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[bookmark: _Toc77089653]INTRODUCTION
The principles, practices, rules and guidelines that an organisation or company follows while dealing with its customers is called customer relation management (Soltani et al., 2018) This report will include about an organisation's quality system and customer relationship management in the context of COSTA coffee. This will be followed by how internal and external factors including COVID 19 effect or influence these factors. Theories will be applied to clearly explain the influence of COVID 19 on the organisation and what can be done to maintain customer relationships in difficult times. 
COSTA coffee was found 50 years ago in 1971 by Bruno Costa and Sergio Costa in London, England. It is one of the subsidiaries of Coca-Cola Company and is headquartered in Dunstable, England. It serves coffee, sweets, iced drinks, sandwiches etc and operates in 1431 stores in 32 countries and has 2467 outlets in the Kingdom with about 9860 employees. In the early 1990s, they started their stores in prestigious and fancy locations and soon became the destination for fashionable and premium Londoners and coffee lovers (COSTA, 2021).
This report will consist of marketing and customer relationship theories like SWOT analysis and Porters five forces to explain how customer relationships can be maintained during a crisis like COVID 19 which highly affects the business situation of organisations. 

 I will apply marketing theories
Porters five forces
The marketing mix
Customer relationship management
Critical analysis
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