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QUALITY SYSTEMS AND CUSTOMER RELATIONSHIP MANAGEMENT






Executive summary
Management of proper customer service and relationships is the most effective component to gaining business success. It increases chances to increase the level of customer satisfaction and thus Nestle has focused on the development of sustainable business development provisions to gain better output. It helps to deal with all the challenges observed by the organisation in long run. Academic concepts such as PESTLE, Porter 5 Forces, Marketing mix and Communication Mix along with the Ansoff matrix have been used to analyse the maco and micro environment for the business of Nestle regarding customer interaction and customer care service system and quality.
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[bookmark: _heading=h.mpqti0yyvh7t]Task 1
How have internal and external factors affected or influenced your selected organisation’s quality  systems and controls for customers to deliver a 24-hour customer service?
[bookmark: _heading=h.mbs02vk1leko]Introduction
Customer relationship management or CRM can be defined as the process of organising and managing interactions with existing customers and potential customers through the help of technology resulting in minimal response time and customer satisfaction. In industry, CRM is essential in understanding consumer grievances and processes to address them correctly (Kumar and Reinartz, 2018). There are 3 types of CRM practice- a) Analytical, b) Collaborative and Operational. In the recent era, Strategic CRM has also been added that targets the customers’ attention to gain a competitive advantage. CRM Practices are predominantly used in MNCs where service weighs equal to products or even more.
As per the opinion of Rahimi and Kozak, (2017), is a process of business interaction followed by an organisation to increase the involvement of all stakeholders. Leaders of an organisation follow certain steps to ensure effective management of customer relationships for example targeting customers, the process of customer acquisition, conversion, retention and loyalty. The study aims to make a proper evaluation of the impact of many external and internal factors in determining the business outcome and analysing its impact on understanding different dimensions of customer relationships to ensure the formulation of better business infrastructure to deal with challenges observed by the organisation. It is important to adopt strategies to increase customer satisfaction.
[bookmark: _heading=h.1fob9te]Company details 	
Nestle is a multinational company which has its headquarters situated in Switzerland. The company deals with the business of drinks and food processing (Bragg et al. 2020). From the year 2014, it has established itself to be the largest food-producing company in the world in terms of its revenue metrics. In the financial year 2021, it has caused a value addition of 23.98 billion Swiss Francs in terms of the GDP of the nation. To make business expansion in developing nations it has made a yearly 3% resource investment for the formulation of better business infrastructure. It is focusing on buying right from a famous company like Starbucks to sell its products.
[bookmark: _heading=h.nmjj4tgcjfd7]Brief introductions of concepts
To analyse the influence of external and internal factors on Nestle’s quality systems and controls regarding customer service, 5 academic theories and models have been used. To assess the macroenvironmental (external factors), Porter’s Five Forces, PESTLE and Marketing Mix have been applied. Whereas, to evaluate the microenvironmental factors (internal), Ansoff Matrix and Communication Mix have been implemented. Porter’s Five Forces was given by renowned academician Michael Porter and this model assesses the market competition from a competitive perspective in a particular industry. No two industries or business sectors can have the same results as the 5 Forces. Bargaining Power, Negotiating power, Level of Competition, New Entrants and Substitution threat are the five sections of this model. PESTLE analysis is an internationally acclaimed technique that analyses the environmental factors endemic to a particular country.
PESTLE for two nations can be similar but never the same (Alanzi, 2018). PESTLE denotes Politics, Economy, Society, Technology, Law and Environment (climate). This analysis is a generalised concept that is used for every industry and every organisation. 4P Marketing Mix involves 4 aspects that are used to determine the condition that an organisation is operating in and the method in which it can succeed. This theory is specifically used for marketing and promotion (Išoraitė, 2016). The sections in this theory are- a) Price, b) Promotion, c) Place and d) Product. Ansoff Matrix is a model given by Igor Ansoff, a Russian-American mathematician to measure ways of business expansion. Ansoff Matrix is utilised to understand which process to follow when looking for market expansion. According to Ansoff Matrix, there are 4 ways of market expansion- a) Market penetration, b) Market development, c) Product development and d) Diversification. Communication Mix is a method of marketing with an emphasis on specifics. Advertising, Sales, Promotion, Public relations, Public Events, Social media promotion, Mobile and email marketing and Personal selling are components of Communication Mix (Todorova, 2015).
[bookmark: _heading=h.vfwe0qzxh45]Critical evaluation of the external and internal influencing factors
[bookmark: _heading=h.p8czg4k8hq0o]4P’s Marketing mix
Price- It is quite normal that the more expensive the product, the higher the chances of customer service requirements. It has been observed that to ensure greater marketing tactics, Nestle in its developed nations’ markets gives a ring to its repeating customers. Nestle on in developed nations have established parlours and in developing countries, Nestle only goes for retail sales. It is because the per-head purchase capacity is lower in developing nations but the positive point is it does not need any significant customer service systems in those markets (Lahtinen et al., 2020). Whereas in the developed nations where the prices are higher and the products are better too, Nestle runs a 24/7 customer service system in a highly organised manner.
Product- For smooth customer service, all of the products of Nestle have customer care numbers and places to lodge complaints written on them. The customer care number of Nestle written on the products is 1800 103 1947. Interestingly, for products of Nestle that are extravagant, the need for customer service is more. For example, when Nestle created a fancy choco bar range costing up to 4 times the normal range, it resulted in 3 times complaints and thus, it can be said that often the frequency of customer service required depends on the products too (HR. and Aithal, 2020).
Place- Geography is an integral part of the marketing mix. For Nestle, the prime the locations of its parlour, the higher the need for customer service. Nestle provides 24/7 customer service in most selling parlours and some of these parlours are open 365 days a week because of high foot traffic in those stores (Lahtinen et al., 2020). The company keeps dedicated teams for customer service in shopping malls or large retail departmental stores where any product information or any complaints are addressed by those customer care executives immediately. For delivering a high level of customer care service, Nestle trains their employee for a full 1 month and mannerisms of individual geographical locations are taught.
Promotion- As for promotion in the marketing mix, Nestle does what it does best- it heavily does marketing campaigns in social media. Platforms such as Meta and Twitter have emerged as marketing tools for Nestle where there exists a dedicated team who immediately responds to any review or comment in Nestle’s pages and posts in social media (Baker, 2017). Queries regarding any product given online are also answered immediately and this can be counted as part of customer relationship management practice.
[image: ]
Fig: 4P Marketing Mix Elements
(Source: Sahir and Rosmawati, 2020)
[bookmark: _heading=h.t91e7txsz9tp]PESTLE Analysis
Political- In developed markets such as the USA or the UK, there are proper legislations laid for customer interactions and issues such as discrimination in customer service systems. Also, there are rules for chargeable customer services and non-chargeable ones and corporate such as Nestle need to abide by these legislations. But in developing countries such as Kenya, India, Brazil, etc. no such hardcore legislations exist regarding customer interactions (Nandonde, 2019). Hence, Nestle does not need to train its customer care executives in developing countries for any additional parliamentary regulations. On the other hand, the EU is politically sensitive about the Russia-Ukraine war, and the UK is sensitive about Brexit thus, Nestle needs to make its customer interaction as minimal on this topic as possible.
Social- Customer service is directly related to the sociological trend in the nation’s market. For example, in the UK, customer service call centres pay more respect to the social awareness trends of the customers such as vegan trends and healthy food options. In the UK about 13% of the young generation has turned vegan while about 27% are looking for healthy ready-made food product options (Statista, 2022). But in a country such as India, customer interaction is mainly dependent on the religious sentiments and nationalist attitude of the people and any wrong post or any inappropriate comment about India’s territorial integrity or hurting a section of any religion’s followers can lead to a social boycott of the company for a few months (Phan, 2021).
Economical- Economic aspect of customer service depends on the nature and price of products and their relation with a market economic condition. For example, in the UK, retail companies sell mainly, grocery and stationery goods, and rarely do the companies receive calls from customers. However, as the purchasing capacity of the main customers increase, the number of products sold through wholesalers and retailers also increase and higher are the chances for maintaining a customer service system. The UK is experiencing an economic recession and 14.8% inflation at present and thus, it is to be noted that the total amount of sales volume of Nestle has dropped by 11% (Office of National Statistics, 2022). Thus, in these conditions, the requirement for maintaining a large customer service system online and through calls for third-party retailing businesses is not required. This in the long run would result in unemployment.
Technologic- It depends on the country in which Nestle is operating. For example, in the UK and in China where the nation's position in the global technological index is high (for the UK it is 4th and for China it is 7th), customer service systems servers must be updated all the time. Nestle also is required to spend a significant amount on upgrading its online customer service systems because technologically innovative countries tend to have multiple systems upgrade in a shorter duration of time. On the other hand, a positive point is that Nestle in technologically upgraded countries can get access to highly skilled native manpower to handle, install and modify these customer service servers and systems thereby, providing the company with an opportunity to give better customer service (Kardes et al., 2020).
Legal- As part of the legal system, in the UK and USA, there are hard rules against providing misinformation to customers while CRM and non-compliance with these rules can result in hefty fines and even blacklisting for a certain period of time (Spradling et al., 2021). Hence, Nestle’s CRM should make sure that none of its customer care executives says anything that qualifies as misinformation or none of its promotional posts gives any myth guise as a fact. In countries such as China, there are rules against asking too much customer information and in India, it is a crime to sell or convey any customer information to a third party during an interaction or otherwise, it can result in lawsuits thereby, limiting Nestle’s CRM (Chawla and Kumar, 2022).
Environment- As for the environmental aspect, this can be said customer interaction should be clever to highlight the selective products if required. In most countries, the present customer drive is towards environmentally sustainable products and Nestle should highlight using environmentally sustainable straws and cartons, and using lower carbon footprint electrical wires in the customer service support system to generate sympathy towards its intentions and so that the customers feel that Nestle is doing its part towards climate change deacceleration (Kardes et al., 2020).
[bookmark: _heading=h.xea9sup3wt4s]Ansoff Matrix
Nestle uses the market penetration growth strategy in most of its markets. For market penetration, companies such as Nestle can simply create a new customer service system that provides assistance regarding any of its products (applicable for direct customers and retailers), to create an advanced customer interaction system which is greater user-friendly than the previous one (Gozali et al., 2022). This could be executed because Nestle would know the target market extremely well and would have thorough know-how about how they can react to any system changes or what the customer needs from Nestle’s customer care service. Experimentation using customer service quality tools can be done for developing a different system with higher quality grades to make the customer feel that service quality has also been upgraded with the introduction of a variety of the same product/s (Prasetyo and Rahman, 2018).
[image: ]
Fig: Quadrants of Ansoff Matrix
(Source: Droždz and Volkov, 2015)
[bookmark: _heading=h.cjjp3lj6chih]Communication mix
In Advertising, customer interaction can influence marketing negatively if everything cultural norm is not attended to. Making promotion posters using cultural innuendos provide better results in CRM practices for Nestle. As part of sales, the customer care service support system must be available all the time to make the customers feel valued when they want to register any complaints or provide any feedback (Todorova and Zhelyazkov, 2021). As part of social media promotion, it s necessary for a company such as Nestle to develop a system that refers to the quickest response to any queries regarding product launches or their price and specifications. In social media, it is important for Nestle to emphasize its 24/7 response availability as in urban areas, the target market can message to a company’s server anytime including in the middle of the night (Putri, 2017). Also, there should be separate media pages for each individual market and the employees forming the customer care service team should be native to those markets to understand and analyse the customer responses.
In public relations, Nestle should promote direct customer interaction and feedback through physical and online survey forms. Customer care representatives can be engaged in large departmental stores and in shopping malls to enquire about the target market’s feeling and view regarding Nestle’s product directly and special attention should be paid to the questionnaire formulation (Putri, 2017). For Public events, sponsoring charity and sports events and interacting with customers directly through specially trained executives can form part of market research to understand what can be improved in its service system. As for mobile and email marketing, Nestle’s customer care service can be influenced by putting cultural individuality such as promoting Diwali sales in India, marketing new products in Chinese New Year and calling customers to let them know about Christmas sales discounts during early November (Todorova and Zhelyazkov, 2021).
[image: ]
Fig: A few parameters of Communication Mix
(Source: Todorova, 2015)
[bookmark: _heading=h.cp895090ohgd]Porter’s 5 forces
Customer Power- Retail food and beverage industry have too many market competitors. In a market wherein, there are plenty of retail companies exists with a huge variety of products, the bargaining power of the customers becomes automatically high and they want quality after-sales customer service too. Thus, for Nestle, it is necessary for the company to develop an all-time available customer service system to retain its target market via customer service satisfaction (Bruijl and Gerard, 2018). Also, customer satisfaction would increase sales volume thus, covering the expense of running an upgraded 24/7 customer care centre.
Suppliers Power- Nestle being one of the largest corporate giants in the world has a complex web of supply chain with too many suppliers thereby, making the negotiating power of Nestle substantially high. In a situation where the number of suppliers is too many, there is a chance of omnichannel server problems in the outbound supply chain during the distribution. As departmental store owners and wholesalers are also part of Nestle’s clientele in the B2B scenario, Nestle needs to provide customer care service quality and servers should never be down or the service system should never crash (Bruijl and Gerard, 2018).
Level of Competition- The level of competition in the retail food and beverages industry has always been high. Nestle’s market competitors are Britania and Patanjali (in India), Mars, Kraft Foods and Pepsi Co (in the USA), Mondelez, Danone and Unilever (in Europe and Latin America). In a market such as Brazil or the USA where the level of competition is higher in the retail industry, it is compulsory for the corporates such as Nestle to develop a highly user-friendly service system with greater cultural and linguistic competency in its customer care service to gain a distinct market advantage (Kumar and Nanda, 2022).
Threat of substitution- Almost in all the markets where Nestle exists, the threat of substitution is substantially high as its market competitors have good quality and affordably priced products. In an emerging market where already several substitute products exist, it is necessary for Nestle to comply with the already established customer care service system in that host country. If the existing service system of Nestle is very different then, Nestle needs to modify its customer care service system to form an upgraded version of the system that is popular in the emerging market (Kumar and Nanda, 2022).
New Entrants- As Nestle products are all of high quality and it operates on a scale where market entry at such a proportion requires gigantic capital, is not feasible for random new entrants to penetrate the market. Thus, Nestle does not need to alter any of its customer care service systems or its quality tools for a new market entry.

[bookmark: _heading=h.3znysh7]Task 2 
[bookmark: _heading=h.2et92p0]Business objectives of Nestle 
Along to serve customers of diverse cultural backgrounds and requirements this company has formulated a business intervention strategy (Kampani and Jhamb, 2020). Not only gaing revenue, but the company also focuses on fulfilling corporate social responsibility to increase stakeholders’ involvement . As per the business view of the organisation, the quality of life depends upon increasing the quality of food. Along with the use of a global level of skill and expertise this company has set the business objective for fulfilling customers’ commitment to its product line through more interaction. The organisation aims to provide future generations with a healthy and standard life. Adoption and implementation of tools of artificial intelligence have affected the better outcome of the business.
Due to the change in lifestyle of people, it has been observed that healthcare parameters are strongly disintegrated. As a result, medical professionals are suggesting people make changes in their lifestyle and food habits to ensure holistic well-being (Haislip and Richardson, 2017). Considering this situation Nestle has tried to interpret its business principle and fulfil customers’ requirements. In this context, the company has set up its goal along with ensuring overall well-being in healthcare parameters of consumers. The company has focused on managing an ethical approach to running a business. 
[bookmark: _heading=h.tyjcwt]Challenges observed by Nestle in managing better business-standard 
While dealing with the issues of fulfilling business growth Nestle has faced issues in managing its growth appetite due to the gap observed in the lean period. Many companies are already working well with their particular business standard along with the process of fulfilling customers’ requirements. While dealing with the impact of shrinking business volume Nestle faced leadership crises at the initial stage (Hussain et al. 2018). While making business expansion in the developing countries of the nation Nestle has faced difficulty in increasing the number of investors to get more resources. It has created a gap in the process of ensuring better outcomes in developing customers’ inolvement.
Before the inclusion of the inclusive business concept, it has been observed that 60% of products of Nestle's unhealthy in standard. It impacts the healthcare parameters of consumers and it causes difficulty in managing the sustainability of customers. On the other hand outbreak of the pandemic and economic contraction as the post-pandemic impact has caused challenges in managing business standards followed by the organisation(Hussain et al. 2018). Due to the outbreak of the Ukraine war supply of raw materials for the production of food elements has decreased causing difficulty in business-standard. This is how the strategy of managing customer interaction has got affected.
[bookmark: _heading=h.3dy6vkm]Impact of external factors to increase customers satisfaction 
As a famous brand, Nestle operates in 190 countries and it ensures a strong level of value addition in the GDP estimation of the nation. With its strong capability in dealing with risk factors observed in terms of economic infrastructure, it has faced a certain level of challenge in dealing with the post-BREXIT situation. Taking advantage of the provisions of economic growth taking place in Switzerland it has focused on value addition in its product line to ensure the fulfilment of customers’ requirements  (Lee et al. 2020).The social structure of the nation is flexible and progressive and thus the adoption of modern technological intervention has provided opportunities for making the expansion of the customer base.
Legal provisions followed in a nation to develop infrastructural guidelines for a business play a crucial role in determining the ease of doing business. In the case of Switzerland government has always focused on simplifying the legal norms providing a better opportunity for organisations to increase business operational efficiency. In the case of Nestle, the prime focus is the formulation of better business standards to ensure the fulfilment of customer satisfaction. Thus the company has included customers’ feedback by making evaluations of user-generated content to bring a shift in its product line. It will help to gain better business outcomes in long run.
[bookmark: _heading=h.1t3h5sf]Impact of internal factors 	
Nestle has focused on managing its brand image with value addition to its existing product line. The organisation has already acquired a strong source of geographically expanded source for revenue generation. While dealing with customers from 189 countries it has acquired an understanding of the diverse needs of customers along with better customer interaction (Dewnarain et al. 2019). While in some cases the preferences of people differ from one region to another. It leaves an impact on fulfilling customer satisfaction. Thus the company has focused on strategies, policies and practices to deal with the weakness and take benefit of the organisational strength.
Along with the investment of 5000 crores in India Nestle is planning to gain 5% growth within 2025. Few components have provided the opportunity to accomplish better provision in customer relationship management for example valuing cultural diversity of different regions, ensuring premium quality of products, market cannibalisation in a decentralised pattern superior geographic market coverage. It has provided the opportunity for the company to ensure better customer relationship management. Growing trends of business of other organisations operating in this industry have created a threat to this company to maintain customer interaction (Uddin, 2019). It has provided the opportunity to determine better customer interaction.
[bookmark: _heading=h.4d34og8]The process to deal with the requirement of new customers
To sustain the legacy of business growth an organisation needs to focus on making an expansion of customer base and along with that developing a strategy to retain new customers (Talón-Ballestero et al. 2019). Understanding customers’ psychology, and buying preferences and making evaluations of their feedback to bring change in the product line. As a global brand, Nestle has focused on making an evaluation of the business model and increasing the level of interaction with customers to increase awareness of a product. This company values customers’ opinions and thus focus is given on addressing feedback to make them feel valued in long run.
A few other steps have been adopted by Nestle to increase the level of customer satisfaction for example creation of an amazing onboarding experience for customers, an increase in the level of personalised interaction, managing proper communication protocol, easy manner of addressing customers’ feedback and offering unique product line to ensure chances to increase customers’ satisfaction (Kee et al. 2021). Nestle has successfully implemented this practice in the last 3 years by adopting these steps and it has incareses the chances of fulfilling the sustainability of the customer base. It has directly impacted the chances of customers’ sustainability in long run.
[bookmark: _heading=h.2s8eyo1]Developing and managing customers’ relationship
Nestle has focused on the integration of certain steps to develop and manage better customer relationships for example understanding customers' requirement and their purchasing power parity, adopting of proper business model with strategic intervention to increase customers' communication, managing organisational behaviour and retention of a particular customer base to bring a better outcome (Naibaho et al. 2020). Overcoming the barriers of geographical boundary this nation the company focuses on an equal level of business intervention in developed and developing countries. Communication, exceeding the level of customers’ expectations, addressing feedback, responding appropriately and making an evaluation of business goals are components of this business process.
As an organisation, Nestle has adopted strategies for managing customers’ relationships for instance personal assistance, transactional relationship, automated service and the process of digital intervention. Artificial intelligence which is the gift of modern technology has helped to make a proper evaluation of business goals and understand the perspectives of customers to increase chances of managing requirements(Uddin, 2019). The organisation aims to gain more than 4% progress in terms of business outcomes by 2025 with an integrated business pattern in many developing and developed countries in a balanced way.
[bookmark: _heading=h.17dp8vu]Artificial intelligence in managing customer relationship
CRM study which is based on the use of artificial intelligence helps to evaluate sales generation potential with the proper strategy of digital marketing (Lee et al. 2020). AI tools help an organisation track customer traffic on the website of the organisation with a proper understanding of changing market trends. Nestle has used AI tools to use and evaluate real-time data to understand changing the direction of customer requirements and provide customers 24 hrs support. There are three factors which are given importance by the organisation for example behaviour, trend and preference. AI tools help to manage alignment with these parameters.
Nestle has adopted the support of IoT-generated data and implemented them through different digital media channels to ensure customer satisfaction (Srivastava et al. 2019). To increase the level of customer service experience Nestle has tried to evaluate its customers’ reviews to increase the effectiveness of business. The purpose of 24hrs support to the customers is to increase the fulfilment of customers’ requirements and increase chances of gaing better business outcomes in the long run. The use of artificial intelligence has increased the chances of increasing accuracy in customer support.
[bookmark: _heading=h.3rdcrjn]Managing customer relationships and gaining business sustainability
Nestle has already established itself as a global brand and it has helped it to increase the chances of sustainability in the business model (Leliga et al. 2019). Considering the dynamism of the business structure the company has focused on the use of AI tools to increase the effectiveness of its business model. The focus of the company is to ensure the fulfilment of customers' requirements and make changes in the existing business structure. It has helped the company to retain its customer base and increase the effectiveness of its business model. Along with making an expansion of business in different regions the company has developed a strong level of business segmentation to ensure value addition in business. All these targets can be accomplished with proper management of customer relationships in the process of business in the long run.
[bookmark: _heading=h.26in1rg]Recommendation 
An organisation needs to focus on the development of better customer relationship management provisions to deal with business situations, and challenges. It cares about the chances of ensuring stakeholders’ involvement and bringing progress in the existing business model followed by the company. It is recommended to the organisation, Nestle to focus on the evaluation of business principles with the proper evaluation of customers’ feedback. It is recommended to reduce business operating costs to increase better chances of customer support. It is recommended to adopt a better leadership provision to increase the chances to develop better stakeholders’ management plans.
[bookmark: _heading=h.lnxbz9]Conclusion 
Hence, it can be deduced that customer care service forms an essential part in retail industry and Nestle has performed exceptionally well in this aspect. It can be concluded that for different market, the influencing factors are similar but the impacts and extent are vividly different. This inference can be drawn that for Nestle, PESTLE and Marketing Mix can resolve most of the problems arising from the external and internal influencing factors. It can be stated that Porter’s Five Forces is useful in drawing inferences about the quality level of customer care service that should be developed and carried on by a corporate company such as Nestle whilst Communication Mix can be utilised for promotional purposes in CRM practices.
From the above discussion, it can be stated that the proper evaluation of the impact of many external and internal factors plays a predominant role in the formulation of an effective marketing strategy adopted by an organisation. In the case of the chosen organisation, the focus is on increasing customer satisfaction by providing good quality support to the customers. It has tried to give importance to customers’ feedback and increase involvement and increase the level of customer satisfaction. It will help to evaluate better business outcomes gaining sustainability. This is how the company can move forward in the direction of progress.
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