






Organisation’s quality systems and customer relationship management
Introductory layout, structure for the report.





This paper will endeavour, based on academic research, to address how do internal and external factors including COVID-19 affect or influence organisation’s quality systems and controls for customers and how the organisation can deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships. 
The organization chosen as subject part for this paperwork, is to be Compass Group Plc, Safe 4 U ltd the company the company I am working now for a Jewish community high school JFS is just a subcontractor hired by the FM (Facilities Management), 14forty Division of the main company that contracted the whole services for the Jewish Free High School mentioned above.    Personal career accomplishment of the author of this report was considered as well as the range of opportunities if it is to succeed to work within the frame of the company.
In relation with assignment suggested scenario, current ongoing COVID pandemic situation a specific CRM approach will be considered; by knowing the evolution, current status, and categories of the CRM: operational, analytical, collaborative and thorough examining of the CRM life cycle as well as the impact of CRM on the organization. The author of the subject of this required report addressed within the introductory layout, structure of the proposed assignment, endeavours to describe and analyse its implementation. 
Therefore, the final goal of the report in question is to emphasize the importance of the understanding and engaging in the customer experience; that is to be done by applying specific key marketing theories that company CRM strategy is based upon. In that respect will be considered theories like: ‘Three Steps to Measure Customer Satisfaction’, ‘Customer Touch Points’, ‘Benchmarking’, ‘Maslow’s Hierarchy of Needs’, ’Servqual’,’ The 4 I’s of Customer Engagement’, ‘Integrated Model of the Consumer Decision Process’.
Considering the above the structure of the report will include:
•	An introduction containing the information stated above.
•	The background of the company study case of this report.
•	Company s marketing strategy, the vision statement.
•	Customer relationship management, key marketing theories.
•	Customer experience.
•	Conclusion that will comprise how quality systems and controls for customers will influence the organisation in question and how can be dealt with the internal and external factors including COVID-19 and manage to achieve its business objectives by developing and maintaining good customer relationships.
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