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 Organization’s Quality Systems and customer relationship management: Case study of Uranium Energy Corp (UEC)
Introduction
Uranium Energy Corp (UEC) is a multinational uranium mining and exploration company operating in Paraguay and the United States. The company primarily focuses on exploring, pre-extracting, extracting as well as processing of a wide range of uranium products. UEC currently operates several mines in the State of Texas where it primarily utilizes in-situ recovery (ISR) mining to extract yellowcake or uranium oxide (Sass, 2011). The organization also operates various processing facilities where uranium products are processed. 
Moreover, UEC has several mining plants which are mainly situated in the southwestern states of the U.S like Arizona, Colorado, Texas, New Mexico, etc. There is a sense in which Uranium is a primordial factor in the Southwestern states of the U.S hence making the major Uranium exploring companies like UEC leverage the region (Følstad & Bjørkli, 2018). There is a sense in which Uranium Energy Corporation is led by a team of professionals who have multiple decades of experience in various facets of Uranium exploration thus enhancing general quality and professionalism in the operation of the company. Uranium Energy Corporation has various system that helps to support the quality process and principle that forms the basis of the operation of the organization (Juanamasta & Umanailo, 2019). Being that it  
is a leading uranium exploration company in the United States, there is a sense in which it considers customer relations as a priority thus enhancing ultimate customer satisfaction?
           The first system that supports the quality process in the Uranium Energy Corporation is enhancing adherence to sustainable development. Uranium Energy Corporation is a company that is headed by a top-notch professional who clearly understands the importance of compliance with the set sustainable development principles and standards set by the International Council of Mining and Metals (ICMM) (Theopilus & Ardine, 2021). According to the ICMM stance concerning sustainable development, there is a sense in which all mining companies should maintain a quality process by ensuring that all the mining processes and activities promote sustainability in the context of environmental protection, social responsibility, financial profitability, and technical appropriateness. This report critically discusses the quality systems and customer relationship marketing (CRM) at Uranium Energy Corporation with particular focus on its evolving customer relations management during the ongoing Covid-19 pandemic.
Key Marketing Theories underpinning Customer Experience at UEC 
There are a number of key marketing and customer relationship management theories which can effectively be used to explain the current customer relations management strategies adopted by Uranium Energy Corporation. Such strategies have been developed from the onset of the ongoing Covid-19 and thy include, relationship marketing theory and Porter’s 5 forces. The relationship marketing theory is an important theory which primarily focuses on how organizations normally utilize traditional marketing strategies to create long term value for their customers (Payne & Frow, 2006). According to the theory, the strength of the relationship between a company and its customers tend to improve as a company continues to deliver value for its customers thereby increasing customer retention (Gil-Gomez, Guerola-Navarro, Oltra-Badenes & Lozano-Quilis, 2020). Relationship marketing is facilitating two-way contact between consumers and businesses, recording customer behaviors, and providing them with personalized information depending on those activities (Payne & Frow, 2006). 
Customer relationship marketing is built on the foundation of customer management. Relationship marketing aims to use traditional marketing tactics to provide clients with long-term value (Zinkhan, 2012). A number of customer relations marketing strategies which have recently been adopted by UEC in response to the ongoing Covid-19 pandemic can effectively be understood in the context of relationships marketing theory. For example, Uranium Energy Corporation has set up various Covid-19 prevention measures, like introduction of the online shopping for its customers to enable them to make orders through their phones which are then delivered to their doorsteps to prevent exposure of customers to contraction of Covid-19.
Relationship Marketing Theory
 According to relationship marketing theory, when a firm provides value to its customers, the strength of its relationship with them improves, enhancing customer retention. Other marketing methods that overlap with relationship marketing include service marketing, branding, and channel marketing, to name a few. However, some techniques place a greater emphasis on difference, such as service marketing, which focuses on intangible services, and channel marketing, which examines the interactions between channel partners (Kaufmann & Panni, 2017). Uranium Energy Corporation has also established quarantine and isolation facilities in all its seven plants across the United States, which are also accessible to the public (Kim & So, 2022). The isolation facilities have been established within the facilities to help in the isolation of employees who work in the critical facets of the company to enhance continuity of operation despite the virus.
Moreover, relationship marketing, focuses on developing diverse connections in order to improve corporate success. Existing and unsolved conflicts between multiple markets and the firm have a critical influence in defining the company's long-term performance. Gil-Gomez et al. (2020) have established that any unresolved issue can lead to a full collapse of business contacts amongst all market participants. As a result, the organization must match its business processes with its relationship marketing approach. The organization must establish a culture and formal mechanisms for resolving customer disagreement (Kaufmann & Panni, 2017). Through relationship marketing, all participants gain a shared knowledge of their roles and responsibilities, resulting in long-term value for the consumer. Quality processes in Uranium Energy Corporation are also supported by the health, safety, and environmental protection principle (Theopilus & Ardine, 2021). The International Council of Mining and Metals compels all the mining companies to comply with health, safety, and environmental protection (Kaufmann & Panni, 2017). In its connections, Uranium Energy Corporation does not consider the client in the market to be the sole stakeholder. At numerous levels and layers, the Company maintains continuing ties both internally and internationally. The Company seeks to establish outstanding and long-term relationships with its strategic suppliers and other business intermediaries. Partners in sales and distribution, such as entire sales, channel partners, and point-of-sale merchants, are all part of the chain that must be managed through the relationship platform.
The UEC achieves improved environmental protection by ensuring the safety of the mining sites through the rehabilitation of mines that could endanger the lives of the community (Følstad, Nordheim, & Bjørkli, 2018, October). The safety guidelines also enhance quality in the general operation of the company by controlling flooding of the mines, preventing any hazards related to the mining process, hence protecting the lives of customers, employees, the community members, and the general public (Theopilus & Ardine, 2021). When the safety of the surrounding communities, especially in the southwestern states is taken care of, there is a sense in which the relationship of the corporation with its customers and the general public will be improved. Again, this quality assurance system of health, safety, and environmental protection 
are also beneficial in the aspect of the response to Covid-19 pandemics (Ranjan & Verma, 2018).
The Porter’s Five Model
Porters five forces model underpins the current quality systems and customer relationship marketing (CRM) at Uranium Energy Corporation. I also as underpin the company’s evolving customer relations management during the ongoing Covid-19 pandemic. Porter's Five Forces theory is an important model for determining an industry's vulnerabilities and strengths by identifying and analyzing five competitive forces that define every business (Park, 2020). A five-force analysis is widely used to define company strategy by identifying an industry's structure. Porter's model may be used to understand the amount of competition within an industry and improve a company's long-term profitability in any sector of the economy (Park, 2020). Competitive rivalry, threat of substitute products, customer negotiating power, threat of new entrants, and supplier bargaining power are the five factors (Gil-Gomez et al. 2020).
According to the theory, one of the major five forces in marketing is the capacity of customers to drive down prices or their degree of power. It is influenced by the number of buyers or customers a firm has, the importance of each client, and the expense of finding new consumers or markets for the company's product (Greenberg, 2010). With a smaller and more strong client base, each customer has greater negotiating leverage to get better rates and packages. A business with a large number of smaller, independent consumers will find it simpler to rise prices and boost profits. 
Consistent with the theory, UEC enhances the effective and good relationships with customers through compliance with the environmentally sound policies put in place by the International Council of Mining and Metals (Juanamasta & Umanailo, 2019). According to the ICCM provision on environmental maintenance, there is a sense in which all the mining companies are required to maintain a healthy environment hence improving their relationship with the society. This is achievable through the initiation of various development projects with maximum social benefit to the society thus improving the lives of the community (Juanamasta & Umanailo, 2019). For instance, the Uranium Energy Corporation has partnered with some of the southwestern states like Arizona, Texas, and New Mexico to initiate some socially beneficial projects like roads, environmental cleanliness, etc. Hence improving the lives of the community members.
How Internal and External Factors including COVID-19 have affected UEC’s Quality Systems and Controls for Customers
There are a number of internal and external factors which have significantly affected Uranium Energy Corporation’s quality systems and controls for customers. The company’s quality systems and controls are primarily designed to help the organization to enhance customer experience by meeting the customer requirements as well as addressing the potential risks to customer satisfaction. One of the internal factors which have affected UEC’s quality systems and controls for customers is the company’s organizational culture and value system. For example, UEC has developed a culture of innovation which ensures customers are provided with quality products. Corporate culture and senior managers' working styles are essential factors in determining a company's internal environment (Juanamasta & Umanailo, 2019). Closed and intimidating corporate culture or open and participative corporate culture are the two most common descriptions. Business decisions are made at lower levels of management in an open and participative culture, and top management has a high level of trust and confidence in the subordinates. In an open and participative corporate culture, free communication between top management and lower-level managers is the rule. Workers' participation in managerial responsibilities is encouraged under this open and participatory structure.
Similarly, the company's value system also influences how it interacts with its workers, customers, and the general public. The value system of an organization comprises of the ethical principles that guide it toward its goal and mission (Greenberg, 2010). The value system of a business firm's promoters has a significant impact on the selection of a business and the implementation of business rules and procedures (Greenberg, 2010). A corporate organization's value system has a significant impact on its performance and reputation in the business world. UEC's value system, is based on its self-imposed moral imperative to pursue morally decent and fair corporate policies and practices that benefit consumers, workers, shareholders, and society as a whole.
Another important internal factor which has affected Uranium Energy Corporation’s quality systems and controls for customers is the company’s organizational structure. For example, Uranium Energy Corporation has an effective organizational structure which prioritizes on professional management with the majority of shares being held by the company’s promoters. Based on the company’s currently organizational structure, the board of directors is made up of directors who are elected by the shareholders. The company's senior managers are then appointed by the board of directors, who make numerous business choices. The majority of shareholders, on the other hand, assign their voting rights to the management or do not attend the annual general meeting. The type of an organization's organizational structure has a considerable impact on the decision-making process (Theopilus & Ardine, 2021). A corporate organization's efficient operation necessitates that its organizational structure be favorable to swift decision-making (Bergeron, 2004). Delays in decision-making can cost a company a lot of money. In a commercial organization, the board of directors is the highest decision-making body. It makes broad policy choices on the firm's growth strategy and oversees its entire operation. As a result, the board of directors' managerial skills is critical to the smooth operation of a corporation and the attainment of its overall goal and objectives (Bergeron, 2004).
The last important internal factor which has affected Uranium Energy Corporation’s quality systems and controls for customers is the technological capabilities and physical resources of the company. For example, Uranium Energy Corporation has a number of advanced technologies for mining and processing of Uranium which help improve its customer satisfaction. A firm's competitive strength is determined by its physical resources, such as plant and equipment, as well as its technological capabilities, which is a key component in determining its efficiency and unit cost of production (Park, 2020). UEC's R&D skills determine its capacity to develop technologies that increase worker productivity. It is crucial to highlight, however, that fast technical advancement, particularly the exceptional expansion of information technology in recent years, has raised the relative importance of "intellectual capital" and "human resources" in comparison to a company's physical resources. The success of UEC is attributed more to the quality of their human resources and intellectual capital than to their better physical resources.
On the other hand, there are also a number of important external factors which have influenced Uranium Energy Corporation’s quality systems and controls for customers. They include the ongoing Covid-19 pandemic, increasing competition from market rivals, government regulations as well as the evolving technology (Park, 2020). Firstly, the Covid-19 new normal has significantly influenced Uranium Energy Corporation’s quality systems and controls for customers by presenting new challenges to the company when it comes to improving its customer experience (Juanamasta & Umanailo, 2019). For example, COVID-19 has spurred a reconsideration of what customer care means for vulnerable people and the customer service teams that assist them (Payne & Frow, 2006). Examining customer journeys and satisfaction indicators to determine what consumers’ desire has suddenly given way to a pressing need to answer what they require. A customer's engagement with a firm, particularly in times of crisis, may have an instant and lasting impact on his or her feeling of trust and loyalty (Kaufmann et al., 2017). As millions of people are furloughed and withdraw into seclusion, how companies they frequent and rely on offer experiences and service that meet their new requirements with empathy, care, and concern will be a fundamental barometer of their customer experience (Kaufmann et al., 2017). Payne & Frow (2006) state that today is also the time for customer experience (CX) executives to position themselves at the vanguard of the crisis's longer-term transformations in consumer behavior.  Payne & Frow (2006) also conclude that it will be critical to keep a constant eye on shifting customer preferences and to innovate quickly to redesign experiences that are relevant in a new environment.
Another way through which COVID-19 has influenced Uranium Energy Corporation’s quality systems and controls for customers is that it has enhanced the critical importance of using digital channels to connect with customers and market the company’s products (Gil-Gomez et al., 2020). For example, the Covid-19 pandemic has boosted the value of digital channels, particularly for businesses that engage with clients in person, such as merchants and hotel providers. However, as consumers sought experiences to compensate for a lack of physical engagement in their lives; businesses also competed for their attention in an increasingly competitive online marketplace (Park, 2020). Thus, it led to growth of digital user interfaces accelerated.
Moreover, today’s rapidly advancing technology has also significantly influenced Uranium Energy Corporation’s quality systems and controls for customers. It takes into account the market's effect on technical breakthroughs and inventions (Kaufmann et al., 2017). Automation, new equipment, and technological knowledge are some of the most prevalent examples. Gil-Gomez et al. (2020) state that from client interaction to service delivery, technology has made job much easier. Besides, interactions with clients has become less complicated. Technology guarantees that Uranium Energy Corporation’s consumers receive high-quality services and goods. Consumer service technology can help improve the customer experience at street retailers. By incorporating technology into the customer service, Uranium Energy Corporation’s has been able to draw more customers (Xu et al., 2012). Companies that use technology in their customer support services believe that adopting technology may yield positive outcomes for your organization (Greenberg, 2010). Moreover, technology guarantees that data is available at all times for excellent data management. This includes the usage of computers and software designed to protect data, such as cloud storage (Greenberg, 2010). For example, Cloud storage guarantees that all of the information that clients want is easily accessible. This is an improvement in record keeping since companies are more likely to lose data if records are kept manually, resulting in better customer support services (Gil-Gomez et al., 2020). Technology has had the most positive impact on customer service of UEC. The company is now able to do tasks more quickly and efficiently, resulting in satisfied consumers.
The other important external factor impacting on the Uranium Energy Corporation’s quality systems and controls for customers is government regulations. A number of new laws and standards have been enacted to enhance the quality of Uranium products. Strict adherence to the quality related regulations has ensured that the company is able to deliver quality products to its customers thereby improving customer satisfaction and experience (Kaufmann et al., 2017).Park (2020) further establish that delivery of quality products has a favorable impact on satisfaction, which in turn has a positive impact on future intentions. Park (2020) also noted that through customer happiness or perceived value, service quality has an indirect beneficial influence on repurchase intention. Besides, poorly constructed laws may do more damage than good by suffocating innovation, growth, and job creation; wasting scarce resources; undermining sustainable development; unwittingly harming the people they are meant to protect; and eroding public trust in our government (Kaufmann et al., 2017).
Lastly, increasing competition from the company’s market rivals has also influenced Uranium Energy Corporation’s quality systems and controls for customers. When businesses compete for consumers, they provide higher-quality goods and services, offer more variety, and innovate more (Gil-Gomez et al., 2020). In a competitive market, qualities like great customer loyalty and happiness will help your business stand out (Theopilus & Ardine, 2021). The company has been able to set its brand apart from the competition by having exceptional product offers and a clear understanding of what your clients want. By establishing communities around the brand, UEC also generate future value.
Customer Experience Analysis
 Customer experience analysis refers to the measurement of whether the products and services provided by an organization meet the needs and expectations of the customer (Theopilus & Ardine, 2021). Through customer experience, an organization can gauge whether organizational activities like services and general products fall short of the customer’s needs. Generally, customer experience analysis is good for progressive brands that are still growing and are in the business of marketing since it enables the organizations to identify situations where the brand fall short of customer expectations and adjust to meet customer expectation (Theopilus & Ardine, 2021). There are several marketing methodologies and strategies that organizations can use to gauge the truth and analyze customers' experience with an organization. Below are some of the marketing models that can be used to market and equally assess customer experience in an organization.  
Website analysis is the first marketing model that can be equally used to analyze the experience that customers have with an organization (Ranjan & Verma, 2018, August). From a crucial point of view, there is a sense in which an organizational website is the first point where the management of an organization interacts with prospective customers of the brand in question. Aside from the marketing role, the management can use the website to track the comments made by customers based on their experience with the organization (Ranjan & Verma, 2018, August). Normally, the connect could subsume compliments and complaints regarding the services and activities of the organization. The complaints are always perceived as positive criticism and feedback which are then worked on to adjust organizational services to meet customer needs (Ranjan & Verma, 2018, August). 
Secondly, seeing what the competitors are doing is another important way of marketing and analyzing customers' experiences in an organization. This approach encourages organizations to also check what successful competitive that they are using in the context of product marketing that make them worthy competitors in the industry (Kim & So, 2022). This will equip an organization with additional knowledge, skills, and strategies when it comes to marketing and analyzing customer experience. To gain more knowledge and strategies for analyzing customer experience, an organization should even check on the strategies used by other successful companies outside of the industry and transplant components of the strategy that are applicable back at home (Theopilus & Ardine, 2021). Some of the companies that emphasize customer experience that is worth learning from are Apple, Starbucks, Amazon, etc.
Net Customer Needs Solution Survey is the third method of analyzing customer experience in an organization (Theopilus & Ardine, 2021). It is a survey that is aimed at measuring the general operations of an organization to gauge the extent to which the needs and requirements of customers have been met by the brand in question (Gil-Gomez et al., 2020). This method which is based on a survey entails data collection concerning the reaction of every customer concerning the brand in question and using the collected data to gauge the extent of customer satisfaction with the organizational product (Kim & So, 2022). The method is one of the best methods of analyzing the experience that customers have with an organization because entails collecting the views of every individual concerning their ants and expectations from the organizational experiences. The collected information is then grouped and analyzed thus enhancing the gauging of the level of satisfaction of customers (Ranjan & Verma, 2018, August). The score of the Net Customer Needs Solution Survey is therefore given by finding the difference between customer needs and requirements that have been met and all the incidences of satisfaction thus helping to identify areas that require adjustment to enhance the achievement of the best customer experience with the organization in question.
Benefits of Developing Good Customer Relationship
 Customers are the linchpin of any business organization since they are the most important component of any organization. Therefore, business organizations ought to emphasize on the satisfaction of customers by providing them with good experience (Park, 2020). The following are some of the importance of establishing and maintaining good customer relationships in an organization. First, good customer reduces the risk of losing customers (Juanamasta & Umanailo, 2019). Before, it was believed that the only thing that can make a business lose customers are high prices of products. From a crucial point of view, there is a sense in which high prices are a trivial issue in instigating customers to switch to rivals or competitors in an industry. However, the general experience of customers in an organization is the major contributor to the switching of customers (Følstad & Bjørkli, C2018, and October). Every business organization, either small or big should set up a customer desk in which complaints from customers are received because there is no business that is too small to receive a complaint and compliments from customers. In the context of large organizations, and opinion box should be set up to allow customers to register their dissatisfaction and general experience with the organization in question (Denarii & Mavondo, 2019). The customer complaints and compliments will enable an organization to identify services that should be added or adjusted to enhance customer satisfaction hence retaining already existing customers and attracting new ones.  
The second benefit of maintaining a good customer experience is that it creates a competitive environment in the market (Følstad et al., 2018 October). The market is currently saturated with business and therefore competition has always been about customer experience and innovation. Business organizations in an industry have resorted to improving customer experience as a way of making them more competitive in the market (Denarii & Mavondo, 2019). Therefore, every organization is very keen on how it treats and relates to customers because it is the determination of customers' continued allegiance to the business or their switching to other competitors in the market. Business organizations should therefore be much concerned with the withdrawal of one customer and immediately address the issue that caused customer dissatisfaction. Thus, it will lead to switching to another competitor to prevent more customers from experiencing the same thing. Lastly, maintaining a good customer relationship in an organization helps to influence repurchase and loyalty functions (Juanamasta & Umanailo, 2019). Any business organization that relates well with its customers is always assured of loyalty and repurchase from such customers. When a business relates well with customers, the latter becomes happy and will therefore always come back from the purchase of one or the other (Juanamasta & Umanailo, 2019). On the other hand, customers who are unhappy due to poor relationships and experience in an organization may prefer to try to seek help elsewhere where they think they might be treated well to their satisfaction.   
Challenges of Maintaining Good Customer Relationship
 The first challenge in maintaining a good customer relationship comes in form of the law decreasing returns. Relationship with customers begins with creating an initial spark that creates interest and trust in them, thus promoting its grow (Følstad et al., 2018 October). However, with time, the initial sparks become repetitive and appear less valuable, hence raising the need for other innovative ways to emerge. In a nutshell, relationship between a business and a customer is compared to the life of a moving shark, i.e. it must always keep moving forward or else it dies. The second challenge is the possibility of customers failing to pay their bills (Denarii & Mavondo, 2019). One of the best ways of enticing customers into a good relationship is by offering them incentives and other services which could include debts to improve loyalty. However, customers could unexpectedly fail to pay their bills and debts hence narrowing down the profit margins of the organization.
Conclusion
Uranium Energy Corp (UEC) focuses on exploring, pre-extracting, extracting as well as processing of a wide range of uranium products. UEC currently operates several mines in the State of Texas where it primarily utilizes in-situ recovery (ISR) mining to extract yellowcake or uranium oxide. The company’s quality systems and controls are primarily designed to help the organization to enhance customer experience by meeting the customer requirements as well as addressing the potential risks to customer satisfaction. Lastly, the organization has also actively engaged in customer experience analysis as it enables the organization to identify situations where the brand fall short of customer expectations and adjust to meet customer expectation.
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