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Understanding and Engaging in the customer experience


INTRODUCTION
I chose this organisation becouse I work in this company since 2018
The main aim of presenting this report is to highlight the factors that create a huge impact on the organisation’s quality systems and controls for customers during COVID 19. It also includes the way through which company can deal with new situation and achieve its business goals and objectives by maintaining and developing good customer relationship (Esteban-Millat and et. al., 2018). The Chosen firm is Andicars Ltd it is a taxi company that provide facility to book and track the taxi. The Company has its own website through which people can book their personal taxi to move from one place to another. Andicars Ltd. is located in Havant, UK and it is a private limited company which is incorporated on 17 October 2017. The Organisation is chosen with an intention to analyse the factors that has influences the firm’s quality system and controls for customers at the time of pandemic (Yoon, Kim and Connolly, 2018). 
Marketing and CRM theories
The Marketing and CRM theories depicts that organisation must focus on increasing its sales by creating a position of its product and services in Market in such a way that improves the customers experience and influence them to avail the services provided by Andicars Ltd. Due to COVID 19 company has faced many issues and problems which affect the profitability and performance of business (Kim, Tang and Bosselman, 2019). The tools of customer relationship management are contact and account management, reports and dashboards, activity tracking, lead management and marketing, sales and service automation (Rather and Sharma, 2019. Through implementing these tools company can increase its customer base by providing best services during pandemic.  
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