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Introduction
A quality process is a series of organised, methodical steps that are intended to guarantee that a good, service, or procedure satisfies or exceeds a set of predetermined quality standards. A quality process attempts to ensure that the final product is of the greatest possible quality and that any flaws or problems are found and fixed before they can have a negative effect on the end user. Various quality control procedures exist, depending on the sector of the economy and the particular good or service being produced. Quality assurance, continuous improvement, and quality control are a few typical quality processes. Testing and inspecting goods and services to make sure they adhere to strict quality standards is known as quality control. To make sure that the final product satisfies the desired quality standards, a system of processes and procedures must be established and maintained. Continuous improvement entails discovering areas for improvement and implementing continuing adjustments to raise the caliber of the finished product. A management philosophy known as total quality management (TQM) places a strong emphasis on the value of quality management throughout a company. The foundations of TQM may be found in the writings of quality pioneers like W. Edwards Deming, Joseph Juran, and Armand Feigenbaum, who pushed for the value of constant innovation and client-centeredness in corporate practices (Chen, 2018). TQM places a strong emphasis on a comprehensive approach to quality management in which it is the duty of every employee to guarantee that the goods or services offered to consumers are of the highest caliber possible. TQM also emphasises the significance of utilising metrics and data to track and assess quality as well as the implementation of policies and procedures that support continuous improvement. It is impossible to exaggerate the value of TQM in a business. Adopting a TQM strategy can result in considerable enhancements in the quality of a product or service as well as greater client loyalty and satisfaction. Companies can improve their processes continuously by focusing on finding and eliminating flaws and faults, which boosts productivity and efficiency. As employees feel empowered to contribute to the success of the company and are recognised for their efforts to improve quality, TQM can also increase employee engagement and morale. TQM can aid businesses in maintaining their competitiveness in a market that is becoming more international. Companies can stand out from the competition and develop a reputation for providing products or services of the highest caliber by putting a strong emphasis on quality (Nestle, 2019). TQM may also assist businesses in cutting costs by locating and removing waste in their operations, which can boost profitability and financial performance. The report presents a thorough view of the chosen company. The company that will be used for this report purpose is Nestlé. It will also demonstrate some of the TQM models that are crucial for understanding the CRM process and its status in the company. The application of one model in the company context will be shown to solve the problem of the company. It would also provide recommendations for the company to choose a model to find out the solution for its CRM model.
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The report will be prepared as mentioned in the introduction part using Nestlé as the preferred company. Henri Nestlé created the long-running food and beverage business Nestlé in 1866, and it is situated in Switzerland. With operations in more than 190 nations, it has developed over time to rank among the largest food and beverage firms in the world (Bhusal, 2021). 
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Figure 1: Nestlé
Source: (Center for Science in the Public Interest, 2020)
Numerous well-known food and beverage brands, including Nescafe, KitKat, Smarties, Gerber, Purina, and Stouffer's, among others, are included in the company's wide-ranging product portfolio. Its products include a wide range of areas, including frozen meals, baby food, pet food, and coffee, chocolate, and coffee. Nestlé places a high priority on sustainability and actively works to reduce its negative effects on the environment while fostering social responsibility. It has set ambitious goals to cut greenhouse gas emissions, use more renewable energy, and use less water and trash in its operations (Ramus, 2017). In addition, Nestlé collaborates closely with nearby suppliers and communities to help local economies, small farmers, and communities. Nestlé is dedicated to sustainability, but it also values research and development highly and constantly innovates to create new goods and technology (Bhusal, 2021). Nestlé interacts with universities and research institutions thanks to its broad global network of R&D centers in order to stay on top of the game. Its difficulty in managing client data efficiently across its numerous brands and geographies is proof of the company's CRM (customer relationship management) problem, which to not being able to give 24/365 service to the customers in establishing a robust CRM system. For instance, in a 2019 Forbes article, Nestlé's Chief Digital and Technology Officer, Filippo Catalano, claimed that merging the company's numerous disjointed CRM systems to produce a unified view of the customer was one of the major obstacles. The report also mentioned Nestlé's over 2,000 consumer-facing websites, which made it challenging to efficiently manage customer data and interactions across all channels. Nestlé encountered difficulties using customer data to enhance customer experiences and spur business growth, according to a 2020 report by the International Data Corporation (IDC) (Ramus, 2017). In order to build a more capable and integrated CRM system that could offer a comprehensive perspective of the customer, the research emphasised the need for Nestlé to invest in technology, business processes, and personnel. Additionally, Mark Schneider, the chief executive officer of Nestlé, acknowledged in a recent interview that the business needed to enhance its digital capabilities, including its CRM capabilities, to effectively compete in the quickly evolving food and beverage sector. These instances show Nestlé has a lot of work to do to create a complete CRM system that can efficiently manage consumer interactions and data across its numerous brands and regions. To build a more integrated and powerful CRM system that can support its growth and success in the fiercely competitive food and beverage business, the company needs to invest in technology, processes, and people (Ramus, 2017).
The CRM issues Nestlé is currently dealing with did not arise overnight. The Nestlé CRM issue is a result of a number of internal and external issues. The complexity of Nestlé's operations, with its huge portfolio of brands and products operating in more than 190 countries, is one internal aspect. In such a huge and complex organisation, managing customer interactions and data can be difficult, which makes it difficult to create a unified view of the customer. Historically, Nestlé has functioned with a decentralised structure, with separate marketing and sales teams for each of its brands and product lines (Nestle, 2022). This may result in dispersed customer information and inconsistent customer involvement across brands and regions. The food and beverage industry's intense competition and the abundance of options available to consumers are examples of external forces. It is crucial for Nestlé to comprehend and successfully address customer needs as consumers want increasingly customised experiences and goods. Customer expectations have changed as a result of the rapid growth of technology; now, they anticipate seamless, individualised experiences across a variety of channels. Nestlé needs a strong CRM system since it needs to adjust to the times in order to stay competitive.
The business is working to create a CRM system that will enable online customer support 365 days a year. Creating a thorough CRM system can benefit the business in a number of ways. Nestlé can first better understand consumer demands, preferences, and behaviors by combining customer data from numerous channels and touchpoints into a unified picture. This can then enable the business better design its goods and services to fit customer needs, which will eventually boost client happiness and loyalty. Second, a powerful CRM system that can deliver unwavering client service Nestlé may be able to engage with clients more successfully by providing individualised and pertinent communications over a variety of channels, 24/365. Through improved customer relationships and higher revenue, this can assist the business in growing its customer base (Nestle, 2022). Third, Nestlé can more efficiently identify and target high-value clients by using a strong CRM system to improve its sales and marketing procedures. Sales and revenue may rise as a result, and operational effectiveness may also rise. Last but not least, Nestlé may improve its company plans and operations by utilising data analytics and insights. This can aid the business in staying one step ahead of rivals and adjusting to shifting consumer wants and industry trends more swiftly (Moustafa, 2019). 
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There are various CRM models that each have their own framework and strategy for managing client connections. The CRM value chain analysis and the IDIC model are two of the most well-liked models (Li, 2021). The Identify, Differentiate, Interact, and Customise (IDIC) model, created by Peppers and Rogers, is a customer-focused paradigm that describes four stages of managing client interactions. This approach, according to Peppers & Rogers, emphasises the necessity of customer identification and understanding, customer differentiation based on needs and preferences, successful customer engagement across multiple channels, and product and service customisation to fulfill customer needs (Moustafa, 2019). The IDIC model can be useful for Nestlé in determining and understanding consumer needs and preferences, differentiating customers based on their behaviors and preferences, and creating specialised goods and services to fulfill their demands. According to Verhoef et al. in Handbook of Research on Customer Equity in Marketing (2015), it can use this approach to gather customer data from many channels, including social media, online surveys, and customer service interactions, to gain insights into consumer behavior and preferences. This model emphasises the need to attract new customers, retain existing ones, develop customer relationships through cross-selling and upselling, win back lost customers, enhance customer relationships through continuous improvement, and support customer needs through effective service delivery, according to Francis Buttle in his book Value Chain Marketing: A Marketing Strategy to Overcome Immediate Customer Innovation Resistance (2009). The Nestlé corporation may be able to strengthen its customer interactions in certain areas by using the CRM value chain analysis methodology (Li, 2021). For instance, Nestlé can concentrate on upgrading the way it provides customer service to raise customer happiness and loyalty. The business can also create approaches to draw in and keep new clients, such as providing individualised experiences and adjusting its goods and services to fit certain clientele. Nestlé can also concentrate on strengthening current client relationships through upselling and cross-selling, which will ultimately result in higher revenue and profitability. The IDIC model and the CRM value chain analysis model can both be helpful in the context of Nestlé since they both offer frameworks and methods for successfully managing customer interactions. These models can be used by the business to pinpoint areas for development and create plans to strengthen its customer interactions, which will ultimately result in higher customer happiness, loyalty, and business expansion (Li, 2021).
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Model Selection and Application
Nestlé has adopted the CRM value chain model for giving service to its customer. It will help Nestlé in successfully developing CRM models.  A customer-centric strategy that places value creation for customers at each stage of the customer journey is the CRM value chain model. Nestlé may improve the customer experience by using this model, which puts the needs and preferences of its customers first. Customers may become more dependable and loyal as a result of this strategy, increasing the company's sales and revenue (Kopp, 2021). The customer relationship lifecycle is covered in detail by the CRM value chain model, which offers a thorough framework. With the use of this framework, Nestlé will be better able to pinpoint its areas for development and put improvement plans into action. Nestlé can identify problems and areas for development by looking at each stage of the customer journey, which enables it to provide a seamless and satisfying customer experience. To determine the requirements and preferences of customers, it uses data analytics. Nestlé can get important insights into customer behavior and modify its products and services to match their demands by using data analytics. As a result, there may be an improvement in client happiness and loyalty as well as in sales and revenue. Nestlé can set itself apart from its rivals by offering a greater customer experience by adopting the CRM value chain strategy. This may result in greater client retention, consumer loyalty, and business expansion. Nestlé must differentiate itself from its competitors in light of the fiercer market competition by offering great customer service and experiences (Kopp, 2021).
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The CRM value chain concept emphasises the significance of ongoing customer relationship improvement (Kopp, 2021). By using this strategy, Nestlé may adapt its marketing approaches, product offers, and customer service to match the changing needs of its clients. This can aid Nestlé in staying one step ahead of the competition and preserving its dominant market position. The six stages of managing customer relationships are outlined in the CRM value chain analysis model created by Buttle (2009). These stages are acquiring new customers, retaining current ones, fostering relationships through cross-selling and upselling, regaining lost customers, enhancing relationships through continuous improvement, and addressing customer needs through efficient service delivery. each of these phases using examples specific to Nestlé is presented below.

Figure 2: Value chain model
Source: Author
Attracting new customers: Nestlé can bring in new clients using a variety of marketing techniques, including influencer marketing, social media campaigns, and targeted advertising. For instance, the business will work with fitness and health influencers to promote its healthy snack options, which would draw in consumers who are interested in healthy snack options (Kim, 2020).
Retaining existing customers: Nestlé can retain existing customers by offering personalised experiences, loyalty programs, and exceptional customer service. Nestlé should provide loyal consumers discounts and promotions or make product recommendations based on their prior purchases.
Developing customer relationships through cross-selling and upselling: Nestlé can develop customer relationships by offering complementary products and services to existing customers (Kim, 2020). It will encourage the usage of several Nestlé products in a single meal by providing culinary suggestions and cooking advice on its website or social media accounts.
Winning back lost customers: It will regain lost clients by figuring out why they left and providing inducements to do so. Like, to entice consumers who haven't made a purchase in a while to return, the business may provide special promotions or discounts.
Enhancing customer relationships through continuous improvement: Nestlé can enhance customer relationships by continuously improving its products and services based on customer feedback (Kim, 2020). The business shall carry out surveys and gather client feedback to pinpoint areas that need improvement and make the required adjustments to its goods and services. Providing 24/365 service is one of the reasons for enhancing customer relationships.
Supporting customer needs through effective service delivery: Nestlé can support customer needs by providing exceptional customer service and support. It is providing 24/7/365 customer care help via a variety of channels, including phone, email, and chat, to immediately handle customers' questions and problems (Kuppelwieser, 2017).
Nestlé can manage customer relationships more successfully by identifying areas for improvement and creating plans to improve client experiences, which will ultimately increase customer loyalty and drive business growth.
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The CRM value chain theory offers a customer-centric method for maintaining client interactions across all touchpoints, making it extremely pertinent for Nestlé. Every step of the customer journey should be centered on the needs and preferences of the client so that Nestlé can better understand them, offer individualised experiences, and forge lasting connections. The CRM value chain model also emphasises the significance of ongoing development, which is crucial for preserving client connections. 24/7/364 (Kuppelwieser, 2017).
Improving customer loyalty and retention is one of the main advantages of Nestlé using the CRM value chain approach. Nestlé can promote repeat business and create lasting relationships with its consumers by offering a great customer experience that satisfies their requirements and preferences. Additionally, Nestlé may be able to pinpoint areas for improvement in its customer service, product offerings, and marketing strategies with the help of the data-driven insights offered by the CRM value chain model, resulting in higher customer satisfaction and increased business growth. Increased productivity and efficiency are further potential gains for Nestlé from the CRM value chain model. Nestlé's operations can be streamlined and the likelihood of mistakes or inconsistencies decreased by putting in place a consistent framework for managing client interactions. Additionally, Nestlé can increase productivity and efficiency by automating some tasks and refining its decision-making processes with the aid of technology and data analytics.
While adopting the CRM value chain model has many advantages for Nestlé, there are some potential drawbacks as well. The difficulty and expense of putting in place the required infrastructure and technology to gather and analyse client data is one of the challenges. This can call for sizable expenditures on IT hardware and software, as well as staff training on how to use these resources properly (Kuppelwieser, 2017). Employee education and integration of the CRM value chain concept into regular operations are other challenges. The way that staff operate and engage with customers may need to alter significantly as a result, which can be challenging to execute and may call for continuous training and assistance. Although implementing the CRM value chain model for Nestlé may present some difficulties, the potential rewards of enhanced customer relationships, increased effectiveness and productivity, and business expansion make the investment worthwhile. Nestlé can enhance customer retention and business growth by putting its customers' wants and preferences first at every point of contact. By doing this, Nestlé can create a good customer experience that inspires loyalty and repeat business.
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Two marketing theories
A company’s marketing efficiency can be judged by several marketing theories. for justifying Nestlé’s efficiency, the 7Ps marketing theory and communication mix will be discussed from the point of view of Nestlé.
7Ps of Marketing
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Figure 3: 7Ps of Marketing
Source: (“7Ps of the Marketing Mix.",2023)
The 7Ps of the marketing mix are a framework that lists the various components that a business can utilise to successfully advertise its goods or services. 7Ps of the marketing mix are used by Nestlé in following format.
Product: Nestlé provides a variety of goods, such as food and beverage items, pet care items, and nutritional goods. The company's primary goal is to produce high-quality goods that satisfy customer demands and preferences (Jiang, 2021).
Price: Nestlé uses a competitive pricing approach that recognises the worth of its products. In accordance with the product, market, and client segment, the corporation employs several pricing strategies.
Place: Its products can be found in a variety of countries and areas thanks to a robust distribution network. Grocery stores, quick service restaurants, internet marketplaces, and direct-to-consumer sales are just a few of the outlets through which the business offers its products (Jiang, 2021).
Promotion: To raise customer awareness of its products and boost sales, Nestlé employs a wide range of advertising tactics. To market its goods, the corporation use personal selling, public relations, sales incentives, and advertising.
Physical Evidence: It invests in creating tangible evidence that demonstrates the caliber of its goods and brand. This includes retail design, visually appealing product packaging, and product displays that convey the value of the product.
People: Nestlé places a strong emphasis on its people, including its partners, clients, and workers. To make sure that its team is competent and capable of providing top-notch goods and services, the company makes investments in employee training and development.
Process: It has a clearly defined procedure for developing products, ensuring their quality, and providing customer service (Jiang, 2021). The business ensures the effectiveness and efficiency of its processes by utilising cutting-edge technology and systems.


Communication mix
The various techniques and strategies that Nestlé use to communicate with its target market and market its products are referred to as the company's "communication mix."  The components of Nestlé's communication strategy are mentioned below.

Figure 4: Communication Mix
Source: Author
Advertising: Nestlé promotes its products using a variety of advertising methods, such as print and digital adverts, television commercials, and print ads (Holmqvist, 2021). The corporation emphasises the superiority and nutritional worth of its products in its advertising campaigns.
Sales Promotion: Nestlé employs sales promotions, such as discounts, coupons, and loyalty programs, to entice customers to buy its products. For instance, the business offers specials on its products around the holidays or other times.
Public Relations: Nestlé employs public relations to cultivate a favorable brand and reputation for the business. To show its dedication to social and environmental problems, the corporation takes part in initiatives related to corporate social responsibility.
Personal Selling: Nestlé employs personal selling to cultivate client relationships and market its goods. To advertise the advantages of Nestlé's goods, the business employs salespeople who visit merchants and contact directly with customers.
Direct marketing: Through email marketing, direct mail, and social media advertising, Nestlé reaches its target audience through direct marketing (Holmqvist, 2021). The business personalises its direct marketing offerings and messages using client data.
Sponsorship: Nestlé sponsors a variety of activities and sports groups to promote its name and goods. As an illustration, the business supports the Nestlé Milo Basketball Championship, a well-liked youth basketball competition in Asia.
Packaging: Nestlé promotes its products by using packaging as a communication tool. The business offers visually appealing packaging designs that also feature product information and nutritional details.
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Nestlé may centralise customer information and keep track of all customer contacts, such as questions, complaints, and comments, by putting in place a CRM system. This will give Nestlé important information on consumer behavior and preferences, enabling it to focus its marketing and sales initiatives on particular consumers. Additionally, the CRM system can automate processes like sending reminders and follow-up emails, freeing staff members to concentrate on forging stronger relationships with clients (Cao, 2021). Employee training is essential to enhancing Nestlé's CRM. Employees will learn how to interact with customers more successfully and deal with any problems that may emerge by receiving frequent training in customer service and relationship management. More favorable client encounters as a result will boost customer loyalty and repeat business. For all customer contacts to be recorded and handled properly, departments and teams must improve communication. Client service can be streamlined and misunderstandings can be avoided by putting in place a uniform procedure for dealing with client questions and complaints (Chen, 2018). As a result, clients will become more dependable and devoted since they will believe that their issues are being dealt with quickly and effectively. Improving Nestlé's CRM requires prioritising customer loyalty and personalising consumer interactions. Nestlé can personalise its contacts with each client and deliver targeted promotions and offers by utilising customer data. Additionally, it will make it simpler to communicate with customers 365 days a year. This will show how much Nestlé appreciates its clients' business and is concerned about satisfying their specific needs (Cao, 2021). Implementing a loyalty program that offers discounts for returning consumers will also encourage them to keep doing business with Nestlé and increase their brand loyalty. Nestlé can substantially enhance its CRM and better serve its clientele. Nestlé can forge closer ties with customers and boost sales by making investments in technology, educating staff, enhancing communication, personalising customer experiences, and cultivating customer loyalty.
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The story of Nestlé demonstrates the value of customer relationship management (CRM) for enterprises. To enhance their CRM, businesses must make significant investments in technology, personnel training, communication, personalisation, and loyalty programs. The literature review highlights numerous CRM models that can help businesses create successful CRM strategies, including IDIC, Paynes, QCI, and CRM Value Chain Analysis. Additionally, Verhoef et al. (2015)'s book discusses the importance of measuring customer equity and how it affects marketing strategies. In order to improve customer happiness, retention, and loyalty, businesses must prioritise their customer connections and create efficient CRM strategies. Companies may enhance revenue growth and sustain success in a fiercely competitive business environment by comprehending their consumers' demands, personalising interactions, and developing lasting connections. The report suggested different CRM models that can solve their CRM problem of providing customer service 24/365. The models demonstrated the issues of CRM of the company and the ways of resolving those issues. The report presented two CRM models in the models review part. It showed the implementation process of a model with critical details about the model. It also showed why the model is relevant and it's potential benefits with a detailed discussion on the challenges of adopting the model. Two marketing theories have been presented to show the marketing efficiency of the company. The report is a proper and sufficient reflector of Nestlé and its implementation of a CRM model in its business to provide 24/365 customer service.
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