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[bookmark: _Toc61366033]Executive Summary
The purpose of this academic report is to analyse internal and external factors such as Covid-19 which affects and influence an organisation's quality systems to control on how the organisations deal with the new situation and  achieve its business objectives by developing and maintaining good customer relationship. For this purpose, the company chosen is Shell. Its strategies related to customer experience and quality management have been studied and stronger recommendations are given to direct the company’s future in the current situation of global pandemic i.e. Covid-19. The perspective of Quality management draws attention to Shell’s potentiality to constantly give content or satisfaction to customer demands while keeping the profit in line and making all the organisational members in Shell be involved in the process. A customer of today has a higher expectation of the product or service therefore, is willing to purchase or to take benefit from  the choices, options or alternatives given to him are many and he can easily switch to any other company offering the same product or service that your company have. The austerity of an organisation facing today is to identify the exact customer needs and how they are getting satisfaction from the given product or services of the company. 










[bookmark: _Toc61366034]Introduction
The importance of customer relationship management is vital in any organisation, a strong drive of business organisation should be high in standard towards a profitable future. To have a long-lasting business or to save the future of an organisation such as Shell, an exemplary strategy is needed to run a successful business  (Sigala, 2018). This report critically analyses how business on both internal and external environmental factors affect organisations’ quality systems, controls, and engagement for customers. It also explains how organisations can deal with the business environment  changes to achieve their corporate objectives and developing and maintaining effective customer relationships. This report in specific, concentrates on Shell’s customer relationship management (CRM), strategies and practices. Therefore, it applies different marketing theories and CRM concepts to analyse its customer relationship and service quality management and evaluates how they can be influenced by different internal and external factors.

[bookmark: _Toc61366035]Shell Background
Royal-Dutch Shell or more often named as Shell is a multinational company of oil and gas has created its image as a powerful brand in the minds of the customer. Their approach towards sustainability is highly appreciated in the company more especially in the light of current situations facing the world i.e. the global covid-19 pandemic. They aim to provide and give energy in the safest manner showing concern of the safety of people with giving them respect and honour, to create a healthy and safe environment for people to live thus to create a better world. This year with Covid-19 converting the lives of every individual, Shell has committed to respond to people's changing needs and pleasing entrepreneurs who achieve to attain positive business goals (Sohrabi et al., 2020).
Shell also partners with E-commerce platforms to provide their customers with an easy to get affordable vehicle lubricants which have been highly convenient for customers to purchase in this global pandemic. Shell acknowledges that Covid-19 has far-reaching impacts on people's mode of earning and their health all around the globe (Markus and Brainin, 2020). Shell is playing its part in the worldwide fight against the virus. A significant role that Shell is playing in contributing amid the pandemic is that it is ensuring that its energy supplies are not disrupted and is fulfilling the needs of businesses, factories, schools and shops who are reopening after the lockdown in London (Pfaar et al., 2020). In the United Kingdom, Shell's contribution towards the funds, fuels, equipment, food, goods, and services are an estimated amount of 39 million pounds.
[image: Shell - latest news, breaking stories and comment - The Independent]
 (Pambreni et al., 2019)

[bookmark: _Toc61366036]Analysing Business Internal and External Environment
[bookmark: _Toc61366037]Shell SWOT Analysis – an overview of the strengths, weaknesses, opportunities and threats 

[bookmark: _Toc61366038]Strengths
Size plays a key factor in  the energy sector. There are around 80,000  employees active in 70+ countries with an integrated supply chain. Due to its size, Shell has more financial  flexibility and resources to be able to get though stages with lower revenue.  Shell has largely invested in development and research, employing many researchers, scientists and  engineers. The aim of Shell is to improve operation,  efficiency of their products and processes. The exploration process has become more difficult for Shell but they have proven that they have the expertise to keep finding new reservoirs.  (Stratogas,2020).
[bookmark: _Toc61366039]Weaknesses
Shell’s gas and oil reserves have been dropping in recent years which means reserves are falling faster in comparison to their competitors. This is not helped by the low presence in renewal energy, such as  wind, and solar energy, at Shell, another weakness that hinders their growth. 
Shell’s profits also depend on  oil price market but COVID-19 in the picture, the price has fallen due to decrease demand for oil, negatively impacting Shell and its profits. (Stratogas, 2020).
[bookmark: _Toc61366040]Opportunities
Economic growth has been stifled  by COVID-19 which has had a negative impact on Shell. However, in the long-term, the global world economy is expected to grow which will work to benefit Shell and LNG (liquid natural gas). 

Shell also has the opportunity for partnership to help increase its renewable energy sources with help from experts. New exploration discoveries are likely to help the firm to maintain its market position (Stratogas, 2020). Innovative direction is much needed for businesses during the new and ongoing changes as a result of COVID-19. 


[bookmark: _Toc61366041]Threats
There are two key threats. Firstly Macro-economic Uncertainty and Price Volatility as a result of COVID-19. During this period, oil prices have fallen and there has been a decrease in demand for oil which means that the value of shell has reduced, as well as its revenue. Secondly, competition poses another threat to Shell, particularly  gas and oil market can be very competitive. Competition includes large oil companies such as British Petroleum Company, based in London, UK (Stratogas,2020).

[bookmark: _Toc61366042]Customer Relationship Management:
[bookmark: _Hlk57030985]Customer Relationship management or more commonly known as CRM is a form of technology which is utilised by the organisations to take control of the interaction with the company's customers and future prospective customers. Customer relationship management aids or helps organisations in many different ways  (Pambreni et al., 2019). It streamlines procedures of an organisation through building the foundation of a customer relationship with the organisation and helps in alleviating the degree of sales. CRM also plays a role in an increased level of profitability for the business and enhanced services given to the customers who are using the product and services of the respective organisation.
It is predicted by several studies that by the year 2021 businesses would largely invest in CRM softwares more than any other enterprise softwares. For a long lasting business a progressive strategy is much needed and CRM gives businesses just that. CRM system gives complete overview of customers. Everthing seems to be in one picture. CRM gives a platform where history of customers, their order status and their service issues with the company can be easily seen and would help companies to formulate future strategies.


[bookmark: _Toc61366043]Total Quality Management:
[bookmark: _Hlk56799443]The aggressive pressure of today’s organisations and business’s environment has elicited the managers to think that about the fact that organisations today need to be more market-oriented as compared to being a production-oriented company and should keep customer satisfaction its highest priority  (Pambreni et al., 2019). Organisations as a result need to comprehend the notion of quality improvement and should embrace key marketing strategies in their strategic plan. Total quality management or more commonly known as TQM is one of them. Total quality management which supports that organisations need to bridge the gap between a company's vision, mission and steering principles and customer's satisfaction and the customer wants and an organisation should make the most of quality in its products and services as the only way to give customer satisfaction at its most (Imran et al., 2018).
[bookmark: _Hlk56799306][bookmark: _Hlk56799365]Quality management perspective draws attention to an organisation's potentiality to constantly give content or satisfaction to customer demands while keeping the profit in line and making all the organisational members be involved in the process (Sahoo and Yadav, 2018). Execution of quality management is under a marketing management perspective. Marketing management approach needs market intelligence covering all over the organisational departments and is focusing on fulfilling customer needs of present and future both (van Kemenade and Hardjono, 2019). Business's culture today deals with the great environmental threat if their strategies do not conform to achieving customer satisfaction and high levels of customer engagement (Abbas, 2020). Studies have researched the impact both quality management and marketing management approach has shown that both factors have significantly contributed to achieving the company's success (Obeidat et al., 2016).
[bookmark: _Hlk56801880][bookmark: _Hlk56799409]The concept of quality is that it is associated with customer preference who are included in the process of agreement between the company and the customer (Modgil and Sharma, 2016). In organisations, the notion of quality management emphasised customer desires and needs. A customer of today has a higher expectation of the product or service he is willing to purchase or to take benefit from as the choices, options or alternatives given to him are many and he can easily switch to any other company offering the same product or service that your company is  (Alarcon et al., 2017). The austerity organisations are facing today is to identify the exact customer needs and how they are getting satisfaction from the given product or services of the company (Bajaj et al., 2018). The firm should take a dynamic approach in performing business operations and be receptive towards customer needs and continually changing market environment on which the philosophy behind marketing is based (Bouranta et al., 2019).
There are three procedures which make up the methods of quality improvement and they are process improvement, improvement in product and improvement based on customer (Shams, 2017). Other than that various principles comprises quality management. These principles are as follows: 
· [bookmark: _Hlk56799520]Focus on Customer: the main focus of an organisation is to meet the demands of its customer and should excel in meeting customer’s presumptions and needs. To generate loyalty of the customer with the organisation it is essential to cater to the demands of the customer on a priority basis. A loyal customer would then increase a company’s profit and revenue and would be highly appreciated by the company.
· [bookmark: _Hlk56802199]Leadership: Leadership which is up to the mark is a great success for the company. It also shapes the way the workforce or the employees work in the company. It inhibits unity and a sense of purpose in its workforce or the people following them. Supporting a growing culture of a company and formulating its internal environment based on that would result in employees realising their abilities and are progressively involved in meeting company demands to help their organisation in gaining success.
· [bookmark: _Hlk57045455]People Engagement: The involvement of employees working beneath the leaders is quite crucial in an organisation. A manager must engage its employees and take their creative insight irrespective of their nature of jobs (Mukhopadhyay, 2020). They could be full-time, part-time or working from home. A company needs to continuously aid its employees in enhancing their skill sets and conserving consistency. Engaging employees also involves giving them autonomy to make decisions and acknowledging their accomplishments (Saleh et al., 2018). When employees have given importance their confidence in themselves increases and they get boosted and motivated to perform better (Maistry et al., 2017). Involving employees fully and entirely make them feel emancipated and they take complete responsibility for their actions (Thai and Jie, 2018).
· Process Approach: Process approach defines and outlines the performance of an organisation. This approach emphasises gaining effectiveness and efficiency in the procedures of an organisation (Ramlawati and Kusuma, 2018). Having good and acceptable procedure improves many things such as better uniformity, speedy activities, lower cost, scrap elimination, and constant improvement. It gives a huge benefit to the organisation when the leader working in the organisation can control the outputs and inputs and the operations and procedures of achieving the results.
· [bookmark: _Hlk56799572]Continual Improvement: It's up to a good organisation that they should keep on getting involved in the process of continuous improvement. Those firms and businesses that involve in the process of continual improvement can experience better results in the shape of enhanced performance by employees, variability in the organisation, and enhanced motivation to embark on new journeys and to embrace great and novel opportunities. It helps or aids the businesses to generate up to date processes make itself adjusted to new and upcoming market trends.
· Evidence-Based Decision Making: The decision making in the businesses should revolve around truthfulness and on facts rather than just going with the flow. Decisions in an organisation, when based on authentic and valid data, gives a complete understanding of the organisation about the current market situation. It enables the organisation and businesses to carry out the task and to perform duties that give them the desired results and they can validate their decisions made in past or history. The importance of decisions based on facts and knowledge enables employers to foresee the future and be prepared for unexpected outcomes. This also helps the organisations to understand the cause-and-effect relationship of many things.
· [bookmark: _Hlk56802002][bookmark: _Hlk56799731]Relationship Management: Relationship management comprises of producing collaborative favorable relations with both the distributors and merchandisers. Various associations are involved to create an impactful performance of an organisation or a company. Its an organisation’s duty to effectively manage the operations between suppliers and distributors and should efficiently encourage the process of supply chain management to promote its effective impact on the performance of the company. For an organisation managing an effective and prolong the relationship with all the relevant parties be it a supplier, retailer, the whole seller would help the organisation to achieve business success and sustainable relationship in the future as well.

[image: Principles of Quality Management]
 (Sweis et al., 2016)


[bookmark: _Toc61366044]Servqual Model and Shell:
To survive in a competitive environment and to ensure about the quality of products and services, customer satisfaction is the greatest priority of every progressive organisation and Shell is one of them. Servqual model has five dimensions and they are tangibility, reliability, responsiveness, assurance and empathy. Tangibility at Shell would consist of oil and gas, fuels, lubricants and petrochemicals as they are tangible assets. One of the ways through which Shell is filling the gap between customer expectations is that one of the many challenges UK is facing today is to increase the role of electricity in its energy systems. Shell has made the production of energy an important part of their business thus provding their reliability to customers. Shell is responsive to their customer needs. Customer can download Shell application and can connect with Shell at any fuelling stations. Customers at Shell feel secure and have confidence on Shell and they feel comfortable in making a transaction at Shell. Shell has always kept the safety of the customers its highest priority and they give discount to their Shell loyal customers thus showing empathy as well (Sahoo and Yadav, 2017).
Database Marketing:
Databse marketing is more or less the same as customer relationship management. It comprises of data based on customer needs and helps companies make customised products and services for their customers as per their requirement. The data includes information like name, phone number, email address, purchase history, job role, company name etc  (Sweis et al., 2016).

Marketing Mix Modelling:
Marketing mix modeling or more common known as MMM is a tool used to analyse the influence of different marketing strategies in marketing mix on sales and to predict future marketing strategies as well. It usually comprises of 4 P’s of marketing and they are price, product, place and promotion. The term was first developed by Neil Bordon in 1949 (Sahoo and Yadav, 2017).

Consumer Decision Making Process:
The consumer decsion making process is a procedure through which every consumer goes through. It is a process through which a consumer identifies his needs, collects data about the relevant product or service he requires, evaluate his options, buys the product and evaluate the product as well. A thorough understanding of this decision making process is quite important for any company or organisation to provide the best required product or service to the customer (Thai and Jie, 2018).

[bookmark: _Toc61366045]Shell’s Perspective in Covid-19
The times today seem to be out of the ordinary in the current scenario and the degree to which Covid-19 has impacted on a global level is still surfacing. At this crucial and difficult time, Shell's leadership is making sure that their employees and customers can be sure of one thing which is safety and health of every individual who is influenced by the global pandemic  (Sweis et al., 2016). The drive and energy at Shell are centred towards making the impacts of Covid-19 a slow process while making sure to prompt up their supply of products and services to their customers in the United Kingdom and all over the world (Putri et al., 2017).

[bookmark: _Toc61366046]Quality System and Control at Shell:
[bookmark: _Toc61366047]Total Quality Management:
Many lessons have been learned given the situation this global pandemic has brought the company into. In the early and beginning days of the pandemic, Shell developed a new strategy for its fueling sites in London (Jermsittiparsert et al., 2019). The industry of Shell was able to secure the supplies of personal shielding equipment in the hope for creating a safe environment for the customers (Dewnarain et al., 2019) at the fueling sites. Shell’s service stations at the time of pandemic were changed into a single stop shop for its customers where people can buy essential and needy products such as food and are also given the services of hairdressing at the fueling site so they can be less exposed in catching the virus and form a deepening relationship with Shell (Mohammed et al., 2016).
Shell has also made sure that it optimises the cleaning and sanitation at its fueling sites with launching cleaning programs  (Sohel-Uz-Zaman, 2016). They provide hand sanitisers in their in-site shops, cleaning surface decontaminator, supplements of vitamin C, daily checking of temperature, free juices to taxi and bus drivers and continuous health monitoring of the staff working on the site (Anil and Satish, 2019). With increased measures taken regarding health and safety and working on a strong and sustainable supply chain around the whole of the United Kingdom regarding fuel and lubricants products Shell long term plan is to keep its service station operational for its customers in the United Kingdom (Jusoh et al., 2018) and all over the world rather than shutting it down because of the pandemic. The key for the success in the current global pandemic is to be responsive to customer needs, avoiding any sorts of delays in delivering to the customer, in evaluating the impact and in keeping the company prepared for any worst-case scenarios.
In London, Shell has a clear plan of action and its implementation is 100% and keeps on taking measures beforehand the government decides to ban anything or the oil and gas industry comes out with new rules and regulations for the company. This type of guidance related to health and the systems running help Shel in keeping its loyal base of customers and in gaining the confidence of their staff, employers and workforces, the communities in which the Shell sites resides in and the authorities looking over Shell at both the site and in Shell corporate offices as well. Currently, all the 1000 Shell retailing sites in the United Kingdom are running smoothly without any hindrances faced due to the situation caused by the global pandemic. Following the guidelines as imposed by the government in the United Kingdom and taking care and showing concern about the staff and the customer has helped Shell in successfully operating its business in the United Kingdom.
[bookmark: _Toc61366048]Shell’s Loyalty Program:
[bookmark: _Hlk56787378][bookmark: _Hlk56787687]In these testing times, Shell has made ample usage of Shell's loyalty program. In this program, customer needs to spend £10 on fuel and only about £2 on the shops based in Shell sites and will avail discount on hot drinks, deli2go which is a pastry shop and on Jamie Oliver deli  (Sohel-Uz-Zaman, 2016). These food items are available on all Shell fueling sites all over the United Kingdom. On every 300 litres, purchase of Shell V-power customers gets an off of £3. On top of that customers can also enjoy 10% off on Shell Helix Motor Oil and car washes as well every time they visit. Shell CEO has given an important message regarding keeping customer its focal point and has said that he wants Shell to be the largest benefactor in addressing one of the most leading problems of the society related to energy and should be able to provide definitive and dependable energy for a population of 2 billion around the globe who do not have access to it today.
People who do not have access to energy Shell has designed a customer-oriented strategy for them and it is directed towards those individuals who live far away from gas stations and gas fields and pipelines cannot be built in those certain areas. For this what Shell does is it cools down its gases and the volume of the gas is contracted and lessened and this gas can be stored in an easy and safer way and can be delivered all across the United Kingdom  (Msallam et al., 2020). 
[bookmark: _Hlk57044971]As suggested by market analysis the key to having a profitable organisation, in the long run, is to design strategies that entail customer satisfaction as its highest priority  (Sahoo and Yadav, 2017). Companies who try to apt up their speed with the sudden market changes and can produce product and services that are required in the market can enjoy a durable competitive advantage and Shell has long been doing it  (Msallam et al., 2020). 
There are four key components of quality management which are considered necessary at Shell
· Quality Control: It underlies the continuous attempt to sustain a procedure’s unity and dependability to achieve a considerable outcome.
· Quality Planning: The procedure of analysing the standards been used for a specific project and how the requirements of the standard can be met.
· Quality Improvement: The meaningful switch of a procedure to enhance the credence and accuracy of the result.
· Quality Assurance: The structured or scheduled action needed to give adequate credibility to meet the required standards of a specified product or service. 


[image: The Ultimate Guide to Implementing a Quality Management System In Your  Company. - SweetProcess]
 (Msallam et al., 2020)
[bookmark: _Toc61366049]Shell Leveraging Customer Relationship Marketing:
A most reliable tool to gain customer insight is the technology of customer relationship management. The data provided by customer relationship management is quite meaningful in giving relevant data which the organisation can use to make profitable business decisions in the future  (Badwan et al., 2017). Sherine Yap who is taking the lead today in planning CRM strategies for Shell and its implications has shown great enthusiasm in using customer relationship management and taking benefits from its wide-ranging effects. Data under the lines of customer relationship management has shown a great deal of market spending and strategy for the team members at Shell. The data has shown that loyal customers of Shell help Shell in gaining a lot of profit and is worth 10 times more to the company than a usual customer. This insight can be only be attained if Shell uses customer relationship management  (Badwan et al., 2017).
Her strategy involves around instead of making a new customer in the current situation of global pandemic, existing customers can give a lot of profit to the company. Shell needs to deepen the engagement level of customers by getting their satisfaction on a larger scale and deriving from value from existing customers  (Santouridis and Veraki, 2017). This strategy is backed up by data and not just mere on the importance of customer relationship management. 

[bookmark: _Toc61366050]7 P’s of Marketing
After developing marketing strategy of any business there is a formula used to constantly assess and reassess business activities and the formula is 7 P’s. It includes product, promotion, price, place, people, process and physical evidence. As the market trends and customer demands changes speedily companies need to reevaluate their 7 P’s in order to stay on track and attaining their required targets (Pambreni et al., 2019).

[bookmark: _Toc61366051]7 P’s of Marketing and Shell
In the context of Shell, 7 P’s of marketing can be broadly defined. Regarding place Shell is a global company with its franchises all over the globe. Shell is spread out in ninety countries. Regarding price Shell products have a higher price than the market. Some products are premium and some are less costly. Regarding promotion Shell is a brand that acknowledges its true potential and is progressively working towards a reliable and positive brand and observing environmental safety as well.
In the context of product Shell offers a variety of them with different product lines. In people Shell has a diverse inclusion of employees working under it who have been trained to show respect and be courteous towards their customers. Regarding process, Shell has a strong inventory system all over the globe and it make sures that they do not run out of supplies at any of their retail sites. Regarding packaging Shell markets its product through safely packed oil containers. Shell always keeps environment safety first (Sahoo and Yadav, 2017).
[bookmark: _Toc61366052]Importance of Customer Relationship Management at Shell:
The importance of customer relationship management is high in any organisation if they need to strive towards a profitable future. To have a long-lasting business or to save the future of an organisation such as Shell an exemplary strategy is needed to run a successful business  (Sigala,2018). The targets or goals and outcomes of an organisation are decided beforehand whether they are related to sales, business schemes, and profitability  (Bhat and Darzi, 2016). One thing missing is the data related to authentic information which defines a business's performance in achieving or attaining their future objectives. Information about the data comes from different directions in a business whether it is coming from team related to sales or employees working in the customer service department, managers of social media platforms or marketing agents  (Badwan et al., 2017). An organisation's objective is to transform all the meaningful data into a piece of useful information or user data so that Shell can gain benefit from it and make right decisions based on useful information  (Zerbino et al., 2018).
A system related to customer relationship management provides a clear picture of the organisation under study which is Shell about the customers. An organisation can look at one piece of knowledge and information and can reap its benefits by looking at the history of the customer's relationship with the company  (Santouridis and Veraki, 2017). Looking at customer’s social media profiles can also help in gaining knowledge about the likes and dislikes of the customer. It also tells the organisation what the customers are sharing about them and how are they saying about it to their peers. That’s how Shell seems to be in a better place regarding responding to their employee needs  (Anshari et al., 2019).
The sales team are creating dozens of data daily. They are interacting with customers in different ways. They could be on the road communicating with the customer, having met and greet with potential future customers, generating valued information about the customer but the dilemma is that all the information regarding customers is either stored on their laptops, on their minds and their notepads. Besides that, customers are in continuous connection with the organisation be it in the form of complaints or taking update on their orders and posing different questions to the company through telephone, instant messaging, emails and on social media platforms  (Muruganantham et al., 2018). Without a platform which customer relationship management provides the information the company has can easily be lost or remain unused for future decision makings and taking the right direction  (Psomas and Jaca, 2016).
[bookmark: _Toc61366053]Effective Systems for Shell
In the words of Sherine Yap, the new direction of Shell is to take and combine customer-centricity and commerciality through her brand marketing strategies into the world of information and data. It generates an environment of 'positive tension as the use of data can be catered to bring about some change rather than just filling books and only having theoretical value  (Santouridis and Veraki, 2017). 
The opportunity that is seized by Shell is to drive possibilities data can provide. To reap benefits from data, Shell has implemented an obligatory data-centred communications training workshops for all the marketers in the country. Customer experience can be enhanced through combining data in this ever-changing trend of today happening in the digital world.
[bookmark: _Toc61366054]Quality Management Systems:
Executing quality management systems impacts an organisation on a deeper level. The benefits of the quality management system are many: 
· Meeting the requirements of the customer enables an organisation to instil confidence and generate more sales, more customers and more profit in the future.
· Meeting the requirements of organisation which makes sure that it is aligned with company’s regulations and facilitating of products and services in the way that is cost-efficient and generates room for growth, development and profit in the future.

[bookmark: _Toc61366055]Conclusion and Recommendation:
[bookmark: _Toc61366056]Shell on Making the Future:
Shell identifying the key basic needs of its customers can deeply widen its scope and can gain a huge customer base and can produce more loyal customers of Shell. A good customer relationship in the present pandemic of Covid-19 can only be attained through the execution of quality management systems. It is concluded that quality management perspective draws attention to an organisation's potentiality to constantly give content or satisfaction to customer demands while keeping the profit in line and making all the organisational members be involved in the process. Studies have researched the impact both quality management and marketing management approach has shown that both factors have significantly contributed to achieving the company's success (Zerbino et al., 2018). 
Shell should take a dynamic approach in performing business operations and be receptive towards customer needs and continually changing market environment on which the philosophy behind marketing is based. Being a production-oriented company Shell should keep customer satisfaction its highest priority. Shell as a result needs to comprehend the notion of quality improvement and should embrace key marketing strategies in their strategical plan. The main focus of Shell is to meet the demands of its customer and should excel in meeting customer’s presumptions and needs. It is up to Shell that they should keep on getting involved in the process of continuous improvement. The decision making in the Shell should revolve around truthfulness and on facts rather than just going with the flow. Shell now must effectively manage the operations between suppliers and distributors and should efficiently encourage the process of supply chain management to promote its effective impact on the performance of the company. 
Shell should take an active style in executing business processes and be approachable towards purchaser requirements and frequently fluctuating market atmosphere on which the viewpoint behind advertising is truly grounded. It is suggested that market analysis the key to having a profitable organisation, in the long run, is to design strategies that entail customer satisfaction as its highest priority. Companies who try to apt up their speed with the sudden market changes and can produce product and services that are required in the market can enjoy a durable competitive advantage.
Various associations are involved to create an impactful performance of an organisation or a company. Shell must effectively manage the operations between suppliers and distributors and should efficiently encourage the process of supply chain management to promote its effective impact on the performance of the company. For Shell to manage an effective and prolong the relationship with all the relevant parties be it a supplier, retailer, the whole seller would help Shell to achieve business success and sustainable relationship in the future as well. Supporting a growing culture of a company and formulating its internal environment based on that would result in employees realising their abilities and are progressively involved in meeting company i.e. Shell's demands to help their organisation in gaining success. 



[bookmark: _Toc61366057]Conclusion 
Ultimately, Shell plays an important role in the worldwide fight against the virus. Shell is playing an important role in helping to respond to the pandemic by ensuring uninterrupted energy supplies and meeting the needs of businesses, factories, schools and stores reopening after the London lockdown. The quality management perspective draws attention to the organisation's ability to consistently deliver content or meet customer needs while maintaining profit and engaging all members of the organisation. The implementation of quality management is carried out following the marketing management perspective. Having a good and acceptable procedure improves many things, such as better uniformity, faster action, lower cost, elimination of waste and continual improvement. Business decisions should be based on truthfulness and facts, not go with the flow. Organisational decisions, when based on valid and reliable data, give the organisation a complete picture of the current market situation. Shell's management ensures that its employees and customers can be sure of one thing - the safety and health of all those affected by the global pandemic. Shell's drive and energy are focused on making the impact of Covid-19 slow while accelerating the delivery of products and services to its customers in the UK and globally.
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