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[bookmark: _Toc56337285]Introduction
In business organisation customer relationship management is very important because customer consumes the product and pays money for product. In COVID- 19 situation customer behaviour is changed from old behaviour (Nassar, 2015). It is the continuous process where customer changes their expectations from organisation. According to customer behaviour, organisation needs to change the product and service quality. Sometimes organisation requires changing the marketing strategy of the company. The success of business depends on the customer satisfaction. If customer satisfaction level is increased then business reputation is also increased. Organisation needs to work for improving the quality of product which maximizes the customer value. 


[bookmark: _Toc56337286]a) Briefly organisation introduction
Amazon is a multinational technology company which emphasizes on the e- commerce, digital streaming, and cloud computing and artificial intelligence. The founder name and CEO of Amazon.com is Jeff Bezos who established the company in 1994 (Amazon.co.uk, 2020). Amazon is a renowned company in technology based online business. It sells the products in online worldwide digital content and videos such as prime video, amazon music, apps for android, fire TV, fire Tablet, Audible audio books etc. Another category of product is shop by department which includes books, films, electronics, garden, toys, clothes, watches, sports and cars etc. Programs and features category includes gift cards, handmade, home services, prime wardrobe and store fronts etc. Amazon is globally sells goods and services which help the customer to get the product with low delivery cost and price. It is occurs the evolution in online business systems where customers can order product or services from anywhere. It delivers the product with minimum time and takes the payment in different ways like VISA and credit card etc. The quality of product is ensured by Amazon because in online business customer complains about fake product where it ensures the real product. Amazon is one of the biggest multinational companies in world which owns more than 40 subsidiaries. Total equity of Amazon is 62.06 billion dollar and total assets hold in 2019 is 225.28 billion dollar. Number of employee works in Amazon is 1,000,000 and turnover in 2019 is 280.5 billion dollar. It is also observed that Amazon is working in changing the customer behaviour. It helps to find all products together where they can make payment easily. It makes easy for customer any kinds of products from home. It delivers the original product which is display in the website.
[bookmark: _Toc56337287]b) Discuss the key marketing theory which underpin the report 
There is different marketing theory existing where we describe the common and popular theories among them. One of them is Ansoff Matrix which describes below. 
Ansoff Matrix 
Ansoff Matrix introduces market penetration, product development, market development and diversification. Each of them is discussed below in detail. Ansoff matrix is used most commonly most of the business organisation. 
Market penetration: It refers to the existing product in existing market. Organisation enters the existing market with same product. Here, business organisation doesn’t change the product value and market rather they can increase the revenue by giving advertisement and promotion. For example, organisation wants to increase the expansion of business by offering discount price and coupons which may increase the sales revenue (Dawes, 2018). It is the least risky approach because here organisation doesn’t take any risk related to market and product. 
Market development: In this approach, organisation follows the market development strategy where organisation enters new market with existing product. Business doesn’t change the product quality rather they enter the new market. Here new market means that organisation actually enters in different markets where they face different challenges and barriers. It is more risky than market penetration because new customers may accept the product or not. For example, organisation needs to deal with customer demand and expectation. In new market, customer should understand the customer behaviour and expectation because customer expectation is different from culture to culture. 
Product development: It is another strategy where organisation develops the product and offers the product in existing market. Here, business organisation improves the product quality and service according to customer demand and expectation. By analysing the customer demand and market analysis, organisation changes the product type and improves the product quality. For example, organisation offers the different size product to the existing customer. They also can add the different product lines related the industry. They improve the product quality based on customer expectation and offers it customer. It is more risky than market development but less risky than diversification.
Diversification: Organisation enters new market with new product which is called diversification. Business organisation enters with new culture where they address the customer demand and expectation. For example, it is the most risky approach because organisation in the same time enters new market with new product. New market means that organisation understands the customer demand and culture of the society. Moreover, organisation develops the product which is unknown to the customer. So organisation needs to assess the market and ensures the product introduction with advertisement and benefits of product. It is the most risky approach among these approaches. 
Marketing Mix 
Another marketing theory is marketing mix which considers four P’s of the organisation. Four P’s refers to the product, price, place and promotion which is described the below. 
Product: It refers to the core value of the business. Product doesn’t mean that it is tangible rather it can be intangible. Product and service is the core element of the business. If product or service is not attractive to the customers then it is worthless (THE MARKETING MIX: A REVIEW, 2014). Product fulfils the customer demand and need. In addition to, product solves the customer problem and gives the solution of the problem. For example, each business organisation should give emphasize the product design and development where considers the customer demand and need. Product should maximize the customer value and benefits. Product should design which is customer friendly because use of the product by customer depends customer satisfaction. If product is more complex for customer use then customer can’t buy it even it is good quality product. Product should be simple which is used by customer. 
Price: After successfully design the product, organisation needs to determine the appropriate price. It is the most complex task because high price is discouraged the customer to purchase the product. In contrast, low price refers to the lower profit margin which discourages the business organisation to expand the business. For example, customers have philosophy that high price refers to high quality product and low price product refers to low quality product. Ian addition to, competitors also determine the product price which is considerable at the time of price determination. If organisation determines the price below the competitor price then it creates price competition which is not good for industry.
Place: Another P is place where refers to the location of business. Customers want to collect the product from nearest stores or shops. If customers can buy the product from distance stores then it occurs high transaction cost which is discouraged the customers. Place is replacement of distribution. Product distribution is very important because customers want to get product with minimum time and lower transaction cost. For example, organisation should establish the shops where customers can easily collect the product within minimum time. At present most of the organisation distributes the products by home delivery where customers can collect the product from house. Customers can also pay the price by online which is flexible for the customer. 
Promotion: Promotion is required for any kind of business organisation. If customers don’t know about the product benefits and welfares then customers may not buy the product. By giving the proper advertisement of the product, organisation can promote the business. In addition to, organisation sometimes arranges different seminars and workshops in colleges and universities before launch the product. For example, organisation can offer the discount and coupons for promotional activities. Organisation should address the product benefit and value to the target customers. It should ensure that target customers know how to use the product and how to get the benefit from the product. Organisation selects the appropriate advertisement media to address the product properly. 
Consumer Buying Process
Every business organisation should understand the consumer buying process and design the product or services according to consumer buying process. Consumer buying process is recognition of need, information search, and evaluation of alternatives, purchase decision and post purchase evaluation. 
Recognition of need: At first, consumer recognizes the need which arises from problem. Customer faces the problem to lead a life. Customers face different problems in a daily life. They assess the magnitude of the problem then they choose the most important problem and try to solve the problem (Attreya, 2018). For example, customers recognize the basic needs first like food, clothes, education and medical etc. After fulfilment the basic needs, customers recognize the entertainment and leisure needs. Need varies to customer to customer. So it is important for consumer to recognize the need.
Information search: After recognition the need, customer searches the information how to solve their problems and needs. They can ask their friends and relatives how to solve their problems. Sometimes they can take the professional and expert advice. For example, if the consumer need is very important then they can go to the experts for taking the information. They can also get information from Google and different websites. 
Evaluation of alternatives: After information search, consumers have different ways to solve the particular need and problems. Consumers should evaluate each of the solution and select the best solution for need. When consumers evaluate the alternatives they need to consider the high customer value and benefits with low cost. For example, consumers can solve the basic needs by purchasing any products. But consumers should take the time for durable goods purchased. They should evaluate each of the alternatives carefully. 
Purchase decision: After alternatives evaluation, consumer takes the purchase decision. They can take the purchase decision where they can get the product with easily with minimum transaction cost. For example, consumers can buy the basic goods from nearest shops and stores. But durable and costly goods can buy from distance where they can take time for purchase the products. 
Post purchase evaluation: It is the important for consumers because after purchase and use the product customers can express their opinions and comments. If they are feeling good by using the product then they can repurchase the product from business. For example, consumer’s satisfaction depends on the post purchase evaluation. If product can meet the customer demand and need properly then customer satisfaction level is increased. Even they can recommend the same products to their friends and relatives. They can work as marketing if product satisfies the consumers. On the other hand, if product is not met the customer demand and expectation then they give the negative opinion about the product. 


[bookmark: _Toc56337288]c) Answer the question by applying theory in chosen organisation 
In the previous section, we discuss different theories like Ansoff Matrix, marketing mix and consumer buying behaviour.
Ansoff Matrix
Amazon follows the ansoff matrix where there are four strategies such as market penetration, market development, product development and diversification. Amazon operates business online technology based where they provide digital product and tangible product. Amazon expands their business in different countries where consumers can purchase the products from anywhere. It enters in new market and also offers new product. For example, Amazon starts business with soft copy of books now it sells all kinds of products. It also operates business in different countries. These characteristics of business support the diversification business strategy. Amazon takes the most risky approach of business because it wants to maximize the firm value. Diversification approach maximizes the customer value by providing new products and connects the all customers from different countries. Diversification business strategy helps the Amazon to become number one online e-commerce business site in the world. Jeff Bezos takes the business risk where they can always enter new market and includes new product in the business website which ensures the customer satisfaction.
Marketing Mix
Amazon applies the marketing mix strategy properly. Marketing mix is actually four P’s such as product, price, place and promotion. Amazon is addressed the marketing mix where it should focus on product. It provides the original product which displays in the website. In addition to, Amazon tries to add best quality product in the product lines. It keeps different types of products for different types of customers. They keep the product according to the customer demand and requirement. Amazon determines the price of product based on market analysis which is reasonable price to the customer. Reasonable price means that price is affordable by the target customers. If the customers think that the price of product is too much they reluctant to buy the products. So Amazon determines the reasonable price which is not high or low. Place or distribution of product is important for business. Amazon distribution channel is very comfortable for consumers where they recognize the client preference. Consumers can purchase products from home and make payment by online. Amazon gives the emphasis on the proper distribution channel. Consumers can buy Amazon product from anywhere of the world. Finally, promotional activities of Amazon are effective for business organisation. Amazon gives the advertisement in different social media like Facebook, YouTube and Google etc. Amazon sometimes gives the discounts and coupons which attracts the customer. So it can be said that Amazon is properly deal with marketing mix strategy which maximizes the customer value. 
Consumer Buying Behaviour 
In the COVID-19 situation, consumer buying behaviour is changed because government of different countries lockdown the countries (Attreya, 2018). People can’t move from one place to another. In addition to, people need to maintain the physical distance and avoid the crowding place. In this situation consumer buying behaviour is changed. They want to purchase products by online and get the home delivery. Amazon is managing the customer buying behaviour accurately in COVID-19 situation. It gives the opportunity of e-commerce when customer can buy the product from online. It is good opportunity for Amazon in COVID-19 situation to handle the customer buying behaviour. Amazon recognizes the customer buying behaviour and need. According to customer need, Amazon displays the products in website. Consumer can search the Amazon website according to the need and find the different products. Consumer can evaluate the alternatives for making purchase decision. After evaluation consumers can take the buy decision. After purchase, consumer can share their experience in Amazon website. Amazon can redesign the product according to customer feedback. 
[bookmark: _Toc56337289]d) Identify the systems that support organisations quality processes 
There are different internal and external factors which can affect the business so Amazon needs to address all factors in COVID-19 situation. SWOT analysis, PESTLE and porter five forces analysis helps the Amazon to deal with quality process systems. 
SWOT analysis 
SWOT refers to the strength, weakness, opportunities and threats. 
Strength: Strength refers to the organisation core values, resources and capacity which distinguish them from competitors. For example, Amazon strength is E-commerce business system because in COVID-19 situation customers want to buy the product from online. Amazon is operating business in online. So it takes the opportunity in COVID-19 situation.
Weakness: Amazon weakness is collecting products from suppliers. Amazon has not own manufacturing system so product quality depends on the supplier product. If supplier provides poor quality product then it destroys the business reputation. 
Opportunities: Opportunities arise in COVID-19 situation that Amazon can operate business in globally by delivery the product (Kawai, 2017). In addition to, it has already the E-commerce system which helps to expand the business. 
Threats: Major threats of Amazon are manufacturing companies opening the E-commerce business which may reduce the attractiveness. Price competition is another threat. 
Porter Five Forces Analysis 
Porter five forces are barriers to entry, competitors, barging power of buyer, bargaining power of supplier and substitutes. 
Barriers to entry: In the E-commerce business barrier to entry is high because firm requires huge amount to establish the E-commerce system. So Amazon gets the opportunity high profit from the business. 
Competition: Competition in E-commerce system is moderate because number of firms is low operating business in E-commerce. Moderate level competition gives the Amazon to earn high profit.
Barging power of buyer: In this industry, bargaining power of buyer is high because buyers have high opportunity to shift another organisation (Asad, 2012). High bargaining power of buyer indicates the lower profitability.
Bargaining power of supplier: In E-commerce industry supplier bargaining power is low because product quality depends on supplier but Amazon can easily shift from one organisation to another. It increases the profitability of Amazon.
Substitute: Substitute product of Amazon is not available so consumers must buy the products. 
[bookmark: _Toc56337290]e) Application of an appropriate level critical understanding of quality process in working place 
There are different quality control systems which are described below such as net promoter value, balance scorecard and internal audit etc. 
Net promoter value 
It refers to the score where clients use the product and recommend to their colleagues and friends. After consumption the product, organisation can ask the consumer how much would recommend the particular product to the colleagues and friends. Rating score of 0 to 10 determines the score (Liesen, Figge and Hahn, 2013). If people give the score 9 to 10 then it called promoters. Promoters work for selling goods and services to friends and colleagues. People who give the score between 0 and 6 are called the detractors. Detractors are less likely recommended the product purchase. They are less likely to satisfy to the product. Another people give the score between 7 and 8 which is called passives. For purpose of the calculation, net promoter value is calculated by subtracting the detractor’s value from promoter score. For example, Amazon can improve the workplace quality by applying the theory. If promoter score is low then Amazon wants to improve the quality of product and service. 
Balance scorecard 
It refers to the score based on the four perspectives such as financial perspectives, customer perspectives, internal perspectives and growth perspectives. 
Financial perspectives: It refers to the different ratios related to the profitability ratios, leverage ratios, solvency ratios and liquidity ratios etc. For example, Amazon can give the score based on different score to evaluate the organisation financial performance. 
Customer perspectives: Amazon can create the score card where customer can put their score based on service and particular product. For example, Amazon should focus on maximize the customer benefit and value by offering product. 
Internal perspectives: Organisation should focus on the internal matter like employee productivity and efficiency. Customer satisfaction and business success come from employee efficiency. 
Growth perspectives: In this sector, organisation should emphasize on the growth of sales and market. High growth rate creates business opportunity in particular industry. For example, COVID-19 reduces the growth rate of Amazon. 
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There are different customer experience theories exist such as AIDA model and CRM systems. 
AIDA model 
AIDA model hierarchy refers to the attention, interest, desire and action. 
Attention: It is the process which focuses on how to attract the customer firstly. For example, Amazon designs the product and website which attracts the customer. Amazon describes the benefits of product in a nutshell. Product design attracts the customer (Rathod, 2011). By giving the advertisement, organisation can take attention of target customer.
Interest: After successfully attention of the customer, organisation needs to draw the interest because why customer can buy the product from you. For example, Amazon delivers the product on minimum time with no transaction cost which draws the interest to Amazon product. 
Desire: After feeling the interest of consumer, organisation need to draw the desire because customers want to how much benefits get from the product. For example, Amazon should explain the benefits of particular product. 
Action: Finally the purpose of the campaign is ensured the purchase decision of buyer. For example, Amazon pursues the potential customer to make the purchase of the particular product by campaign. 
CRM software systems 
Customer relationship management software is important for analysing the business operation and make good relationship with customers. Organisations can improve the relationship with customers by applying the CRM software. CRM software holds the past, current and future information of the client. By analysing the customer transaction and frequency of transaction, organisation can offer the discount and coupons for particular customer. Sales and revenue level also helps to identify the VIP and vital customer of the organisation. For example, Amazon manages the CRM software where they analyse the previous transaction data and frequency of transaction (Manage customer service CRM-based technologies, 2014). They can give 5% to 20% for the particular product and give the message to the regular customers. In addition to, Amazon keeps the communication with vital client regularly and gives the importance for purchase. This way Amazon can improve the customer relationship with VIP client. 
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There are different benefits and advantages can get the organisation by maintain the customer relationships. Organisation can make trust to the particular products. Customers can loyal to the organisation.
Loyalty: Loyalty of the customer comes from the good customer relationship. If organisations have good relationship with customer then customer is loyal to the brand. For example, Amazon creates the loyalty to the customer. Amazon communicates with customer regularly and provides different discount which makes the loyal customer. Loyal customer only purchases the Amazon branded product. 
Repeat purchase: If organisation has good relationship with customer then customers purchase the products repeatedly. Management talks with customer to understand the demand and expectation which makes good relation. For example, Amazon retains the customer by creating good relationship which increases the sales revenue. 
Promotion: Loyal customer always tries to promote the particular product to the colleagues and friends. They recommend the known people to purchase the particular brand product. For example, Amazon doesn’t require giving too much advertisement because loyal customers are promoting the Amazon product. 
Managing good relationship with customers also creates challenges for Amazon because it is not easy task to keep good relationship with customers. 
Lower profit margin: If organisation manages the good relationship with customer then they need to sell the products at lower price. Sometimes organisation needs to offer discount price for retain the existing customer. For example, Amazon offers discount price to retain the loyal customers. In addition to, they can communicate with client which occurs the unnecessary expenses for organisation. It reduces the sales revenue and profit of the company. 
Competition: When organisation wants to keep good relationship with customers then it needs to offer discount price. Competitors may follow the same strategy which actually raises the competition in the industry (Manage customer service CRM-based technologies, 2014). High competition means that lower profit margin. Sometimes high competition level reduces the market share because market fragmentation occurs. For example, Amazon feels the competition in the E commerce industry but it faces different competition for keeping the good relationship with client because competitors also offer different coupons and discount price to the client. 
Overall, it is said that if organisation can make good relationship with client then it gets benefits. But organisation should care about the competitor’s response because high competition level destroys the business opportunity in particular industry. 


[bookmark: _Toc56337293]Conclusion 
Each organisation needs to keep the good relationship with customers. It is not required always that customers expect the discount and lower price from organisation. Customers also expect the quality product from organisation. Organisation should ensure the quality product by maintain the quality in the production (Amazon.co.uk, 2020). Different inspection managers need to survey the production where external authority can also inspect the organisation. In addition to, organisation should maintain the good relationship with client by understanding the client need and expectation. Client is always expected the quality product with reasonable price from organisation. Organisation should assess the client demand and tries to fulfil the client need by providing good and services. Organisation should also communicate with customer regularly in COVID-19 situation. E-commerce is the best solution for business in COVID -19 situation. 
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