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                                              UEC Task 300 to 500 Words.


This report is based on a case study given by the university. the aim is to apply CRM knowledge into the chosen organisation which is Lebara. Also, how external factors such as covid 19 affect or influence organisation culture quality system in this organisation. 
I have never worked in this company, but one of my family members presently working there. (sister) Also by the end of this report it should be able to show you how this organisation is able to maintain/achieve a good customer relationship. I will be introducing CRM theories/ models such as Customer behaviour model, Paynes five forces model, QCI model/Maslow’s Hierarchy theory…

Lebara.
Is a telecommunication company which was founded in 2001 by Baskaran Kandiah and Rasiah 	Ranjith Leon and its CEO is Stephen Shurrock. It headquater is in the Netherlands. Its revenue in 2020 was 400 million euros. The company provide services for many countries around the world. Lebara uses the mobile virtual network operator business model and the Lebara group provide pay as you go, and contract based mobile sim card. 
when first launch the company's initial product was international telephone calling cards, sold through independent mobile phone shops In 2004, Lebara Mobile launched a low-cost international service in the Netherlands, selling SIM cards using mobile carrier Telfort a subsidiary of KPN. Lebara launched its first postpaid monthly contract SIMs in the Netherlands in 2017. This part of it move was to appeal to a broader customer base. Now Lebara focuses on traditional international calling market and offering SIM-only plans, and post pay services. This telecommunication company aim is to offer 5G services as these become available.

Customer behaviour model.
This is literally the way a mathematical formation is constructed to represent the mutual behaviors that is observe between a specific groups of customers. to predict the similarity behaviors among customers in similar circumstances.

