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[bookmark: _heading=h.30j0zll]Aim of this report 
This report aims to examine the way both internal as well as external factors including corona virus influence an organization's quality systems as well as controls for the consumers. It also focuses on providing insights on the way an organization can deal with the changed situation along with achieving its targeted objectives by maintaining proper customer relationships. To highlight this topic IKEA is chosen for analysis. 
[bookmark: _heading=h.1fob9te]Brief description about the organization
IKEA is the biggest home-decor item seller in the world, mainly based in Delft, Netherlands. The company’s name is given after Ingvar Kamprad who is the founder of this organization. The company has reached this higher level of success because of its highly skilled employees, and strategic management. In 2020, the total revenue collection of IKEA was 39.6 billion euros (Statista, 2021a). The company sells various items of home decorations covering, kitchen decorations, bathroom decorations, bedroom, and living room furniture (Ikea, 2021). The company operates its business worldwide with a total of 220,000 global employees in 2020 (Statista, 2021b). 
[bookmark: _heading=h.3znysh7]Reason for choosing
A  have been working for IKEA since 2014, and know a lot of things regarding its organizational structure, company policy, and other factors. I have chosen this organization for my assignment as I will easily get internal as well as external information about this company. . 
[bookmark: _heading=h.2et92p0]key marketing and CRM theory/theories
CRM behaviour theory: This theory highlights 7 interrelated factors of customer relationship management mainly in the service sectors. 
[image: ]
Figure 1: CRM behaviour theory
(Source: Wang, 2018)
Modern CRM theories help in integrating all the aspects of customers, as well as supplier's business. It refers to a new approach of looking at the processes of the business to make it more favourable for customers. There are majorly five stages of a CRM process that includes developing brand awareness, acquiring leads, converting most of the leads into a loyal customer base, providing seamless customer services, and driving upsells (Badsi et al. 2017).
Marketing theories
The Marketing Mix: It refers to some strategic actions that organizations take to promote their brand positively in the market and gain a wide customer base. The 7Ps of the marketing mix include product, place, price, people, physical evidence, promotion, and process (The Marketing Mix, 2021). All of these factors determine the company's operations regarding its goods and services, as well as highlight the aspects where it needs to focus more to give the customers a seamless experience. 
[image: ]
Figure 2: 7Ps of the marketing mix
(Source: The Marketing Mix, 2021)
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