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Executive Summary 
The purpose of this report is to critically examine the Service Quality process and customer-company relationship within an organization, demonstrating the importance of Customer Experience (CX) and Customer Engagement (CE) and how they are affecting strategic management in an unpredictably changing situation such as the post-Covid-19 pandemic. 
Using tools like as Porter’s five forces, SWOT analysis, and PERSTLE analysis, the Amazon’s CRM was examined in order to uncover internal and external influences. Furthermore, one of the CRM models, such as the IDIC Model, TMQ Model, SERVQUAL Model, and Payne's Model, was recommended to boost their CRM process after analysing them. The recommended CRM Model is expected to help Amazon improve Customer Experience (CX) and Customer Engagement (CE); it will also help them face new challenges more efficiently, develop and maintain good relationships with key stakeholders, and achieve long-term competitive advantages and organizational goals.
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1.INTRODUCTION
We are confronted with the human situation's fragility and vulnerability. The COVID-19 epidemic has altered our perceptions of life and the future; around 1.9 million people have died as a result of the pandemic worldwide (WHO,2021). It poses a significant threat to the world economy following the recession of 2009. (Bagchi, et al., 2021). Nonetheless, the Digital Economy is reaping its benefits as digital behaviour improves as a result of the pandemic's restrictions (Susskind, et al., 2022). Since the outbreak of the Covid-19 epidemic, Amazon's online retailer has made a profit of more than 200 percent (Taylor, 2021); on the other hand, 63 percent of physical retailers have seen less turnover, 13% have temporarily closed, and 3% have permanently stopped operations (BICS,2022).
It's high time to examine customers' behaviours, which have changed dramatically as a result of the pandemic, and reassess business strategy, Customer Relationship Management, and Service Quality Management; shape the factors that have a significant impact on each Customer Touch Point, Customer Experience (CX), and Customer Engagement; and shape the factors that have a significant impact on each Customer Touch Point, Customer Experience (CX), and Customer Engagement (CE). Customer Relationship Management (CRM) redefines all elements of customer-company contact by leveraging a database of customer behaviours to improve an organization's capacity to maximize customer value (Bergeron, 2002).

The purpose of this report is to illustrate the importance of Customer Experience (CX) and Customer Engagement (CE) to gain a sustainable competitive advantage, and to evaluate internal and external factors that influence an organization's ability to maximize customer value and how an organization deals with customers (CRM). Furthermore, a proper CRM Model is recommended in order to improve their quality service, customer experience, and engagement, allowing them to meet future problems.
2. Amazon.com.uk
2.1. Background of Amazon

Amazon, the world's largest e-commerce corporation, was founded in 1994 in the United States by Jeff Bezos. Amazon is credited with inventing the contemporary retail industry. They created ground-breaking innovations like as Amazon Prime, same-day delivery, one-click buying, and personalized suggestions. Amazon has everything from a little nose pin to a 1.5-tonne belt sander (Brandt,2016). Amazon has risen to become the world's wealthiest firm, valued at $1.77 trillion, by striving to be on the cutting edge of innovation every day and focusing on long-term growth (Richter,2021). The tech behemoth is obsessed with client pleasure and always adheres to this idea. As a result, they have 200 million prime members worldwide, $386 billion in net income, and 798,000 employees. They have been labouring to sell their services since the beginning of the Covid-19 outbreak, generating a profit of more than 200 percent and employing 500,000 people (Taylor,2021).
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2.2. Internal and External Factors of Amazon.com
Amazon is an excellent illustration of how internal and external knowledge can be combined to produce innovation (Towns, 2018). The organization has always been able to maintain a high level of internal control. However, the internal environment has been badly impacted by the Covid 19 outbreak and worldwide uncertainties.
2.2.1. SWOT Analysis 

SWOT analysis is a well-known paradigm for assessing internal and external factors, evaluating competitive position, and developing strategic planning for organizations (Kenton, 2021). Secondary research is being used to examine Amazon’s internal and external aspects (Business Strategy Hub, 2022).
	Strengths

1. Strong brand 

2. Customer obsession
3. Rapid technological Innovation 
4. Business diversification
5. Logistic and distribution system

6. Work Culture

7. Competitive price

8. Knowledge and experience


	Weakness

1. Easily Imitable business model
2. Dissatisfactory of bottom level human capital
3. Few projects are in lose 
4. Products flops and failures

5. Customer safety and data protection

6. Limited brick-and-mortar presence

7. Legal Factors (Tax)


	Opportunities

1. Expanding business in developing market (like India)
2. Self-driving technology

3. Advanced Knowledge Information Management
4. Creating physical store

5. More acquisition capability

6. Invest on Research and development 
7. Attitude of cutting-edge innovation
	Threats

1. Government regulations
2. Pandemic like Covid-19

3. Threat of new entry

4. Instable global economy
5. High level of employee dissatisfaction

6. Cybercrime

7. Aggressive competition

8. Environmental effect


2.2.2. Poter’s Five Forces Analysis 

Poter's Five Forces is a useful technique for analysing an organization's external competitive environment (Michael, 1979). The Amazon.com microenvironment is being studied using Poter's five forces to determine the level of competition in online and non-online environments, as well as the essential characteristics that may be shaped to obtain long-term competitive advantages (Dudovskiy, 2022)
Existing industry rivalry: Amazon fights against a number of significant competitors in the sector. External factors such as high firm aggressiveness, high availability of product substitutes, and cheap switching costs are responsible for the high intensity of competitive rivalry in the online retail sector environment.

Threat of new entrants: Amazon's threat of new entrants is low due to the following external factors: high cost of brand development for new companies, high economies of scale are a significant barrier for entrants, as the e-commerce giant operates more than 175 fulfilment centres worldwide in more than 150 million square feet of space (Dudovskiy, 2022), and low switching costs for customers.
Bargaining Power of Customers: The following external variables contribute to customers' considerable bargaining power in affecting Amazon: simple access to information, cheap switching costs, and the availability of substitute products and services.

Supplier bargaining power: Amazon's supplier bargaining power is moderate due to external factors such as a small number of suppliers, moderate forward integration, and moderate supplier size.
Threat of Substitution: Low switching costs, availability of replacements, and low cost of substitutes are all external elements that support the significant intensity of the threat of substitution.
2.2.3. PESTLE Analysis 

PESTLE is a strategic management tool that assists in the identification of external variables such as political, economic, social, technical, legal, and environmental influences (Rastogi and Trivedi, 2016). 
	PESTLE Analysis



	Political
	· Government Policy 
· Government restriction of Covid-19 pandemic. 

· Brexit deal
· Internal and global political instability (Dudovskiy, 2022)

	Economical
	· Economic Inflation

· Decreasing purchasing power 

· Strong competition

	Social
	· Changed lifestyle due to pandemic Covid-19
· Attitude and Culture

· Social Demography

	Technological
	· Rapidly introduce new technology 

· Research and Development
· Innovative shipment method

	Legal
	· Wage law

· Taxation law
· General Data Protection Regulation (GDPR)

	Environmental


	· Global Covid-19 pandemic situation 

· Sustainability
· Corporate Social Responsibility (CSR)


2.3. Customer Obsession, CRM and Amazon.com 
“We see our customers as invited guests to a party, and we are the hosts. It’s our job every day to make every important aspect of the customer experience a little bit better.”
– Jeff Bezos, founder and CEO of Amazon
Amazon's fundamental philosophy is customer obsession. They attempt to improve customer experience (CX) and engagement (CE) in every part of work culture by caring for every touch point and staying on the cutting edge of innovation. Amazon uses Knowledge Information Management and CRM software to handle customer data and information, as well as to build and maintain long-term customer relationships. Amazon has one of the most comprehensive CRM databases on the world, which outfits customer information during purchases to rapidly alter the online experience of customers(source: Amazon.com).
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The efficient ways Amazon uses CRM

One Portal – One Interface: Amazon provides customers with a single portal with a single interface through which they can search for and purchase anything. Every page on the Amazon portal is easy to read, making it easier for customers to locate what they're looking for. 

Consumer-tailored offers and promotions: When a customer visits the Amazon interface for the first time, Amazon prompts them to create an account, which allows for a more seamless and personalized experience.
Personal data acquisition and storage: When users register an account to buy something, Amazon's CRM retains their personal and payment information. 
Recommendations: Another important component of Amazon CRM is the recommended items feature. When customers log in, Amazon will suggest products based on previous purchases that might be of interest to them. 

Customer service: CRM of Amazon ensures a rapid and efficient answer to all difficulties, as well as a higher level of customer services.

Evolution of services: Amazon's use of CRM has had a significant impact on the evolution of its offerings like Kindle, Amazon Prime, Alexa, and the Fire TV stick
Personalization: Send reminders, product ideas, and connecting them to more information according to their values.
Feedback: It also allows Amazon to improve relationships with stakeholders.
3. Customer Relationship Management (CRM) and Marketing Theories
CRM was first proposed in 1997 as a way of rethinking the customer-company connection using computer-based technologies, with an emphasis on the dynamics of an existing customer-company relationship (Bergeron, 2002). CRM software is one of the fastest-growing industries, with a projected 14.27 percent growth rate from 2020 to 2027. (Kuligowski,2021). By influencing both internal and external factors, CRM or marketing model deployment can help firms achieve long-term success (Greenberg, 2009). CRM benefits include improved customer service and engagement, greater sales, increased productivity, effective communication, and market segmentation, to name a few. Some CRM and marketing models are shown below to provide you a complete understanding of the situation.
3.1. IDIC Model
IDIC model stands for I – Identify D – Differentiate I – Interact C – Customise. 
Identifying clients for a firm is the first stage; the goal is to gather as much information or data as possible about each customer in order to better understand their needs, wants, and purchasing habits.

Differentiate or segment consumers based on their current and expected lifetime value is the next phase. 

Interaction: The third stage entails putting CRM ideas into action in order to communicate with clients. 
Customize: Once each customer's CRM plan has been established, it's time to construct more customized one-to-one service. 
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3.2 Payne’s Five Process Model
Adrian Payne and Pennie Frow created the Five Process CRM model. For effective CRM processes, this paradigm emphasizes a cross-functional approach. The model has two basic components: cross-functional CRM processes and core CRM implementation features. Five processes are outlined in Payne's model:
1. Strategy development

2. Value creation

3. Multichannel integration

4. Information management

5. Performance assessment
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3.3. SERVQUAL (SERVICE QUALITY GAP MODEL)
SERVQUAL is a gap approach for measuring service quality, with the goal of identifying gaps between customer expectations and the actual services offered at various phases of service delivery. SERVQUAL is divided into five dimensions: dependability, certainty, empathy, tangibles, and responsiveness (Andersson, 1992).
Furthermore, it has concentrated on five areas: 
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Gap 1. Gap between consumer expectation and management perception 

Gap 2. Gap between management perception and service-quality specification 

Gap 3. Gap between service-quality specifications and service delivery 

Gap 4. Gap between service delivery and external communications 
Gap 5. Gap between perceived and expected service 
3.4. Total Quality Management (TQM)
It's a method of corporate management that strives to enhance the quality of products and processes by learning from objective and systematic feedback from key stakeholders, such as customers. It is a method of constantly enhancing the quality of the company's products, services, and business processes by involving all the company's employees.
3.5. Customer Portfolio Analysis
The main phase of this approach is
• The first phase is to analyse consumers in order to better satisfy their wants 

• The next step is to interact with the client

• The following is to use consumer data to inform operations at every level of network.
4. Critical Review of CRM Models and Marketing Theories 
After examining the five most common CRM models, it's evident that they all share similar characteristics and are focused on distinct parts of customer relationship and engagement. However, because each firm has its own strategy, aims, and goals, the CRM model should be chosen in accordance with those goals and objectives. SERVQUAL and the Total Quality Management (TQM) model are critically examined in this section in order to assess their relevance to the chosen organization, Amazon.com.
Advantages of SERVQUAL Model: The main advantages to use the SERVQUAL model to measure the level of customer satisfaction with an organization (Andersson, 1992). It can be used on a regular basis to track customer perceptions of service quality. It is easy to identify strengths and weaknesses as well as it provides the opportunity for a firm to assess its service quality performance on the basis of each dimension individually as well as the overall dimensions (UKEssays, 2018). 
Disadvantages: This model is a simple reworking of the SERVQUAL items, which is insufficient for assessing service quality in a variety of service scenarios. The five SERVQUAL dimensions are not ubiquitous. SERVQUAL is built on an expectation model and does not incorporate well-established economic and psychological theory (UKEssays, 2018).
Advantages of Total Quality Management (TQM): It reduces expenses throughout the company infrastructure and organization. TQM helps organization cut costs throughout the supply chain, distribution chain, shipping and receiving, accounting, and management departments without sacrificing productivity or the ability to operate quickly in the face of change. (2019, Alexis)
Disadvantages: Workers may be slow or hesitant to make the necessary changes for the TQM program to function efficiently (2019, Alexis).
5. Selection of CRM Model 

After being analysed and critically reviewed some renown and applicable CRM models, SERVQUAL model is being selected for Amazon.com, considering its business strategy and objectives as well as organizational culture, beliefs, value, and attitudes. 
SERVQUAL surveys should be conducted every year to fully appreciate all of the benefits of using SERVQUAL surveys. Implementing SERVQUAL and monitoring customer perceptions and expectations of service may result in increased cross-selling, employee benefits, enhanced company image, profit gains, and financial performance, as well as increased customer retention, loyalty, and positive word-of-mouth (Shadin, 2006).
6. Application of CRM Model
SERVQUAL is a multi-item scale with high reliability and validity that helps businesses better understand and evaluate customer expectations and perceptions of services, as well as enhance services. This model can be used to bridge the gap 1 between consumer expectations and management perceptions by better understanding customer expectations and improving management-employee communication. Reduce the Gap 2 can be reinforced through customer-focused standard services, performance measurement, and employee rewards. To close Gap 3, a corporation can define its roles, train employees, effectively manage disputes, and implement a solid appraisal system. They can lessen Gap 4 by segmenting the market and communicating with customers based on their values. Finally, market research and surveys can be conducted in order to obtain a comprehensive picture of client expectations and experiences.

7. Recommendation
Amazon has been succeeded to collect and integrate data with a systematic approach and streamline information towards market and offer assistant for customers using there CRM software (Patel, 2021). However, still there is plenty of scope to improve their customer relationship management. It is recommended to apply SERVQUAL Model for further development of CRM process. Through the application of SERVQUAL Model they will be able to reduce the gap between the expectation of customers and the perception of the organization analyzing five dimensions of Tangibles, Reliability, Responsiveness, Assurance, and Empathy. This model will enable Amazon to face further challenges like Covid-19 efficiently. 
8. Conclusion 
Nowadays, the improvement of Customer Experience (CX) and Customer Engagement (CE) through a Service Quality process with effective CRM software is essential to face challenges and achieve competitive advantages. In this report has been analysed CRM model of Amazon, furthermore, they have been recommended to adopt SERVQUAL model after analysing critically some CRM model like IDIC, TQM, Customers portfolio analysis; expecting that recommended model will enable Amazon to improve their existing CRM System to face future challenges and gain sustainable competitive advantages. 
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