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Introduction
The main aim of writing this report is in response to the assignment question which is: “How do internal and external factors including COVID-19 affect or influence organisation’s quality systems and controls for customers and how organisations can deal with the new situation and achieve its business objectives by developing and maintaining customer relationships?”
The organisation that this report is going to write about is Boohoo.com. According to ‘The Scotsman’ newspaper, Boohoo was formed in 2006 by businessman Mahmud Kamani when he saw a gap in the online market. Boohoo sells “online-only” clothing fashion cheaply for retail and wholesale customers. The justification for selecting this organisation in this report is for the reason that the author of this report’s cousin sister worked for Boohoo.
The business environment for Boohoo has been affected in a positive way by the global pandemic. Having been an “online-only” business since its inception, Boohoo has benefitted immensely from the pandemic and the lockdowns that followed. As the majority of the world populations were confined to their homes, they did most of their shopping online and Boohoo increased their income by over 41% to £1.745 billion in the year under review on their website. They also managed to buy fallen high street giants like Debenhams for a reported £55 million excluding the actual business premises.
The key marketing and customer relationship management theories or tools that will be underpinned in this report are: Customer Relationship Management (CRM) and Customer Experience (CX). CRM systems is at the heart of every marketing strategy According to an article by Khodakarami, F et al 2014-01, Vol 51 (1), p.27-42 “Customer relationship management has been widely regarded as a set of methodologies and organizational processes to attract and retain customers through their increased satisfaction and loyalty” [13], [24]. It is a well-known fact that no organisation can exist without customers. In the case of Boohoo, they have retail and wholesale customers and their customer relationship management is enhanced by their focus “…to maintain an outstanding customer proposition, with the latest fashion at great prices, combined with excellent customer service” to quote the Boohoo Group mission statement. Customer Experience for Boohoo is involved in meeting customer expectations. Effective touchpoints such as loyalty programmes, brand reputation or promise, customer service, word of mouth and the social media platforms are already yielding positive results for Boohoo. Boohoo mission statement also touches on being the leader in e-commerce. It uses “influencer and celebrity tie-ups to promote products on social media…” 
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