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Abstract
[image: ]Quality Management and CRM involve a wide range of theories, models, tools, strategies and software needed to be implemented by the organizations in order for the quality of the product or service they provide to reach the level required by the customer.
Developing and maintaining good customer relationships means dealing with hypercompetitive global market, go in hand with digital, implement and practice the above stated, moreover come across and cope with actual global pandemic Covid-19 challenges. 
This report goes throughout the core pillars such as Organizations Business Objectives, QMS, Organization Environment and CRM due to which the organization carries out its activities properly.    
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    Introduction
This report will present in a holistic view its aim to demonstrate the application of theories and models relevant to the chosen organisation in developing and maintaining customers’ relationship. Customer Relationship Management (CRM) as a concept and its important aspects will be discussed in line with organisation’s quality systems and controls taking into consideration organisation internal and external factors which influence and challenge the business to changes. Mary Kay Inc Company will serve as target of observations and as a case of study for this report because it has been partnering for many years developing writer’s business. This report will provide a range of research as well as practices to support and justify the statements in line with Covid-19 situation.  
1. Mary Kay Inc Background
Mary Kay Inc. is a large American cosmetic company founded 57 years ago in Dallas, Texas, USA by Mary kay Ash. Mary Kay spread its branches in 35 countries on 5 continents (appendix 1; Corporate Site Homepage | Mary Kay, 2020). Mary Kay Ltd. U.K. subsidiary was opened in 1993. It is a member of the direct selling agency (DSA). 
The number of people employed the company is nearly 10000 people. The Mary Kay Company has 3.5 million Independent Beauty Consultants, 39,000 Independent Sales Directors, and 600 Independent National Sales Directors worldwide.
It promotes two directions: selling cosmetic products in six categories: body care, make-up cosmetics, facial skin care, fragrance, nail care and sun protection for both men and women; and recruiting independent beauty consultants (IBC) thus offering business opportunities. 







2. Business Objectives
The existence and functioning of an organization start with a vision, mission and a business plan thoroughly analyzed and structured that includes: - business purposes, objectives, strategies and tactics; - analysis and forecasts; - implementation of all systems, models, frameworks and methodologies necessary for business operation, survival, development and sustainability (appendix 1, 2).  Objectives and goals are two targets that make the company move towards performance (Market Business News, 2020). As in a project, the business objectives are those SMART (specific, measurable, agreed, realistic, time-bound) steps to follow and fulfill in order to reach the proposed goals (BBC Bitesize, 2020). Business objectives point out a clear picture of how the organization is going to run its activities, what are the strategies and tactics, how long it will take to achieve the goals, what are its actual resources to start. Objectives are specific while goals are more abstract (fig. 1).
Figure 1.
                              [image: ]
Marketing strategy is unique for every company. It acts as a roadmap based on understanding the mission, the market position in relation to competitors (competitive strategy) and carefully selected customers (generic strategy). It is also, directly related to the selection of goals and objectives (fig. 2. Rumelt, 1993). Mary Kay’s segmentation further selected customers are “at a distance of an outstretched hand” and “everyone who has skin” (appendices 3, 4; Ash, 2003). 



Figure 2.
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3. Mary Kay Inc Environment
PESTEL provides analysis of the external environment and Porter’s Five Forces will analyse the competitive industrial environment of the organization, while SWOT will provide an internal overview and Hofstede will touch the Mary Kay culture. Hofstede's analysis is of major importance to Mary Kay because its sustainability today is due to the marketing strategy based on human cultural values. 
3.1 PESTEL 
PESTEL analysis is a structure to examine the external conditions for feasible threats or chances for organization’s  growth (HO, 2014). This model examines the following factors: Political, Economic, Social, Technological, Environmental, Legal.
Political – Legal (P - L) is about regulations for trade and safety, etc. for customers and companies’ operations (HO, 2014). Mary Kay Inc implements all requested licit standards and certificates regarding customers’ safety according to Control of Drugs and Cosmetics Regulations 1984 under Sale of Drugs Act 1952 that aims to drive manufacturers to take under the control the ingredients used in cosmetic products (Tiing, 2020). Thus, Mary Kay Inc. has developed over 800 patents (Mary Kay Newsroom, 2019) for complex ingredients conducting 500000 tests every year as part of Mary Kay promise to provide efficient safety products like: Lucentrix® Complex (Wiseman, 2007), aiming to brighten skin tone (Essence, 2021); Volu-Firm™ Complex – simulates the plant stem cells and special peptides; Botanical Effects® formula set, Age Minimize™ 3D Complex, TimeWise Repair™ set, Indulge® Complex, etc. (Patents.justia.com. 2019, Marykay.co.uk).
Another licit aspect to commercial activities is the DSA agreement laid down by Mary Kay Inc for independent beauty consultants (IBC) when a new consultant signs the contract with a branch. A DSA contract impose a code of business conduct while developing a business with Mary Kay company. This comprises the objectives and obligations within the business activities. (Dsa.org.uk. 2016).
Even if Mary Kay is already a market leader, it is still necessary to keep up with the new changes. Because, under Biden authority, USA internationals relations will proceed from Trump’s protectionist style to “America First” perspective (Okun, 2020). As a global enterprise Mary Kay Inc must inspect the four foreign regulations: the US will now engage multilaterally; integrate feasibility: shift to a pro-democratic regulation; short term-time cross-border trade. 
Economical (E) factors - are characterised by selling price, legal tender, circulation, economic development level (HO, 2014) that will influence either in a positive or negative sense on trading and on revenue, depending on the country where the Mary Kay subsidiary is located (fig. 5). The quantity of products distributed by categories will vary in the same way depending on the market demand. For example, TimeWise Miracle Set 3D boosts facial care sales covering all major markets while moisturizers and treatments skin care trade decreased by 5.9% in 2018 in China. Though, 78% of colour cosmetics sales highlight the USA, Mexico and China on the top three market. Eye make-up cosmetics are market-driven in Mexico as well. Nevertheless, Mary Kay Inc had to exit Australia and New Zeeland in March 2020 due to market economy of those countries (BFH, 2020). “It is a decision Mary Kay has not taken lightly. …. A combination of market conditions across Australia and New Zealand are such that the business does not see a sustainable future in either markets. Mary Kay will be focusing on its core growth markets across the globe.”, said David Holl, the CEO of Mary Kay Inc.   



Figure 5.
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Social factors (S) - are consumer tastes, trends, language, education and living levels and styles, gender roles (HO, 2014). When it comes to religion and beliefs, Mary Kay survived and developed well in Europe and America. The trends for fashion, quality products and services, the ratio quality: price are a normal culture adopted long ago; the cosmopolitan nation in these areas are already living the new era of development and this is what Mary Kay Ltd UK provides. As for Australia and new Zeeland it had to exist, even if it was operating on their markets since 1971. In 2005 Mary Kay Ltd Moldova (MD) was thriving when the population of Republic of Moldova was about 4 million people, but in 2018 when about 2 million went abroad to earn the existence, Mary Kay Ltd Moldova sales decreased by 50% (www.marykay.md). After ecommerce exploded in China the direct selling was not more required. So, Mary Kay China adjusted its business model to more social and direct selling networks. They paid more attention to the lifestyle and behaviors like nourishment and cosmetic products in their stores. So, Mary Kay solution was to introduce a fabulous innovation – Skin Analyzer App, that maximizes the skin by 50 times. It measures skin moisture, dexterity, and send the results to the cloud where an algorithmic program analyzes the condition of the skin. Based on these analyses, the machine creates a list of recommended products and optimize them according to customer’s budget. “The biggest lesson he wanted us to learn was that companies need to adapt to local culture if they ever want to be successful in a culturally unique location” - KK Chua (SALLOUM, 2019).     
Technological factors (T). Stepping on technology, Mary Kay launches digitalized breakthrough and innovations (HO, 2014) for customers and beauty consultants. One of the most revolutionary innovations of Mary Kay is the Skin Analyzer described above in social factors along with Mirror Me™ App and eCatalog App, where customer can browse, select cosmetics and create make-up looks in real time without uploading any photos. These apps correspond to Hofacker’s 5 stages of on-site information processing, thus becoming the customers personal belongings (Smith and Zook, 2020). The IBC have the privilege and opportunity to grow the business activity easy through business apps like The Mary Kay®Great Start App™ for beginners, Mary Kay Intouch App which comprises My business team, My customers data base, Link & Learn App and Mary Kay eCollege, (appendices 5 -7; www.mkmobileapp.com/my). 
Environmental (E). Mary Kay Inc promise-commitment “Sustaining the Earth for Future Generations” is a powerful business asset regarding waste elimination (fig. 6; www.marykay.com). It includes the following campaigns:
· Pink Doing GreenSM - to save the Earth’s resources, to create sustainable business practices by partnering globally with organizations that have the same mission.
· One Million Trees Planted Around the World.
· Worldwide Recycling Program.
· Sustainable Program Packaging.
· Zero Landfill Status.
· 100% Biodegradable Packaging Materials.
· 100% Renewable Energy.






Figure 6.
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3.2  Porter’s Five Forces
According to Dӓlken (2014 IN Moore, 2015) hypothesis, the industry attractiveness depends on market framework that influences the behaviour of market participants. Porter’s Five Forces are: Threat of Competitive Rivalry, Treat od Substitutes, Treat of New Competitors, Bargaining Power of Customers, Bargaining Power of Suppliers (fig 7 in appendices 8 - 9).






   3.3 SWOT 
SWOT stands for strength, weaknesses, opportunities and threats. 
Strengths. Today Mary Kay Inc sum-up a list of strong positions that has built over the years. These are:
[image: ] Strong market position with significant global presence. Due to this mary Kat Inc is able to serve millions of customers worldwide through its IBCs and Sales Force spread in every country and which are the main business assets. According to Direct Selling News, Mary Kay was the sixth powerful network marketing organization in the world in 2018, with a wholesale volume of US $3.25 billion and $4 billion global sales in 2019 (Direct Selling News. 2020). The Mary Kay growth is high due to its main communication channel – social media: Facebook, Twitter, Instagram, YouTube and Pinterest. Mary Kay Inc Global Awards are another aspect of its market position. It can be listed the following awards: Excellence in Direct Selling – in 2014, 2015, 2016, 2017 “Number 1” in Spain; 2019 – “Number 1 Direct Selling Cosmetic Brand” in “Favor of Success” survey in Ukraine; 2019 – “Direct Sales Cosmetic Company Number One Award” from “Number One” annual national awards in Belarus; 2018 – “Best Company of the Year” at Astra Awards. Other award nominations are: Excellence in Women’s Leadership, Excellence in Women Entrepreneurship and Empowerment, Excellence in Digital Training, Excellence in Digital Printed Tools, Excellence as an Employer, product Excellence (fig. 8; DSN Staff, 2019, Mary Kay Newsroom. 2019).Figure 8.

Diversified product portfolio is remarked by more than 200 product nominations for skin care, for men and women, including tools, accessories and seasonal products, the main aspect being the quality and safety provided by the company to the sales force and by the sales force to the customers. The personalized service provided through IBC to customers makes them to start talking about the Mary Kay culture, thus free advertising and spreading the MK brand name, that is hard to be imitated by competitors. 
Other important Mary Kay Inc strength aspects are unique business model, strategical marketing, IBC connections, leading global brand, high involvement in social causes, innovative and forward thinking (explained in PESTEL/social, environmental and technological factors).
Weaknesses. As main weaknesses can be recognized the heavy reward program toward Sales Force, the missing of border-free policy and lack of advertising. The customers word of mouth is not enough to step on your career path as an IBC. A heavy advertising strategy will truly increase sales not only in high developed countries, but in those underdeveloped as well. Otherwise, the IBC, should implement advertising strategic plan to expand the territory for having recognized the brand name. Another barrier is the missing of a border-free policy. This means that the IBC is limited in sharing the products and business opportunities with the countries where the corporation doesn’t have a branch. Over the internet its border-free is all over the world, but if there is no branch in the country where you want to recruit to develop a team or to sell product it is illegal. And these two aspects also play a major role in achieving the rewarding set-up goals. 
Threats. As a beauty consultant within the Mary Kay company for a period of 16 years, the most pronounced obstacles I have encountered are counterfeited products and intense competition. The company take immediate action, since they are denounced. 
Opportunities. However, the business works and the opportunities such as strategic partnership and investments can be applied at corporate level as well as IBC’s level. At the IBC’s level this can be own business with MK in parallel with own beauty salon or own cosmetology salon or in partnership with others operating on these niches. Other opportunity is growing personal care products market.
3.4  Hofstede’s Six Dimensions of Culture
The 6 dimensions of culture according to Hofstede's (1980) model, aim to evaluate the culture within the organization (Hofstede and Milosevic, 2018). Since Mary Kay Inc operates in different countries on different continents, all over the world, it comes upon a large number of people from various contexts and circumstances, from various ethnic groups, civilizations and lifestyles, which build the globalization of culture within the corporation. In this context the application of Hofstede’s model is compulsory. Hofstede’s 6 dimensions of culture are: Power Distance, Individualism/Collectivism, Masculinity/Femininity, Uncertainty Avoidance, Long-term/Short-term Orientation and Restraint/Indulgence (appendices 10 – 13). 





4. Quality Service and Quality Systems
Organizational Culture is the foundation on which the performance and sustainability of the business is developed (Watkins, 2019). The Quality Service depends on the Quality of Culture of the organization. “Culture is the organization’s immune system.” — Michael Watkins, while “Quality” and “Productivity” are organization’s main areas of concern (appendix 14 - 17). Quality service is meant to be satisfaction-based; therefore, it is legalized by Quality Systems assigned by the government. 
4.1. QMS, TQM and BSC. 
The systematic approach to quality management is relevant to QMS model based on International Organization for Standardization (ISO, Internal Audits, Quality Objectives, etc.) meant to be documentation-oriented and on TQM model (total quality model) which is people-oriented (appendix 18 - 20). For example, Mary Kay Inc. Company provides consumer privacy policy, global privacy policy, personal web site privacy policy; independent beauty consultant privacy policy, return policy, environmental policy, global quality assurance that “assures the quality of all products produced by and for Mary Kay Inc., including Dallas manufactured and U.S. contract manufactured goods, as well as all products produced by contract manufacturers globally under the Mary Kay Inc. name”. (appendix   Mary Kay Privacy Policies, 2020).
     4.2 Servqual 
Servqual model is mainly a qualitative analysis. Thus becoming a concept defined as the difference between the magnitude to which the service satisfactorily meets customer demands and the perceived service (Parasuraman et al., 1985; Lewis and Mitchell, 1990 cited in Shahin, 2006). Servqual is perceived as a QM measurement tool, so called GAP Analysis for the ratio customer expectations: customer satisfaction based on customer experience (fig. 11 in appendix 21). 

5. Mary Kay Customer Retention
Customer retention is the main target of a CRM system within the organisation (Soliman, 2011). However, customer acquisition should be another marketing strategy priority (Smith and Zook, 2020). Review literatures assess CRM concept through various viewpoints such as process, strategy, philosophy, ability and technology (Soliman, 2011). However, Smith and Zook (2020) state that CRM is a tactical determination to invest in and grow client’s relation and connection processes that include: sales and order accomplishment, sales and order processing, take backs and pay backs and all other managerial services. 
Mary Kay Inc strong belief to acquire and retain customers is the company’s philosophy transmitted through company’s behaviour and communication channels (fig. 12. Ash, 2003).    
“Well-managed businesses will survive any change at the top. … I believe our greatest strength…is our people. … we are not only in the cosmetics business – we are in the people business. … as a people-oriented company our primary goal is to offer women career opportunities. … our whole reason for existence is to give people the opportunity to enrich their lives. …. a company remains strong because of its philosophy…”.  Mary Kay Ash (Ash, 2003, p. 173) 
Figure 12.
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Today, CRM profile is an integrated system and a technology driven tool called MA (marketing automation) used for automated communications aiming to generate leads. ERP (enterprise Resource Planning) is a complementary system for CRM (which is in the front-office automation solution), providing the necessary resource (product, etc.) from the back-office automation solution.   CRM importance is reflected on customer as a partner for a long-term business asset in the following aspects (Soliman, 2011 and Smith and Zook, 2020):
· Buyer behaviour
· Marketing communications involve a SOSTAC plan, international communication and a changing PEST communication.
· Communication tools such as market automation, social media, websites, advertising, sponsorship programmes, mails and chatbots, point of sale and packaging (appendix 22 - 23).
Net Promoter Score highlights the track that the company can follow to reach more customers feedback and forecast future organization’s services and products improvement. This software tool helps company’s growth by measuring how likely are customers to repeat purchase and recommend the same company, products and services to friends, colleagues, relatives, family, neighbors, etc. (fig. 13). NPS review results show if there is any issue to be analyzed at Servqual. Regularly repeating this cycle, the company reach increased customers loyalty – the foundation of company’s growth. 0-6 are customers who had bad experience. 7 – 8 – got just they wanted but no more and will easily switch to other company. 8 – 9 – had their life enriched with their purchase and will repeat purchases and recommend to others (Dinesh, 2018 and Smith, P. and Zook, Z., 2020.). 
Figure 13. 
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A breakdown structure to an accurate customer survey esteem is alborated by a Net Promote System (fig. 14). It identifies the economic imperative and the extent to which level the  company lives its key values and principles. It is an integrate part of daily priorities circulating in all decision-making processes in all departments of the organization leading to closed spotting and correction loops (Dinesh, 2018).  




Figure 14.
                                          [image: ]
Product Relationship and Gap research: Customer Satisfaction Survey, states:
· 9 out of 10 Mary Kay® customers are satisfied with their products purchase.
· Mary Kay ® customers are MORE satisfied with Mary Kay® products THAN any other brand products they use.
· About 90% of Mary Kay® customers state that Mary Kay product ratio quality:price is worth it.
Mary Kay Vosmetics is No. 1 in Brand Loyalty, according to Brand Keys 2010 Customer Loyalty Engagement Index in Cosmetics and Moisturising Skin Care (Mass Merchandiser) nominations. Brand Keys press realease comments: “the brands more capable to engage and create  customers loyalty are winners”. Brand Keys also states that the current index evaluate the customer relashionships with 518 brands in 71 categories (https://www.marykay.co.uk/en-gb/pages/guarantee). 
However, Mary Kay® Ratings and Trends examined in a Mary Kay case study research by Alex Britz in 2015 in USA, show that 71% will recommend Mary Kay® to a friend and 61% state it is a positive business outlook (fig. 15. Britz, 2015)
Figure 15.
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Buyer behaviour  is determined by the way he perceives the high or low quality of the product or service, the way he is motivated, he needs it or not, by memory, by the knowledges he has on a product, by emotions, by the way he is attracted, by the way he is influenced by those around him, by location, by tastes, by high or low price, by acknowledgements, by culture, values and beliefs, by the experience he had with the brand product, by his expectations he had when saw an advertisement and the product received, by offers, by music (appendices 24 – 27;  Smith and Zook, 2020).






 
6.  COVID-19 Impact
A negative impact from the actual pandemic situation suffered more medium and small business operating in a single region, as well as those that are new to the market or promote a niche that is not strictly necessary for the population (BBC News. 2020). 
In March 2020, Mary Kay Inc declared: “the company will dedicate part of its global supply chain and manufacturing capabilities to producing much-needed hand sanitizer.” In September 2020, Mary Kay Inc reported “to help slow the spread of the COVID-19 pandemic and support frontline workers, Mary Kay Inc. announced it would donate nearly $10 million in monetary and distribution support in the communities where it operates around the globe” (Mary Kay Newsroom, 2020)..  
However, Mary Kay Inc had to move totally digital, so the door-to-door and face-to-face meetings are postponed. Carolyn Passey, the General Manager of Mary Kay Ltd UK and Ireland, stated: “Mary Kay Inc. continues its support of female entrepreneurship, empowerment and thought leadership as a premier sponsor for the 2020 International Women's Forum (IWF) Virtual Cornerstone Conference…..due to the COVID-19 pandemic…..the…content….will be broadcast globally in a series of virtual sessions…”. This decision influenced positively the sales in UK, but decreased the sales in underdeveloped countries like Republic of Moldova.
7. Conclusion
Customer acquisition and retention is major target to achieve business objectives, Customer acquisition and retention require thoroughly selected and managed CRM and ERP systems, technologies and software tools.  Proper analysis and decisions are required at all organizational levels to manage buyer behaviour, experience and expectations. Organization culture, philosophy is an important factor influencing purchase and customer maintenance.
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Kay Inc promises to women and commitment to sustaining earth to create and maintain sustainable business
practices as well as partnering with other organization aiming the same mission; more than 1400 patents MK
holds for products, technologies, and packaging designs; 200+ cosmetic products are in MK production line.
These resources qualify the company involvement in scientific research to obtain and develop new
technologies and innovations. Mary Kay conducts an average of 300,000 tests on their products per year to
ensure quality, safety, and performance. Mary Kay does not support animal testing. Its scientists are
committed to eliminating animal testing and encourage the utilization of alternative testing methods. To
elaborate the new antioxidant powerhouse skin regimen, MK scientists conducted more than 200 consumer,
clinical and safety studies while evaluating over 150 formulas. Mary Kay s the key sponsor for the prestigious
International Investigative Dermatology (1ID) symposium held May 16-19, 2018 in Orlando, Florida (Mary Kay
Launches a Breakthrough in Innovation with Three-Dimensional Approach to Skin Aging, 2020).

Mary Kay Company provides consumer privacy policy, global privacy policy, personal web site privacy policy,
independent beauty consultant privacy policy, retum policy, environmental policy (Mary Kay Privacy Policies,
2020).
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Mary Kay Inc is focused on a value system for women (Bloomberg.com, 2020). It is @ people-oriented

company (Ash, 2003). In 1963 Mary Kay Ash lays the foundation of her company on strong human key values
suchas:

Mission - “Eni

ing women lives’

Golden rule

Go give
Prioriies ~ “Faith. Family. Career”
Service - Test t before you buy it”

Philosophy — “Behave to others the way you want them to behave to you".

Then she builds inside the organization structure a distinctive managerial conception based on the

suscepti

ity for the needs of others, thus excluding “dog eat dog” competition among co-workers (Ash,

1985). In her book “On people management’ Mary kay Ash provides the managerial concept that comprises
the following beliefs, atttudes and values

You perform with people ~ they are the main organization's assets. A company is famous for “people
it retains’

The unseen pointer — "MAKE ME FEEL IMPORTANT".

Brag people to thrive — recognition and reward are the most powerful motivational technique that
encourage people by doing better.

The talent oflistening ~ is a double-sided benefit: one receives the expected information and the other
one feels important.

Criicize like @ sandwich between two veneers of praise — redirect the grievances on the less well-
done activity without destroying individual's morale

Possess the rare character quality - be reliable and responsible

“Enthusiasm...Moves Mountains!” ~ emotions of joy and good mood are viral and push people to
achieve dreams and goals.

Team's speed is the Leader's speed - take the “crown” off your head, put on your “work gloves” and
show your skills in working hard through positive attitudes and team spirit

Live the Philosophy “Do onto people you would like them to do onto you' inside and outside your
workplace (see more in appendix 2~ MK Inc principles, Ash, 1985).
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while “Quality” and *Productivity” are organization’s main areas of concern. One of the key points that
determines the quality of organizational culture is the culture of “learning how to learn” which implies
either "the power to resist to changes", or "human nature", or "poor/strong leadership". The latter being
influenced by the three internal cultures of the organization, namely the culture at the operational level,
at the tactical or technological level and at the strategic or executive level (appendix 2 - Mary Kay Inc
Official board CEO). The main components of a quality culture are:

« The perception of being together — involve the company, the providers, the customers.

« The perception of being open and honest — require listening skills.

« The perception of being accessible — open leadership to share information and plans for future
goals.

« The perception of development (upgrade) — think positive, work on the problem, step on
improvement.

« The perception of winner — receive every process as a leaming experience.
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The power of organisational culture must penetrate and operate on all business systems and
structures. Mary Kay Inc implements mixed organisation system structures. At factory sector it uses.
a functional system which is separated into different specialised divisions and the manager. At
corporation level it uses a matrix system divided into functional departments such as HR, financial,
marketing, etc (see appendix 17). At the subsidiary level it has a divisional structure. Every Mary Kay
Ltd branch operates as its own company, has ts own leadership and intemal structure, each of them

repor

g to the parent corporation (Levinson, 2018). However, the branch connection with the Sales
Force provides a network marketing where the Independent Beauty Consultant (IBC) operates as an
individual business - seff-employed. This allows the IBC to grow her/his business in partnership with
the branch up to Sales Force status. This value system is implemented and defivered to be trained,
learned and practiced at all levels: corporation, subsidiary and sales force levels (appendix 18). Mary
Kay implements a bottom-line strategy to stick out engaged employees and a high level of business
performance going over and beneath company's expectations looking for people who match the
company’s culture or teach and train people to live it because they are an indispensable resource that
build the mutual success (Knowledge@Wharton. 2005).
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Quality Service and Quality Systems

To ensure the profitabiy, performance, and sustainabill of the organization for short and long ferm,
itis vita fo the company fo implement and to set off qualty systems which are focused to meet the.
customer expectations and needs. Various definfions and understandings about qualty has become
2 major marketing tool for the organisations that understand the importance of qualiy resulting in their
performance and efficiency i providing their senvices and rade (Haviisek, Biekova and Zampeta,
2013). I orderto generate a better qualty, it has been developed severaltrends {o qualty management
developed further as a process management based on M-C Model4 that focuses on plans, targets, on
controling and on evaluating sk management (Frame and Bames and Edwards, 2001 cted in Havicek,
Biedkova and Zampeta, 2013):

> Qualty monitoring - product ests control
> Qualty control - manufacturing process tests
> Qualty assurance - OMS

> Total quaity management - TOM

ams, TaM, BSC

QMS s defined as a set of business processes based on the delivery of services and products ata high-
qualty standard (Havicek, Biedkova and Zampeta, 2013). This system i characterized by (Balagué and
Saart, 2011):

+ awiiten plan
+ asystem o the raio o customer expectations - qualy required
+ satsfied organization system requirements.
+ avaid system for organization's activites
150 global standards ofer a QMS qualiy-buit ramework for businesses. 1SO standards comprises a
series of witen papers and cerificates which must provide a conducted, controled, egistered, and
inspected qualiy of services, products as wel s of al organizaton activies (Havii
Zampeta, 2013)

* qualty polcies
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+ quaity manual
+ 150 documented procedures and records (Toun, 2011)

It i also important to mention the documentation associated fo preservafion and improvement of fhe.
QMS tsel,such as: Infernal Audits, Corrective and Preventive Actons, Quality Objectives, et (Tigani,
2011). According fo Nutbum (2019), it s easier o win a business vith a QMS, because it s standardized
and audited. However, Havicek, Biedkova and Zampeta (2013),sate that QMS s a one-fime sale while
TQM model (total qualty model) is a long-temn customer perspective. To fulf this ratio company:
customer, the companies, need to use the systematic market research and identry the strategies to
implement the qualty. A TQM model bon in USA, became popular in Japan and s being implemented
mosty in corporations (fg. ). The TQM model outines:

+ people ae the company
+ every company's actvl nflsences the qualty

+ supples are component partofthe qualty system
+ qualty assessment rom customers perspective

Marketing mix positon led fo a ratio from 4P constiuents outined from company’s viewpoint: Product —
Price - Place — Promofion, to inventive 4C consttuents oulined from customers viewpoint: Customer
Wishes and Demands - Gost o the Customers — Convenlence - Communication.

Figure 9. Japanese TQM model.

Process model: Itis assumed that everything
Description - improvement - will work as we suppose.
measurement - repeatability

Product innovations are Products must fulfill not

based on only functonalicy but also

marketing rescarch. acsthetic quality, including
ergonomics
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BSC (Balance Score Card) arose as a result of QMS and TM, and future activies are ts
focal poin. s an important controling tool used to formulate, implemen and evaluate the company's
activiies (fg. 10). BSC model on the other hand aims to achieve the tasks inside the qualty policy in
association vith

+ financial management

+ customer refationship management

+ management of nteral processes

+ manageemnt of mprovement and innovation

Figure 10. BSC Model

Financial view Internal view
Messurability Targets | Measurabilty
——
Balance
e ——
Customers’ Innovation —
Perspective Educational Perspective
Targets | Measurabilty Targets | Measurabilty
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42 servaual

‘Servqual mode s mainy 3 qualatve analysis. Tus becaing 3 concept ceines as the
(SflrencsEeswean the ittt which the senvoe atsfctorly s customer dmands and
he parcsived sene (Parasuraman o a. 1685 Lows and Michel, 1660 cied in Svain, 2000).
‘Servaual s percavs 2 3 OM measurent ol 50 calld GAP Anaysis o he rao customer
expactaions: cusomes sastacion ased oncusomer expernce (T 1) 1 esablshes he cear
ol o senics qualty devery (Edvarden ot . 1994 e in Shahin, 2008]. Acoosing o 5
mode, gaps s within the compary. sating fom nadequate communCatons e 10 poor
matketing reseaeh 3 du o o0 many layersof managemant n e gap 1 -customers xpeciaion
ot ¢ e managament parospions. Then te lck o cea abjectves 3nd 3 Fidous aitde
fowards th quaty of senvieseads o gap 2-managaralprceptions oot match th speoicatons
ot sanvices The wrong prsena e wrong ace e wiong ool systes, the ko teamork
ke oo for th gap 3 - e promsed s = ot the one delere. Sencs delvery versis
xtmal communicaton 4t gap . G2p 5 shows 3 conadiction beveen customss xpecitons
and thepercspionofprovided sevoss.

Figur 11
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Customer
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Gap 1
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v mansge by th cororaton a esesrh and dRvelopmant depsnmant i Grr o mest
demane rlte o cosmtcs and s 50 managed localy i oder 1o st fo e culbre. Cina
e axeot o VK, K Chua stted st Mary Ky’ culurs i sitong and il tis 3 riht
dssiontose s ot

i e As 3 s, consumars in e ket il beimpresd
o Mary Kay sirong culbre whichcrestes 3 grstmauth o moth aovarisement Besides, mouh o
ot advrisement i mre powertul rthr than fashth band on e bilboard 1000 fres o
e 1o know what e campany s ding o help and approach he cusomer. Trarehr, i
Signifcant o resenc in e ket mpacts ity Kaybranch s Malayis o cameout it i
e ision,‘Discover wht you ve” i the arer confrence for y 2014 0 st 3 song and
hical cuure n oder t moiat e beauty consulant 1 aveve helrsales hough beauty
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(SALLOUM, 2010

Advrising and being presenton soial mecia, websie (every I6C has s own P, cstomes et
isight bout VK products and senvses and on i chios they scsss an 1EC's PWS whes hey
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Thare s @fren commuicaion modsl to examin th thking stages 3 cusomer pass
{hrough unl he resches th dedsion f by agan. These are AIDA, Adepeon, Lavge & Ssine,
DAGMAR, Howard & Sheth, . Tre stages 3 customer pass raugh re cogite, aecive,
Senavious. The ma e hough whch th nformston ' rocessed St: Sxpasre, UnsvarEnes,
warenes. atenion knowledge, comprahenson, rerst, ing prference, deste. concton,
valaton,atiude, L, o, cton, uechase, adopion. These e can e halg, but ot
nacessaty decsive. They dort work for 3 pecge i the same vy, ndviualy o o 5 0
ancthr o sven from one sage o anoher hee may be deviatons. They can be 3 sategy 0.3
ropes matkesing larin (S and Zook 2020). i odels e Back ox - sed o nspec
st (prie,ads,foands shops), Personaiaiables - eamings atiudes and el and Complex
modes i tocomine s and bt

(Custamar bahsiour can o 5 e 5 s Sxpaience vith 3 s prodct o sence
orbrand Manyfctors have impacton customer experiance. Accaing o Schi (1699 N kere,
2012) the "Sense ket e misi, sound et el infusnce 1o rsts e fghtfsing
@uied it isal,auoy, ofsctryimpac roups. Ancher i on th customer sxparnce s
e proces ht1as ot momntof bying and sing th procuct unl e decon o buy 3gain
ornot, I ke aestory. Comnectty andineracion wih e cistamer e his expeience which
iolves he communicston maners and e reguarty over mutichannes. The experse ipact
on customer expance s bout curert pracics s the excllet product or s dfvered. The
Iastimpactis on rltonsh.The way e oya usomersae et (g, 1 kere, 2012).

Figur 16. The Customer Exparince Management Pyrami.
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Figure 17 Mary Kt career Path,
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Figur 18 Custome Profie.

MARY KAy commenmons

6. COVID-19 Impact
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Important notice! This report might be

subject to plagiarism. My chosen company for all
UWTSD assignment reports is Mary Kay Inc. This
company is the target point for all modules in Level
4, terms 1, 2 and 3 as well as for all modules in
Level 5, terms1 and 2. Term 2 modules are: UEC
BMSW5103 - Ze Zook; DWC BMSW5101 —
Yajesh Kumar; WCO BMSW5105 — Syed
Jaffrey. | do my best in paraphrasing! Thank you!
Silvia Postu, ID: 1812545
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