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[bookmark: _Toc77251573]Introduction 
Customer relationship management or CRM is the total combination of different strategies and practices that the corporates and organizations use to administer, analyse and evaluate the interaction with the customers and collect data to serve better in the future. As per the views of Kang, et al., (2020), the customer relationship drives its goal from the customer services and creates relationships to improve the assistance in customer satisfaction and maintain the loyal customer base that increases the sales and growth of the company. As per Honesta, and MOGHALU, (2021, p. 181) CRM systems make an effort to compile the customer data and make strategies to attract the customers to stay loyal to the service. 
CRM is an instrument to maintain a customer base for the organization. Different channels and points of contact are maintained between the customers and the company to provide detailed information about the service and products. CRM is beneficial for small and medium and larger corporations to grow their business prospects and maintain a good customer relation. In this assignment, the customer relationship and management of the multinational food chain McDonald’s is to be described that can provide proper clarity to how the whole concept of customer relationship works. The fast-food chain has to incorporate the preferences of the customers and thus, McDonald’s has different menu charts in different countries to maintain the customer base in each of the host countries.
[bookmark: _Toc77251574]Aim of the report
The aim or purpose of the report is to identify the CRM tools and the way it benefits the organizations in maintaining the customer base. As per the study by Akpan, et al., (2020, p. 10), the Covid 19 pandemic has devastated the business prospects of many organizations and has shifted the physical customer relationship model into a remote model that makes an effort to stay connected over the phone or through the mail. The customer experience is the most important thing and this assignment collects the data to set priorities for the organizations in maintaining appropriate customer relationship procedures even at the time of Pandemics.
[bookmark: _Toc77251575]a) Introduction to the organization 
In the world of fast food, McDonald’s is a fast-food chain that has its existence all over the globe. As defined by Caselli, et al., (2020, p. 180), the American fast-food company was first founded in 1940 and it became popular through the hamburgers that were served in the restaurant. The company started making franchises in chains from the McDonald’s brothers bought by Ryan Kroc and it has been one of the largest fast-food chains in the world. The company serves around 69 million customers regularly and has around 37,855 outlets all over the world. McDonald’s also possesses the 9th highest global brand valuation. 
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Figure 1: Logo of McDonald’s
Source: (McDonald’s Logo and Its History | LogoMyWay, 2021)
The company has faced backlash for serving burgers, French fries, and other similar fried foods which are deemed as unhealthy and it has incorporated smoothies and salads in the menu to mitigate the allegations. As mentioned by González-Serrano, et al., (2021, p. 256), the company has a strong base of customer service and relies on several customer service tools to compile the data of the customers to create a framework needed for proper management of the customer base. During the pandemic, the situation demanded several safety measures that needed proper management and implementation.
[bookmark: _Toc77251576]b) Introduction to the key marketing theory or theories of customer relationship that needs to be underpinned in the report
Customer relationship and marketing management evolved as the new age concept and with the advent of the Covid 19 pandemic the use of customer-centric marketing has deepened the customer experience and customer engagement. According to Rodriguez, and Boyer, (2020, p. 140), in the light of the ‘new normal’ scenario, the brands need to redefine the customer experience and model of customer engagement to deliver the best service for the customers. McDonald’s has been following certain models and theories that have created a proper framework for customer-centric marketing.
The buyer-seller model 
The buyer-seller model emphasizes the marketing concept based on the demands of the customers and preferences of the customers that focuses on the relationship between the sellers and customers. As mentioned by Hartmann, and Lussier, (2020, p. 110), the model focuses on the behaviours of the sellers that influences the relationship and creates a transactional trust between the buyer and seller. McDonald has included several foods in the menu that was originally not a part of McDonald’s but have been incorporated due to the demand and have created a sense of trust between the buyer and seller. 
Customer engagement behaviour (CEB) model 
Customer engagement behaviour specifically discusses the customer’s commitment, trust, attitudes, and satisfaction towards the marketing industry and how it constructs important experiences of customer’s motivation to buy new products and stay in a strong connection. McDonalds has created an interface that provides a connection of the customer with the sales personnel that provides feedback to enhance the customer engagement and customer experience.
Customer engagement marketing theory
Customer engagement marketing theory discusses the marketing concepts that deal with the deliberate efforts of the customers to define, motivate, empower, and contribute to the marketing functions and make a proper shift in marketing research and business procedures. The concept refers to the value of the customers in the marketing scenario and how it constitutes a significant part of the business practices. As defined by Ding, and Li, (2021, p. 300), customer engagement in marketing can be of three different types as Actively disengaged, actively reneged, and not engaged. The engaged employees make an effort to recommend and influence the customers in trying the products and services of the disengaged customers.
McDonalds has been making an effort to provide an opportunity to the customers to get extra benefits for recommending other friends and families and that creates a framework for customer engagement in the marketing systems.
[bookmark: _Toc77251577]c) Critically analyse the factors that influence the organization's quality systems and controls for customers in times of crisis like COVID-19
Some factors control the company’s quality systems such as improper staff management, improper planning, and lack of strategic decisions. There are some external and internal factors that affect the quality system of the company. The external factors can be the change in the food habits of the customers, the unstable economic condition, and the sudden change in the policy imposed by the government. During the Covid 19 Lockdown restriction all over the country, the businesses had to change the way in which customer interaction happened. Indeed, they have to focus more on the sanitization policy to ensure the safety of their employees as well as the customers. Furthermore, it would raise the overall cost of their operation but the trust of the employees and the customers must not get affected. To simplify the fact it is hard to assume how the customer behaviour has changed before and after the lockdown and how it has affected the quality. As mentioned in the journal by Becker, and Jaakkola, (2020, p. 640), the Covid 19 has impacted the customer focus and the evaluation of the customer experience has been prioritized more than ever which brings about the question of brand value into the minds of the customers. McDonalds is one of the fast-food brands that has been operational during the lockdown and has served the customers and maintained all the Covid protocols. The systems are influenced by the economy, customers, and are considered as the external factors. 
The internal factors are the change in staff, organizational culture, and other internal processes. The factors of control in the external environment are influenced by the customer’s behaviour. If buy and sell theory is considered in the context of quality systems and customer control then it is important to note that customers now focus more on deriving the best from the brand rather than on the brand. This is the time that the brands need to reassess their relationship with the customers. McDonalds has engaged resources and support to serve the customers during the lockdown restrictions in different nations and created the proper framework to manage infection prevention while serving during Covid 19. 
The open-concept structure at the Chicago headquarters provided for an agile workspace that created trust among the employees of the organization and the customers could trust the organization that made extra effort to create a scientific environment for the interest of the customers. The Customers engagement behaviours can be focussed at the times of crisis during the Covid 19 as the CED model includes an array of behaviours. Writing, blogging, and connecting with social media is also included in the CRM system of the organization. The behavioural dimension of the psychological engagement of the customers is focused on interactions through the safety measures at the time of the pandemic.
As per the views of Rahimian, et al., (2020, p. 540), the CRM systems like the companies have resorted to several software systems to benefit the deployment of CRM activities at the time of pandemic through Cloud-based systems. The data compilation is done through the CRM systems that help to store the data through software-as-a-service (SaaS). The cloud-based CRM system has been beneficial for customer management in times of crisis amidst the pandemic and required maintenance of data. Customer engagement marketing defines the quality system of the organizations through the means of customers and has been in practice throughout the times of pandemics. The CRM system monitors the sales and enables the business to flourish in the B2C environment with a motive of care to connect that creates trust and bae of overwhelming values which creates a socially responsible brand. McDonalds has deployed several programs for the customers to create awareness about the Covid 19 virus and has resorted to making a pocket-friendly meal to manage the lurking insecurity of jobs in and around the globe. 
[bookmark: _Toc77251578]d) Identification of the systems that supports the organization’s quality processes 
Systems and quality management are the two most important tools in any business organization. As per the views of Holmlund, et al., (2020, p. 360), the quality is merged in the customer relationship management that ensures the key processes and design would satisfy the demands of the customers. Many companies have considered the quality to be the marketing tool for the company that may help the company to find an edge over other contemporary. Thus, quality management is also regarded as the pivotal marketing essential of today's business practices. The management-based model of M-C can be defined as the management control system that creates various marketing tools based on the evaluation of customer demands and customer growth.  As mentioned by De Keyser, et al., (2020, p. 440) the TQM or the total quality management practice model is based on the global quality standards that target the commitment of the companies to provide quality products and services to the customers. The TQM model is not only based on customer engagement behaviour but also on the people who are involved in the processes and activities of the products. The TQM model and the CRM model are based on the same philosophy of customer management and have a direct correlation with the quality that is expected by the customers. The TQM model has its core derived from the CRM philosophy and that TQM dominates the relational approach to CR. 
As the marketing plan is based on the 4P of the marketing mix. The customer relationship is also based on the 4C that is the Customers, cost, convenience, and communication theory. As per the descriptions by Azarian, and Taghipour, (2020), in the modern relationship management programs TQM model is based on the CRM activities that are evaluated based on the future implications and indicate the company activities that can enhance the customer relationship. Apart from the TQM model, the QMS model has a systematic approach towards customer relationship management, and that the international standard organization follows the QMS model in identifying the quality of the products. The QMS model is also regarded as the standard to satisfy the customers’ expectation from a product and that is being fulfilled by the QMS model (Mahafzah, et al., 2020, p. 230). McDonald’s has identified the quality checked by the professionals to provide proper service to the customers and it maintains a feedback system that helps the organization to satisfy the customers in regard to the quality.
Critical understanding of the systems that are effective in meeting the customer requirements and maintaining goods customer relationships in crisis situations like covid 19 
The systems that are useful in understanding the customer requirements were essential to mitigate the effects of pandemics in the business environment. As per the views of Orengo-Serra, and Sánchez-Jauregui, (2021, p. 320), the companies faced many challenges like disruption in the supply chain and adjusting to the shortages of staff during the pandemic. The companies also had to follow the stringent government protocols to break the chain of Covid 19 and the companies mostly the restaurants and fast-food centres like McDonald’s relied on the systems that managed the customer requirements and maintained the good customer relationship in the crisis situation of Covid 19 pandemic. The customer experience has a new meaning in the backdrop of the pandemic and the approach to the consumers became engaging and shifted dramatically towards the essential commodities. 
The engagement of the fast food and restaurant increased during the pandemic and to monitor the customer relationship the brands like McDonalds implemented cloud-based CRM systems to maintain the point of connection with the customers. As mentioned in the journal by Chinnappa, et al., (2021, p. 33), the organizations and the customer’s need and safety was prioritized at different restaurants and food joints including McDonald’s and the empathy was quite obvious in the brand’s advertisements that showed solidarity with the customers who have lost the close members of the family. The companies reported a sustainable CRM movement with the intention of goodwill and emotional connection. The trust and bonding with the buyers and sellers increased effectively at times of crisis.  The buy and sell model of CRM was exhibited by most of the organizations that relied on trust and genuineness to show empathy and created a sustainable structure of the CRM model.
The pandemic also generalized the mainstream shopping experience to the remote shopping experience. Most of the time, the online food deliveries were on service that included contactless delivery to the consumers. McDonald’s has made an online portal and customer support number that has made food delivery easier for people across the nation. Companies like Mcdonald have also made sure of the technology that needed to be implemented in the [procedure to measure the proper relationship of CRM. The demand increased but with the shortage of staff, the demands were a challenge that needed to be fulfilled virtual means of customer demands, and CRM measures were fulfilled. The data organization provided a better insight into the company’s CRM initiatives and the client-centric marketing was in progress. In a survey, it has been found out that companies were able to boost CRM initiatives by 74% during the lockdown and created a better framework to increase customer satisfaction (Pratiwi, et al., 2021, p. 012026). 
The customers now expect the brands to be vigilant about the services and products bought and expect the brands to maintain the point of connection. Zoho is a CRM software that enables small and medium-sized enterprises to integrate customer data into the services like Google Apps or Social media platforms that can enable the brand to have proper visibility in the CR initiatives. Small teams can make use of the Pipedrive CRM instrument that focuses on the actions that need to be strategized by the company to retain the customer base and schedule calls, emails, and other points of connection to stay connected with the customers. The most important CRM software tool being the Microsoft Dynamic 365 that is used by large enterprises to create a product line based on the resources and planning.
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Figure 2: CRM system Microsoft Dynamics 365
Source: (Tosun, 2020)
The application provides the means to maintain the customer relationship and intelligent business implications that can help the organization to expand its customer base. The Covid- 19 pandemic has created a larger base for Microsoft Dynamics 365. McDonald’s is a vendor of Dynamics 365 that uses the data of the customers and provides a unique customer relationship experience that has generated significant revenue for the company. The company uses loyalty programs as the CRM initiative in the business practices that maintain customer engagement and provides insight into customer behaviour. As mentioned in the journal by Lozada-Contreras, et al., (2021), Covid-19 also saw a new strategy program of All day breakfast program that has created better revenue growth for the company which has built stronger customer relationships that focuses on the customer preferences and maintain higher sales for the company. Alongside Dynamics 365, the company uses another important CRM tool called Salesforce. The tool focuses on relationship management that focuses on the customer services and other marketing operations, analytics, and other development of the application. The software also enables them to track the leads and forecast the probable revenues for the company. McDonald’s serves approximately four million customers in the UK itself and the satisfaction of the customers in the times of the Covid-19 has been on the priority list for the company. 
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Figure 3: CRM system, Salesforce
Source: (Hossain, et al., 2021)
The company gets its data from the franchisee and integrates through dynamic networks the effective CRM tool needed for the appropriate implementation. CRM systems have also provided self-help systems to the customers for any emergency situations and salesforce reports around 65% of the customers have used the self-help system at the peak of the pandemic. CRM systems have been evolving and with the important points of contact and data integrations system, it can provide proper insight into the revenues and systems. However, the security of the customers becomes at stake with the breach of trust, and data mishandling may create confusion and security threat to millions of customers. McDonald’s should integrate efficient software programs to tackle the problem of data mishandling.
Benefits and challenges of developing and maintaining good customer relationships
Companies have understood that customer base is the most important factor in the the case of business practices. Customer relationship management has several benefits that can enhance the business procedure and on the other hand, the challenges of the CRM initiatives can create problems of sustenance in the business environment. In a study conducted by Capterra, it has been found that 475 of the CRM users are happy with the customer retention and satisfaction that has been impacted by the use of several CRM initiatives. In another study, it has been claimed that 74% of the CRM adopters have improved the integration of customer data (Wright, 2020, p. 52). CRM allows several pieces of information to be stored to satisfy the customers and the services provided can be customized according to the preference of the customers. The benefits that have compelled the organizations to adapt to the CRM initiatives are better knowledge of the customers that can help the organizations to gather information about the customers and create the CRM tool as the medium of powerful and effective communication. 
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Figure 4: Different aspects of business are impacted by CRM initiatives
Source: (Sakunthala, 2021, p. 155)
Personalizing the customer’s information can help with communication and proper customer services can be provided. CRM in fact allows for a better bond and increases the trust of the customers. Customer relationships are all about better segmentation. Business organizations are now focused on the customers and the prospects of the customers. As per the views of Guerola-Navarro, et al., (2020, p. 20) the organizations target the categories of the audience and use different marketing and sales techniques to segment the customers in different categories and criteria. In a business organization, target-based marketing is very important. Customer relationship management serves as a tool to identify the target audience for the organization. Apart from creating a separate target audience for the organization the customer relationship management finds ways and nurtures the prospects of potential customers. CRM is an important tool that finds various methods to satisfy the customers and creates a framework that helps to retain the customers. The CRM tools are designed to make follow up ails, send personalized birthday and anniversary notification that creates a sense of belonging among the customer base. 
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Figure 5: Existing customers can be easier to sell products 
Source: (Kocev, 2021, p. 40)
The CRM tool also helps to reach out to the customers who have some complaints and resolving the complaints can help the companies to retain their reputation in the global market. In a report, it has been seen that customer retention is cheaper than creating a new customer base. The organization has been innovating in respect to products and services to get over the other contemporaries in the market and the customer relationship can help with the better anticipation of the needs through integration and proper collection of the customer data. CRM helps to exhibit the products and makes an effort to sell faster. As seen in the journal by Monshi, (2020, p. 10), the total customer interaction history can provide clarity to the customer's journey as the loyal base with the company and the company can assume the needs and demands of the customers in the future. The purchase history can provide probable anticipation that helps the company to add suggestions to the company and creates a proactive customer support system that serves better. In other words, the relationship management helps to reach out to the brand and the customer base can also get proper help. Better communication is another benefit of the Customer relationship. As documented by Pour, and Hosseinzadeh, (2020, p. 30) the organizations now believe in effective communication and 90% of the companies do not use the auto responder facility for acknowledgment of the customer service mail. The companies maintain strict CRM initiatives that help with the personal communication with the customers that can help the organization to have trust and credibility to the customers. CRM in fact helps with faster solutions to the problems and creates personalized communication programs. 
Though the benefits have kept the organizations looking beyond the challenges, the challenges of CRM can pose a hindrance in business practices. Security is the biggest challenge in adopting CRM measures in a business environment. As mentioned by Alt, and Reinhold, (2020, p. 100), a breach of data security can threaten millions of people and can expose the customers to create a commotion. The cyber securities should be stringent enough to provide proper security to the customers. A proper clear objective needs to be set before adopting the CRM initiative in a business environment to have proper knowledge of the customers that can be aligned with the objectives of the organization.
[bookmark: _Toc77251579]Conclusion
To conclude, it can be said that customer relationship is an important aspect of business organizations that helps to create new customer bases and helps to retain the old customers. The techniques that help to maintain the customers of an organization like McDonalds in the crisis period of Covid 19 have been analysed in this assignment. The Covid 19 pandemic has challenged the base of customer experience and customer engagement that had to be revisited and redefined with the notion of ‘New Normal’. In this assignment, the ways in which McDonalds has responded to the crisis has been described. The relation between quality and customer relationship has also been explored. The theories that are maintained in the CRM initiatives are also mentioned with evidence. The system tools have also been described with clarity. Lastly, the benefits and challenges of the CRM initiatives have also been analysed that can provide proper insight into the CRM activities that have changed in the light of pandemics.
[bookmark: _Toc77251580]
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