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Executive summary
Customer relationship within organisations plays an important role in defining the overall business performance. As a result, an effective approach to interact with consumers who are associated needs to be maintained significantly. This type of effort can be helpful in recognising, acquiring and maintaining a customer base for growing a business successfully. Further, consistent business management approaches helps in developing plan and collaboration throughout business management with distinct departments and channels. This report have represented significance of CRM models by involving smart technologies for organising, automation, and maintaining customer service approaches and marketing throughout organisation. Moreover, theories related to quality systems and processes for presenting strong customer relationship management within an organisation have been discussed. The innovation such as campaign based on contribution of frontlines and healthcare professionals during covid 19 crises have been determined to evaluate business practices of Unilever to combat the pandemic. 
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[bookmark: _piq75lru9vcg][bookmark: _Toc70777294]Introduction 
Organisations are able to build strong bonds with customers with the help of customer relationship management through an integrated approach. It has developed an effective path to interact with customers who are present and can be turned into potential customers in future. Such an effort helps in recognising, acquiring and maintaining a customer base for successfully growing the business. It is to be mentioned that such a business management technique helps in acquiring plan and coordination throughout business management with distinct departments and channels. This report is going to portray the effectiveness of CRM models by utilising smart devices and technologies to organise, automate, and maintain customer service and marketing within the organisation. Further, theories based on operational, analytical and collaborative aspects of customer relationship management within an organisation are to be described here. The benefits that can be acquired by maintaining strong relationships between customers and organisational management will be summarised here. 
[bookmark: _r3v8grce1lky][bookmark: _Toc70777295]a) Introducing organisational overview 
Unilever is a global company that has focused on developing sustainable living commonplace across the world through its effort to make a real difference. This organisation has already included nearly 400 distinct brands and spread its business over 190 countries by introducing its global purpose (Unilever, 2021a). The company has shared its number of customers such as nearly 2.5 billion people who are continuously using products of this organisation on a daily basis. It has been observed that Unilever has acquired € 51 billion in the emerging markets thus developing a strong market of retailers in a global approach. In order to provide better customer service throughout its business operations, the organisation has already hired 149,000 employees by balancing gender equity as corporate culture (Unilever, 2021b). As a result, such initiatives have developed the leading position of this company in global markets. It is to be mentioned that this organisation has significantly understood the importance of an effective CRM model to improve customer relationships throughout business management so that global business can be maintained. The CRM model of this organisation includes significant factors such as:
· Technical support
· Marketing
· Synchronising sales
· Customer service
· Automation
· Organising ability
The customer relationship management model (CRM) has significantly aided the business management of Unilever by continuously monitoring and controlling business activities by addressing end to end customer demands (Business standards, 2021). Unilever initiates equity and diversity so that the products and business management can affect the lives of customers significantly and can enhance inclusive culture to maintain relationships between customers. Reflections of the best team and leaders to improve product quality and services have been established so that customer satisfaction can be attained. This organisation has already increased productivity and standards of products and services so that customer demands can be fulfilled to achieve a huge customer base throughout business operations. It is to be considered that Unilever has developed insight into customer experience as one of the meaningful content for preparing business operations. However, issues such as difficulty in maintaining customer relationships in the intermedia digital age have affected the business models of significant global brands (Salah and Abou-Shouk, 2019). Moreover, Unilever has navigated through these hurdles and delivered improved business strategies to provide an opportunity to customers to utilise the brand's visibility for establishing bonds. 
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Figure 1: Unilever headquarter in the UK
(Source: Adapted from Unilever, 2021a)
[bookmark: _igequv3zhsoq][bookmark: _Toc70777296]b) Introducing key marketing theories that can help the organisation to tackle such covid19 crisis 
In order to improve the business situation, the organisation can introduce Global marketing as one of the significant marketing theories to tackle disruption in customer relationship during the covid 19 pandemics. The entire world is suffering from difficulties due to a lack of supply of daily life commodities as transportation across the world is disrupted for the pandemic. The theory of global marketing helps in experiencing advancement in business environments across emerging countries (Kotabe and Helsen, 2020). Unilever can easily develop better marketing opportunities throughout the world by utilising the distribution power of local companies (Unilever, 2021d). Therefore, Unilever has the ability to analyse the effectiveness of distribution by playing the key supplier to the local brands to present the requirements of the customers across the world. As a result, it can mitigate the issue in customer experience during the covid 19 pandemic by manufacturing and widely distributing the products by distribution channels. In this way, the theory can be effective in presenting the customer value model in business activities. Unilever will be able to strengthen the business sales in this pandemic by distributing a large number of products to meet the customer demands. 
The factors that help Global marketing theory to strengthen customer service of organisations are as follows:
· Channel structures of the organisation that help in distributing the manufactured products to the retailers and directly to the customers
· Product category such as in covid 19 pandemic the customers have demanded daily life commodities such as grocery, medicine and disinfectants
· Government regulations are essential to assess as this theory helps in crossing the borders to establish business model across the world
·  Marketing strategies of the parent organisation that can attract local and foreign customers across the world to increase sales
One of the key branches of Global marketing theory is product trade cycle theory (PTC) as it helps in understanding the life cycle of the products that are to be introduced in the international trade market (Markowska and Krуl, 2017). Therefore, Unilever needs to explain the product life cycle to the distributors in order to develop an insight into the product value while exposing the products to the international markets. The theory helps in determining the process through which the products mature and decline due to internationalisation. As per the theory, three stages are present that can be utilised by Unilever to determine the product life cycle to the distributors while launching the products in the global market. The theory has determined the introduction of new products as the first and foremost stages of this theory. Unilever can utilise this stage to introduce a new product in a smaller market as a result, the sales of such products will also be smaller as compared to permanent products of this organisation (Unilever, 2021b). Manufacturing of new products will be kept local so that issues related to the product while delivering or manufacturing can be easily accessed by the organisation. Unilever can also hold modification after assessing the requirements of local customers depending upon the newly launched product. Unilever will be able to change or modify the new product by maintaining high standards of manufacturing in this stage.
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Figure 2: Product trade cycle theory
(Source: Adapted from Markowska and Krуl, 2017)
This theory also allows the implementation of the next stage such as the maturity stage after understanding the effectiveness of the product in the local market. Unilever can utilise this stage to increase the manufacturing of such products in other developed countries to enhance the marketplace of such products. This stage can also be utilised for modification as per the customer demands of other countries (Schanz and De Lille, 2017). An increase in popularity of these products can be observed and Unilever can utilise such an opportunity to increase sales across the world. Finally, stages such as product standardisation and streamlining of products need to be executed by the organisation. Unilever can export these products to the less economically developed countries to improve competitive advantages and provide valuable products to the local customers of such countries. In this way, the product trade cycle can be applied to increase customer experience by managing product standards and delivery by Unilever. 
Moreover, Unilever has already faced difficulty in maintaining customer experience due to lack of opportunity during the covid 19 situation. Therefore, an effective marketing theory such as marketing channel theory can be implemented to tackle such a crisis in business management. 
It is to be mentioned that such a marketing channel theory can be effective in allowing business opportunities in order to reach customers. This theory has implied distinct marketing channels such as communication, distribution and service channels to improve customer experience (Gonzalez-Padron, 2017). Unilever develops a strong communication base with its customers through a channel of communication to deliver significant brand messages among potential customers. On the other hand, distribution channels help in developing a strong method of delivery of products and services to the customers that can also enhance the customer experience of Unilever's potential customers in the marketplace. A strong distribution channel throughout the world will be helpful to the organisation in delivering the products named required services to the customers across the world more efficiently during the covid 19 crisis (Unilever, 2021b). Similarly, service channels can also influence conducting of business transactions throughout the world of Unilever during the pandemic. As a result, it will be effective in maintaining a strong supply chain throughout the manufacturing process. Therefore, no disturbance during manufacturing of products as per customer's demand will be evolved in the business management of Unilever. Thus, it can be considered that these marketing theories need to be implemented by the organisation to deliver better customer service and experience during the covid 19 pandemic. 
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Figure 3: Marketing channel theory 
(Source: Adapted from Gonzalez-Padron, 2017)
[bookmark: _m3sd7ohc06lk][bookmark: _Toc70777297]c) Critically analysing factors that affect quality systems of Unilever while controlling customers satisfaction during covid 19 crisis 
[bookmark: _cx80auqnuz1f][bookmark: _Toc70777298]Significance of quality management system in tackling customer experience by Unilever
The quality systems of Unilever include several systems such as supply chain system, product safety, service and distribution systems (Bolton et al. 2018). Consumers are inclined and have deep trust in the service and quality management of this organisation. The design and manufacturing standards of Unilever have initiated the potential customers to believe in business operations more efficiently. The organisation’s management has already claimed that innovation with required safety has always been a specific business model throughout their operation. Therefore, the customers are able to put their expectations and definite trust and value on the high-quality products and services of Unilever. The organisation has always opted for the safety of customers while using the launched products and services of Unilever. Therefore, innovation with responsibility is one of the core business models of this organisation to stand at the top of the list based on customer experience. It is to be mentioned that Unilever is continuously trying to improve the quality systems so that customer service can be enhanced. As a result, the products and services have been introduced in the global market by assessing the requirements of customers to increase customer satisfaction and sales (Martinuzzi et al. 2018).
The utilisation of quality systems through effective management has been prepared as a critical performance indicator within organisations. Implementation and management of Quality systems within an organisation are composed of significant factors such as information accuracy,  efficient business process, online transformation and accessibility on time that need to be addressed during measuring the connectivity between customers and the participation of organisational activities (Brodny and Tutak, 2019). Unilever is a reputed global brand as a result, it is important to assess all the factors that are involved in quality management to synchronise the efficiency of every operating system to execute a successful business. The crisis that has been faced by the business models across the world is due to lack of transportation and inconsistency in supply chain management. These factors have ruined the opportunity to tackle customer demands to deliver at the doorstep for achieving better business efficiency and customer satisfaction. 
[bookmark: _6sxwctqpsfwt][bookmark: _Toc70777299]Factors enhancing organisational quality process to maintain good customer relationship by application of significant business models and theories 
Unilever and other significant global organisations are able to manage quality management systems throughout business operations in order to achieve maximum value and profitability to ensure a higher return on interest. Organisations are able to implement an effective tool such as a quality management system to attain better customer satisfaction (Martinuzzi et al. 2018). Unilever has also implemented a quality management system with significant factors that are to be mentioned in the later section. 
· Achieving information accuracy throughout the business structure
Unilever has a huge customer base throughout its business activities across the world. Therefore, it is important to deliver accurate information by implementing a quality management system throughout the organisation. All the operational processes, policies, procedures along with operational locations need to be assessed to collect significant information related to business operations through constant monitoring (Aydiner et al. 2019). 
· Enhancing understand ability of effective business process
The implemented information system within the organisation needs to be well understood by every employee to improve the application procedure of such automated systems. Different formats are to be utilised to avail such automated systems to help employees for operating these applications with accuracy. Pärn et al. (2017) have opined that visualisation of new automated systems needs to be prepared to simplify and enhance business processes for better customer-related information.  
· Online transformation of traditional business operations
The business management team of this organization to improve access to every collected information by placing these aspects online has introduced an accessible location. It has improved the accessibility of required information online (Aydiner et al. 2019). It has enhanced the quality management system throughout business operations.
· Responsibility along with accountability
Determining the responsible personality and accountability across the business operations is one of the significant factors of quality management systems. The organisation has improved the quality delivery strategy by strengthening responsibility and accountability throughout the organisation.  
· Accessibility by utilising electronic devices
The connectivity by implementing a large number of electronic devices has been established throughout the business models of this organisation. Unilever has provided each employee with smartphones and an individual system to maintain connectivity among distinct departments to control quality management. 
It is mentioned that Unilever has been utilising ISO quality management business models to improve customer service and enhance customer satisfaction throughout the covid 19 crisis. ISO quality standards have been introduced in this organisation to improve the mechanism and processes of quality systems in order to ensure business expertise (De Coster and Zanoni, 2019). Unilever has introduced nearly 250 products by maintaining ISO 9001 standards to manufacture by implementing international quality standards. Consistent manufacturing procedures have been introduced in this company through ISO 9001 quality standards (Heras-Saizarbitoria, 2018). 
Further, organisations need to implement and follow distinct customer services related theories such as customer experience theory (CX) and customer service satisfaction theory(CS) to improve and maintain consistent business performance (Havíř, 2017). The era of covid 19 has provided a major crisis throughout the business environment. These theories can guide the organisation to prepare a better business model to enhance the business experience by increasing customer satisfaction throughout the business operations. Organisations that are directly involved in delivering finished products in the marketplace to avail these products to the customers need to implement CX theory. It can be helpful in maintaining a good relationship with the customers by listening to the customers' demands and establishing these requirements at the top of the priority list. This theory can be effective in understanding the issues related to customer service and resolving the entire issues specific to maintain a strong bond with the customers in the business environment. 
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Figure 4: Customer experience model 
(Source: Adapted from Havíř, 2017)
Moreover, CS theory can also be effective in maintaining good relationships with customers during covid 19 crisis by the organisations. Under this theory, the organisation has to understand the importance of customer service for executing a successful business (Bawack et al. 2021). This theory also helps in setting an expectation for the customers towards business services of type enterprise. The customer's demands need to be listened to first to innovate business operations as per requirement. In this way, the organisations can handle difficult situations of covid 19 in order to manage good relationships with customers within the business environment. 
[bookmark: _Toc70777300]Achievements acquired by Unilever by implementing business theories to deliver customer demands
Unilever has implemented two significant theories such as CX and CS theory to achieve customer support throughout business management. In 2020, the business operations of this company have been disrupted due to the outbreak of covid 19. The customers have started to shift from this brand to other brands for achieving better customer service. It is mentioned that the company has started developing better business performance with the help of implemented theories to mitigate customer retention issues during the covid 19 crisis. Unilever has experienced achievements such as brand loyalty and brand recognition (Unilever, 2021a). Brand loyalty has helped this company to engage more customers by representing improved business models for maintaining consistency throughout business operations. Therefore, the maintenance of business practices has also initiated better customer service. As a result, the organisation has established a strong global business network by attracting 2.5 billion customers throughout the world with its significant business practices (Unilever, 2021b). The company has developed a strong global retailer’s network by engaging 25 million distinct retailers across the globe. As a result, brand recognition has been achieved as a beneficial business opportunity to strengthen organisational overview largely. Moreover, the company has also achieved strong customer retention throughout the business environment by evaluating the organisational strategies related to customer service and experience. 
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Figure 5: Products of Unilever
(Source: Adapted from Unilever, 2021b)
[bookmark: _Toc70777301]Discussion on business practices and innovations by Unilever to attain customer satisfaction during covid 19 crisis 
Unilever is one of the most purposeful brands across the world. It has associated nearly 400 household brands across the business environments (Unilever, 2021c). One of the most significant business purposes of the company is to handle customer service with efficiency. It is to be mentioned that Unilever has always maintained its ambition in innovating new norms to grow its business activities sustainably. In order to deliver business service to the customers, the company has maintained deep interconnectivity with science, technology and development to deliver better products by maintaining its high quality and business standards. It has developed a positive impact on the customer experience of this company, which has helped it to run a global business successfully over the business lifecycle. During the covid 19 pandemic, the business practices of this organisation need to be developed with better innovations such as assessing key insights to understand the basic requirements of customers (Kotabe and Helsen, 2020). As a result, it can be effective in developing products to demonstrate its purpose such as choosing the brand repeatedly by consumers. Business practices and innovations such as product donation, which has contributed 100 million Euros worth of the company's products has helped people across the world during the covid 19 crisis (Business standards, 2021). The customers who are from frontline health professionals have also been tribute by Unilever by filming a campaign reflecting healthcare professionals and their contribution. 
[bookmark: _vh4v8m7oyjy2][bookmark: _Toc70777302]d) Determining systems that support Unilever to deliver quality systems and help in meeting customer demand during the covid 19 crisis 
[bookmark: _o30q49a3bv02][bookmark: _Toc70777303]Identification of organisational systems supporting quality processes of Unilever 
Unilever is one of the most efficient organisations across the world that has managed to deliver better business procedures and management systems to customers to be consistent in business management. Organisational systems such as operational systems, customer service systems and manufacturing systems within business environments have strongly delivered efficient business opportunities to achieve sustainable business growth (Unilever, 2021b). All of these organisational systems have resulted in developing a consistent quality process throughout the business environment of Unilever. A synchronous approach towards these organisational systems within an organisation can help maintain customer satisfaction as well. Unilever has a strong base of efficient employees in order to maintain customer service along with other business practices. As a result, it has delivered a major opportunity to develop business profitability by increasing customer satisfaction throughout business management. During covid 19 crisis, the customer executives have delivered an interconnected relationship among customers to enhance customer satisfaction. During covid 19 crisis, the company has also delivered a strong distributing channel system across the world to ensure product delivery to the markets to meet the demands of customers. Application of robotics and automation have also been witnessed in this organisation to strengthen the quality process long with enhancing productivity quantity to meet customer demands during covid 19 crisis across the world. 
[bookmark: _Toc70777304]Justification of identified systems as per effectiveness in business operations 
The systems such as operational, manufacturing and customer service systems across the organisation need to be strong and technologically enhanced in order to maintain effective business standards around the business lifecycle. Therefore, these identified quality processes have signified and doubled the business effectiveness of Unilever. It is to be mentioned that business operations strongly depend on distinct categories such as manufacturing efficiency and customer support approaches within a brand. Therefore, to execute a successful business, the organisation needs to prepare a better customer service team for evaluating the efficiency in tackling experience of customers (Kotabe and Helsen, 2020). Technologies such as automation and robotics are significant advancements that can enhance the productivity and reduce human errors in manufacturing process of organisations. As a result, rise in productivity can be achieved, which leads to increase in selling of finished products in the market. Moreover, a effective team of customer executives are important to have within organisation having a large number of customers. It can resolve issues such as long wait for receiving response from organisation and attention related issues that are observed to be faced by customers.
[bookmark: _Toc70777305]Identification of benefits achieved by Unilever due to maintenance of strong customer relationship 
Establishing a CRM model within the business environment of Unilever has helped this organisation to deliver better opportunities for strengthening customer base and relationships throughout the business performance. Application of such technology has been introduced within Unilever to deliver better customer relationships with help of assessing real-time customer insights throughout channels. The customers are also provided with significant one-off customer data and feedback collection by initiating several campaigns by the organisation. As a result, such initiatives by Unilever have delivered achievements such as customer retention by understanding the significance of customer feedback and information in one place to act upon as per customers demand improving business practices (Krizanova et al. 2018). Further, the company has also adopted a digital strategy to streamline technology implementation within the business environment to improve business performance. As a result, an achievement such as the best-in-class digital marketing by lowering production costs throughout business management (Unilever, 2021a). These achievements have been procured by the organisation by delivering an effective customer experience throughout the business life cycle. 
Moreover, this organisation has introduced marketing technology within its business environment to integrate customers' data and information by using a single digital platform known as "Traction" (Unilever, 2021c). Such an initiative has developed an opportunity to introduce within the organisation by conducting multichannel campaigns. Customer touch points have also been achieved throughout business management by conducting multichannel campaigns to take advantages of business operations. It is to be mentioned that a strong customer base throughout the globe of Unilever has delivered an achievement such as generating company's revenue significantly (Aichner and Gruber, 2017). Therefore, the improvement in customer satisfaction has triggered an evolving organisational performance throughout business operation. Further, sustainable business growth has also been achieved by this organisation due to the presence of strong customer satisfaction throughout business management (Unilever, 2021d). During covid 19 crisis, the organisation has delivered tremendous business operations by understanding the demands of potential customers daily. 
[bookmark: _Toc70777306]Evaluating disadvantages that can be acquired by the organisation due to lack of customer relationship 
Customer service is arguably one of the most important aspects within the business environment that help in delivering profitability throughout the business lifecycle. Customer relationships can only be established within a business environment by developing effective customer service. The significance of customer service within organisations is so intense that it can overcome the poor marketing strategies of enterprises (Foltean et al. 2019). Unilever has streamlined inbound marketing in order to focus on customer service throughout business operations. However, some disadvantages can be observed within organisations that are reputed due to poor management customer relationship. Factors such as brand reputation can be damaged due to lack of customer service strategies within business operations that can act as a dangerous parameter to deteriorate the overall business performances of an organisation like Unilever. On the other hand, customer leads can also be damaged due to improper customer service management within organisations that might offend audiences or existing customers (Cygler et al. 2018). This can be observed within organisations due to a lack of proper training among employees to tackle customers efficiently. 
Moreover, the profit of overall business operations can also be deteriorated due to lack of customer relationship as effective customer service has been represented throughout business operations (Ejike and Agha, 2018). Therefore, it is to be considered that an effective customer service model needs to be maintained by reputed organisations such as Unilever during the covid 19 crisis where customers are prone to shift as per customer value represented by distinct brands to maintain customer retention. Functions within organisations such as long waits for getting a response from organisations, lack of attention towards customers and unprofessional attitudes along with impersonal interactions within business management can also deteriorate the effectiveness of customer services within organisations. 
[bookmark: _Toc70777307]Conclusion 
Thus, it can be concluded that business performance depends upon maintaining a strong relationship with customers throughout business operations. It can be effective to deliver better brand recognition and brand loyalty throughout the business execution. The report has selected Unilever to analyse its business strategies that have been adopted to combat the crisis of covid 19 to manage customer satisfaction. The significance of customer experience and maintaining strong customer satisfaction throughout the business environment during covid 19 has been discussed here by analysing the reputation of Unilever as a global organisation. The effectiveness of the CRM model within the organisation has been analysed to identify the crucial factors that have been adopted under this model to signify the customer experience. Further, the quality management system of this organisation has been provided with a better approach with the help of effective management theory to help business operations maintaining customer satisfaction during the covid 19 crisis.
Moreover, CX theory and customer service satisfaction theory (CS) have been discussed that have been adopted by Unilever to utilise while maintaining customer experience throughout the business lifecycle. These theories have also helped Unilever to achieve a strong and interconnected customer relationship and customer retention within business management since its inception as a global business brand. Unilever has also innovated new practices and events within the business environment to promote tribute towards healthcare and frontline professionals during the covid 19 crisis. The quality process of this company has also been identified that has signified excellent customer satisfaction throughout business practices during covid 19 crisis. Discussion on the effectiveness of each quality system of this organisation has also been held here to evaluate the current achievement in customer service across the world. 
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(Source: Adapted from Statista., 2021)

image5.png
Customer Experience

Prescriptive

Predictive

Connected

Multichannel

Disconnected

Lifecycle Management




image6.png




image7.png
60000

0000

0000

0000

2000

10000

w0 n w2 w3 4 s 06 07 8 2009 200

® Personal care @ Home care © Foods and refreshment




image1.jpeg




image2.png




image3.png
Sales Product extension

Maturity
Decline

Introduction





image4.png
Direct Marketing Channel Indirect Marketing Channel




