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Introduction
Globalization and the development of information technology have broken the monopoly market globally. Customers can access a huge product portfolio and substitute products. So every service and manufacturing company has emphasized building customer relationships to increase sales and developing a trusted customer. Customer relationship management (CRM) is the study of customer management strategy. CRM is the combination of people, processes, and technology to serve the customers (Chen and Popovich, 2003). Coordinating and managing these three factors, the company holds the customers to build long-term relationships. CRM is considered the fundamental strategy in a corporate world because customers are the king here. If the organizations can’t extract customer-focused and customer-driven stimuli like high-quality products with reasonable prices, post-purchasing service, and continuous communication, the company will lose the market in front of global competition. 
Consumer behavior is an ever-changing approach because the external business environment influences customer behavior. The Covid-19 pandemic has forced companies to rethink customers relationship building. Except for the online sector, large, medium, or sole traders have faced financial losses because of the disruption of everyday routine. That online retail or service organizations have enured good quality service, security, and timely shipping, they have established a strong market position in this pandemic. The post-covid situation can create a positive impact on the firms because these online-based firms have created value for their customers serving the best experience. 

The assignment will explore the CRM, understanding of the quality process in the workplace, the benefits and challenges of developing and maintaining good customer relationships in the Context of Amazon Company. The report will critically analyze the influence of Covid-19 on Amazon’s quality system and controls for the customers and how Amazon is dealing with a new situation for good customer relationships. The marketing theories (Porter’s five forces, Consumer’s decision-making process, and Ansoff Matrix will be discussed here. Again, the customer engagement behavior (CEB) model will be discussed here to understand customer engagement. 


Company profile
 Amazon started its journey in 1994 selling books and music online. After one decade, Amazon has become the online retail giant in the world. Now the company's worth is US$321.2 billion (2020). This is the fast-growing company in the world. Behind the success of Jeff Bezos, strong leadership, hardworking, innovation, keeping customer priority, free shipping, and easy access are the main drivers. Now Amazon is the most trusted online shopping site in America and many European countries. Most probably, customer relationship management has assisted to reach this destination. 
Covid-19 has forced the government to apply Lockdown to reduce the outbreak of the Corona Virus. Only departmental shops and Pharmacy is allowed to open. So, people are using the internet for home delivery services. UK’s retail industry hasn’t’ too much workforce or technological strengths to face this vast number of online orders. So, Amazon has gotten all kinds of privileges. In such a critical situation, customers haven’t’ raised too many claims on Amazon about serving. Customers have trust in Amazon. In addition to, their cloud computing service, Amazon Prime videos, consumers electronics, and entertainment have been provided perfectly. This report will explore how Amazon has ensured a quality process for maintaining customer relationship management. 
	
Customer relationship Management- An overview


The key marketing and customer relationship management theories relating to Amazon

The factors that influence Amazon’s quality systems and controls for customers in times of crisis like COVID-19.

Quality process of the organization and systems applied in meeting customer requirements and maintaining good customer relationships in COVID-19.

The benefits and challenges of developing and maintaining good customer relationships
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