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Introduction 
This report aims to critically analyse the COVID impact on the organisation’s quality service and Customer’s Relationship management. Customer Relationship Management is the key element for the organisation to build a direct relationship with the customer and also helps to get feedback regarding the service and products of the company. According to Cruz et al. (2019), CRM keeps the record of customer’s journey that shows their interaction and coordination with the organisation regarding the services and goods. A good historical customer’s experience plays a key role for an organisation to maintain a competitive advantage in the international market; however, the enormous pandemic of COVID-19 has resulted in a major change in customer’s behaviour. The global pandemic and complete closure of the organisational activities forced the organisation to focus on strategic planning to maintain customer engagement. Tesco, the largest UK retail business, has been selected to critically evaluate the COVID-19 impact that influences the organisational quality service and customer relation.  
Organisation Background 
Tesco, the second-largest international retail business in the UK, founded in 1919 as a retail and grocery store. Over the decades, Tesco is one of the widely recognised brands of the United Kingdom, and the brand operates over 4,673 retail stores across 14 countries, including Europe and Asia, and has been enjoying high customer satisfaction levels in the international market (Tesco., 2020). However, the pandemic causes a serious disruption in the supply chain that negatively affected the company’s local and international operations. Due to the complete closure of the transportation service, the company failed to deliver the goods at the customer’s doorstep, which had a significant impact on the customer’s experience with the organisation (Deak, 2020). 
Customer Relationship Management of TESCO
Customer Relationship Management (CRM) theory is the combination of strategies and organisational practices that the companies plan to assist the customer’s interaction and coordination through the collected data of potential and actual consumers of the company’s goods and services (Al-Suraihi et al., 2020). Moreover, Chatterji et al. (2020) discussed that companies adopt CRM software such as ERP systems, Cloud-based CRM software to get better insights of customers. Tesco, the second-largest international brand in the UK, designed a new self-payment software based on hi-tech machines and help to gain the customer satisfaction level during the complete closure of the country. The self-payment system uses electronic means such as a smart phone application so the customers can perform online transaction and this process eliminate the need of physical and traditional payment system in order to ensure the safety of customers and minimise the spread of COVID. 
Relationship Marketing Theory 
Relationship marketing theory developed relationships with customers by giving value to them that will increase the customer retention rate with the company. According to Huggins et al. (2020), relationship marketing theory is helpful to enhance direct marketing initiatives such as effective marketing communication. Tesco is the leading retail business of the UK, one of the most successful retail businesses to keep an updated customer’s information and data such as their social media profile and email and then user direct messages regularly and build strong relationships with their actual and potential customers. 


[bookmark: _Toc76657344]References 
Al-Suraihi, W.A., Al-Suraihi, A.H.A., Ibrahim, I., Al-Tahitah, A. and Abdulrab, M., 2020. The Effect of Customer Relationship Management on Consumer Behavior: A Case of Retail Industry in Malaysia. International Journal of Management and Human Science (IJMHS), 4(3), pp.32-40.
Chatterjee, S., Ghosh, S. and Chaudhuri, R., 2020. Adoption of ubiquitous customer relationship management (uCRM) in enterprise: leadership support and technological competence as moderators. Journal of Relationship Marketing, 19(2), pp.75-92.
Cruz-Jesus, F., Pinheiro, A. and Oliveira, T., 2019. Understanding CRM adoption stages: empirical analysis building on the TOE framework. Computers in Industry, 109, pp.1-13.
Deák, Z., 2020. SEO Based Analysis of Online Grocery Stores During COVID Lockdown. Management, Enterprise and Benchmarking in the 21st Century, pp.29-35. 
Huggins, K.A., White, D.W., Holloway, B.B. and Hansen, J.D., 2020. Customer gratitude in relationship marketing strategies: A cross-cultural e-tailing perspective. Journal of Consumer Marketing.
Tesco., 2021. [online] Available at: <https://www.tesco.com/> [Accessed 9 July 2021]. 
