stage is concerned with developing networks with potential customers and new customers in order to optimise their experiences. Following this, the fourth step is concerned with the development of value propositions upon collecting customer data. This step reduces the costs of operation and this, in turn, adds value to the customers. 
The final stage includes relationship management in terms of managing the lifecycle of the customers efficiently. Moreover, this stage is associated with the evaluation of business processes, organisational structures, and implemented strategies for retaining the rates of potential customers. Henceforth, these two models related to CRM can be considered as the most effective models for Elizabeth School of London in terms of obtaining a sustainable retention rate of the customers along with competitive edges in the market (Ascarza et al. 2017, p. 347-363.). These two models can be especially useful during the pandemic crisis for the organisation in terms of managing the customer relationship effectively which in turn can be able to add long-term value to the organisation. 


[bookmark: _heading=h.2et92p0]Internal and external factors affecting customer experiences 
There are several external as well internal factors which have significantly impacted the experience of the customers of Elizabeth School of London. As Elizabeth School of London is flourishing its operation in the UK, the institution has several strengths which have helped the educational organisation to enhance its customer experience. As the institution is one of the top educational institutes in the country the customer base is already quite large, therefore it has become a necessity for the institution to assess and understand the changing customer perception, expectation, and purchasing behaviour post-outbreak of the global pandemic. The institution has come up with new strategies to cope up with the altered perceptions of the institution. The internal factors affecting the customer experiences can be observed through the help of SWOT analysis. 
The school's main strength is its innovative strategies of promotions; the institution to make new changed strategies regarding quality systems and attempt to enhance its customer relations in the time of crisis has made these strategies popular through its innovative strategies of promotions. Strength of the institution which proved to be important in the given aspect is the institution's coupons. The institution gives out unique coupons to its customers which have been designed by the institution by keeping the altered purchasing views of the customers due to Covid-19. 
The opportunities of the institution have undergone a significant change from the pre to the post-covid scenario. Earlier the primary opportunities of Elizabeth School of London were expanding its business operations into new domains and new lands. However, the hard-hit of the pandemic has changed the opportunities of the institution. Now the institution's main opportunity is an innovation of new necessary services with innovative production procedures which would eliminate the errors in production and produce quality services at a cost-effective price (Hökelekli, Lamey and Verboven, 2017, pp.39-52). These will help the institution in enhancing its quality systems and in turn positively impact the CRM of the institution as the customers are now mostly keen on purchasing necessary services at value-effective prices so that they can save for emergencies. 
The institution gives increasing priority to customer values and bases their new effective strategies which depend on customer centrality. With the help of its strengths, the institution has taken steps towards the changing opportunities after the covid-19 and introduced strategies such as effective low pricing of services, introducing a program of cost-savings, introducing new necessary goods at an innovative price by constantly lowering the prices of its services for the consumers while maintaining the high standards of the quality by incorporating sustainable procedures in the manufacturing process. All these have helped the institution to enhance its CRM as the consumers are keen on buying necessary services which are environmentally friendly and impact positively on the environment. 
However, one of the major weaknesses of the institution is that it operates in a cut-throat market where several eminent brands are competing to provide similar services to the customers. The major threat of the institution is that other universities like Oxford, Goldsmiths university and so on incorporate similar strategies or try to enhance its customer relations and quality systems by incorporating new innovative strategies which can be a risk for Elizabeth School of London making it lose its customer base over its competition.
Several external factors consistently impact the business operations of the institution. However, there are several external factors which have been incorporated and changed after Covid-19 and have considerably impacted the customer experience of the institution. These external factors can be assessed with the framework of PESTEL (Ortega et al. 2019). One of the major external factors affecting the business operation of the institution negatively is the political factors. The intervention of the government has increased after the outbreak of deadly viruses which have limited the institution's operations to a limit, such as the imposing of lock-down have created a problem for the institution for selling its services. However, the institution in order to enhance its customer relation came up with door-to-door delivery and different programs to improve the experience of the customers and establish a relationship of trust. Further, due to the pandemic, the economic factors of the nation suffered majorly. The country’s economy shrank by 9.8% in the same year the pandemic hit (statista.com, 2021). 
[image: ]
Figure 3: Growth rate of the UK
(Source: statista.com, 2021)
This depicts that the availability of money is relatively low. To overcome this and help out the population, the institution introduced effective programs and offered quality services at an effective price which positively impacted the institution. Further, due to the pandemic people were forced to stay at home which made them purchase services on; one only. Therefore, the advancement of technological factors has proved to be a boon. The institution improved its websites so that the customers have a better customer experience. The environmental factor is another important factor which impacts the institution, the government and the populations are keen to protect the environment and eliminate any sort of harming the society to avoid further calamity. This resulted in the institution incorporating sustainable manufacturing and delivering services; this, in turn, helped the institution improve its quality system and CRM (Mohanty et al. 2018, pp.536-542). However, there are several factors which affect the customers' decision-making process of purchase; these factors have changed post-outbreak of Covid-19. 
Stakeholders nowadays are well aware and prioritise ethical considerations as the main factors before purchasing a service. They are becoming increasingly responsible especially after the pandemic and consider the ethical considerations as vital. Fair-trade is something which they are keen on (Wang and Chen, 2019, pp.66-72). They focus on the services they purchase, abide by all the laws and rules and follow fair trade without exploiting or usage of unethical means. The second most important is the sustainability of the services. They are concerned that the services they are purchasing are produced by sustainable usage of resources and by incorporating environmental-friendly procedures.  
[bookmark: _heading=h.tyjcwt]Factors influencing customers relations and experiences
There are several factors which impact the relationship of a customer with an organisation. However, prior to covid-19 companies made use of several online as well as offline strategies which helped the institution to enhance its relationship with the customers and potential customers (Gummesson, 2002, pp.37-57). They carried several strategies to communicate with the customers to build a bond of trust and improve the customer experiences according to their wishes. However, due to covid-19, the whole procedure of enhancing the customer experiences and relations is carried out digitally or online as people are forced to maintain social distancing. In this section, a detailed study is carried out on the various factors which influence customer relations and experiences. These are discussed below:
Improved services: This is a primary factor on which the entire customer experience depends. The services produced and offered by the companies are a major element which helps in ensuring customer satisfaction (Kranzbühler et al. 2018, pp.433-456). Such factors were crucial before the pandemic and after. Better quality of the product makes the customer satisfied and better experience opposite would impact negatively. Therefore, Elizabeth School of London gives proper attention to the product quality.
Improved services: Apart from the services, the services of the organisation also help in improving the consumers' experience and boost their satisfaction. The delivery of the services on time is an essential criterion during the pandemic (Bergeron, 2004). This is especially the case for Elizabeth School of London who provides daily essential services. Better quality of delivery of goods helps in securing a better buyer-seller relationship. 
Customer services: this is one of the most important factors which explicitly helps in improving the customer experiences and enables a bond of trust. As the customers are forced to stay at home, any kind of inconvenience faced by the customers must be solved by the institution effectively, these help in improving the quality process of CRM effectively (Prentice, Wang, and Loureiro, 2019, pp.50-59). Elizabeth School of London provides effective customer services where the employees of the institution contact and help the customers with their queries and issues efficiently. This helps the school to ensure an improved quality of customer relations and experience.
Feedback from students: This is one of the most important factors impacting severely. Oftentimes students after availing of the services and services have issues with quality. Therefore, the companies take feedback from there regarding the experience of the customer and their satisfaction with the services. These can be both positive and negative which help in better assessing the issues and work to improve them to increase customer satisfaction and develop an effective relationship (Wang, Du, and Olsen, 2018, pp.201-219). Elizabeth School of London post-covid-19 takes feedback from its consumers through various social media platforms and websites and so on. This feedback is taken by the companies directly from the customers. Companies further conduct online surveys to better understand the wants, needs, and perceptions of the consumers and their views on consumer services. These help the institution to incorporate more consumer-centric services and services and create customer value. 
Improved technology and websites: As the purchasing perception of the consumer changed after the strike of the pandemic this became one of the crucial factors impacting the customer experience. As people are purchasing the services through online websites and applications, the companies must use advanced technology to improve the websites so that the user becomes easy and smooth and eliminates lagging (Pappas, 2018, pp. 1-17). Elizabeth School of London improved its websites so that customers find them convenient to use and do face any problems in purchasing services. 


[bookmark: _heading=h.3dy6vkm]Values, benefits, and challenges of CRM 
The chief value and purpose of CRM are to manage relationships with the potential customers of an organisation. This in turn maximizes the sales volume of the organizations, improves customer-related services, and heightens the profit margin. The chief objective of CRM is to maintain business relationships efficiently. During the pandemic outbreak, the utilisation of digital technologies has been increased extensively as these technologies are able to analyse the portfolio of the customers efficiently (Kaul, 2017, p. 55-60). Moreover, CRM can be considered as a strategic approach by the organisations in terms of managing the business relationships effectively which further improves the brand values. The strategies of CRM are responsible for improving the buyer-seller relationships distinctly as strategic management of CRM ensures a broad understanding of the customer's requirements and their wants. 
The major benefits of CRM include a better understanding of the sales pipeline by the organizations, increased ability to foster better market segmentation, increased anticipation of customer's needs, obtaining empowered sales management, enhanced customer satisfaction rate, and improved metrics of sales. An efficient and innovative strategy related to CRM may be able to boost the sales volume of the organisation upon retaining the rate of customer satisfaction. Moreover, a strategic approach of CRM is able to enrich the services and services which are offered by the organisations as well. The major challenges which are generally faced by the organisations while maintaining the CRM include lack of integration of advanced technologies, inability to implement innovative as well as effective strategies, lack of communication, inability to track previous purchasing records of the customers, incapable of identifying potential customers, absence of clearly defined objectives and costing strategies (Olaleye et al. 2018, p. .1-17). 
[bookmark: _heading=h.1t3h5sf]The CRM includes various stages such as identification of potential and valuable customers, tracking their records in terms of understanding their wants and needs, and providing value-added services which in turn is able to meet their expectations. This in turn enhances the productivity of the organisations. In contrast, lack of customer management activities, lack of integration of technologies are the most concerning obstacles for the organisations nowadays. This is because, during the pandemic crisis, digital platforms are the only way to interact with the customers effectively (Yawised, Ellis and Wong, 2018, p. 7844-7851). Moreover, target digital platforms assist the organisation to understand their requirements and expectations as well. In this regard integration of advanced technologies is the primary requirement for the organisations as it fosters efficient management of the customers which can be able to add values to target organisations in turn. 
[bookmark: _heading=h.4d34og8]Identification of supporting systems of quality procedures in establishing effective customer relations 
Quality procedures play a crucial role in establishing efficient consumer relations. An organisation incorporates various operations; therefore, it is crucial for companies to maintain quality management effectively in order to produce and offer quality services and services which have a sustainable impact on the environment. It is necessary for an organisation to focus on its quality systems to create effective customer relations. In order to enhance the quality systems of an institution one major area, it includes is the manufacturing of services. The productivity of an organisation largely depends on quality systems and maintaining the quality of manufacturing to produce minimum waste, minimise harmful emissions and eliminate the chances of errors, all these largely contribute to the quality management of the production. 
One of the most important approaches undertaken by almost every contemporary organisation to maintain and improve the quality systems is TQM also popularly known as Total Quality Management. Such is an approach described as a management strategy which is incorporated by organisations to attain long-term success via customer satisfaction (Pambreni et al. 2019, pp.1397-1406). Elizabeth School of London largely uses the TQM approach to enhance its quality system through the enhancement of customer experience and satisfaction. According to the institution, this is an efficient way through which acquiring long-term success is possible. All the employees working under the organisation participate in better services, services, processes as well as organisational culture to bring about overall changes. The institution always used such a strategy to improve its quality systems. However, after the pandemic, the changed purchasing perception and behaviour of the customers are greatly dealt with by the institution through such an approach. The several principle of TQM are discussed below:
· This is a customer-focused approach therefore; the institution concentrates on bettering their experience by providing them with their needs. 
· The entire workforce of the institution is involved in bringing about overall changes. Developing the quality system entirely is only possible when each employee participates in the process (Abbas, 2020, p.118458). 
· The TQM is a process-cantered approach and involves process thinking and takes inputs of suppliers and transmits them as outputs which are transferred to customers.
· It is a systematic and strategic approach for attaining the goals, mission, and vision of the organisation. This procedure is known as strategic management incorporating the creation of strategic planning which infuses quality as a vital component.
· Such an approach includes ongoing improvement which helps the institution to become more efficient and competitive.
· The decision-making process is based on facts. This means the institution continuously gathers data and observes them accordingly this helps in improving its decision-making process enhancing accuracy (Androniceanu, 2017, 61-78). 
· Lastly, communication is a vital key. It is necessary for all the employees to talk to one another and keep each other informed so that the entire procedure of quality management enhanced as such will increase the flow of method, timeliness, and efficient strategies (Alghamdi, 2018, 186-200).
[image: image 1.png]
Figure 5: TQM approach 
(Source: Androniceanu, 2017, 61-78)
Therefore, Elizabeth School of London too used the TQM procedure vividly and assessed the changing perception and purchasing views and behaviour of the students. According to that formulated and implemented efficient strategies to overcome the challenges and incorporate the needs of the stakeholders accordingly which in turn will help the organisation in establishing a strong relationship with the students and improve its experience and satisfaction. Elizabeth School of London introduced the cost-saving program, providing high-quality services at an innovative price range by consistently reducing the cost for its patrons to help out in a time of crisis with the help of the TQM approach.
[bookmark: _heading=h.2s8eyo1]Conclusion 
The given report mainly sheds light on two broad topics: quality management and CRM. to initiate the study further the school, Elizabeth School of London operating in the origin of the UK is taken into consideration. The report mainly deals with the changing perception of the consumers and their purchasing behaviour after the outbreak of the pandemic, Covid-19. As people are forced to stay at home their purchasing behavior transforms drastically, this has impacted the operations of the institution. Therefore, it became crucial for companies to observe these changes and incorporate various approaches and strategies to improve their experience 3ith the institution and improve their relationship with customers. The study entails a detailed account of the same by incorporating various models incorporated by the school to overcome the challenges and implement changes to satisfy their customers with their services. Moreover, the study gives a vivid discussion on various marketing models such as STP, quality management approach, TQM, and models of CRM such as IDIC model and value chain of CRM. The study also entails an account of various factors which impact the customer experience and relations in detail, especially after the outbreak of the pandemic. These factors include improved services, better services such as delivery and so on, providing efficient customer services, acquiring feedback and addressing the issues, and so forth.
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