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With the transition to online shopping, the time of customer service inquiries has increased. Online shoppers do not operate during normal hours and shifts from Monday to Friday, but 24 hours a day and 365 days a year. Customers may be ordering from a brand at 3am, and if so, they expect customer service staff to be on hand to answer any questions they may have.
In this report, we will answer the following questions:
1. How do internal and external factors affect or have affected the UPS organization's quality systems and 24-hour customer service inspections?
2. How can the UPS organization cope with new customer demands and achieve its business goals by developing and maintaining good customer relationships, 24/7/365?
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`The point is in the details. The focus is on simplicity. The key is reliability.
From the smallest box to the largest pallet, they can help you send your important shipments where you want and when you want.
UPS was originally founded in the USA in 1907 as a delivery company. UPS has grown into a multi-billion dollar company that contributes greatly to international trade. Today, UPS (United Parcel Service Inc.) is an international parcel delivery company whose brand name is one of the most well-known and loved brands in the world.
UPS operates more than 100,000 vehicles and more than 2,800 facilities and is one of the 10 largest airlines in the world.
With the development of its fleet and innovative facility technology, UPS strives to reduce its environmental impact, and it also wants to reduce the use of natural resources needed for its activities everywhere in the world.
In UPS numbers
11.5 million Sending and receiving customers
5.5 billion Delivered packages per year
More than 10,300 vehicles running on alternative fuels and using advanced technology
495,000 employees
294.9 million Online tracking requests per day
More than 220 nations and territories served
About 125,000 vans, trucks, tractors, motorcycles
It doesn't matter how often you deliver, just once a year or every day, we provide the right service.
UPS is one of the world’s largest and most trusted global shipping and logistics companies.
 (UPS, 1994-2022)
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In the two tasks, I am looking for information on what information systems are, how they work, and what advantages they bring in the context of its examination, the advantages and challenges of establishing and maintaining good customer relations. I present the UPS Company’s different business strategies and Porter's Five Forces, Ansoff's matrix, CX and CRM strategies.
In addition, I explain the basics of the application of TQM and the SERVQUAL model in the context of the internal application of UPS.

[bookmark: _Toc124164507]Marketing Theories

Porter’s five forces: 

[image: Porter's Five Forces - Definition, Explained, Example, Model]Figure 1 Porters 5 Forces

Porter's 5 forces model is an analytical methodology for examining the opportunities and threats of a given industry.
In other words, this model examines whether it is profitable to create a company in a certain sector. It depends on the structure of the market.
Each of Porter's five forces is a factor that affects the potential for profit, and they are:
· competition within the industry,
· the new entrants,
· the suppliers and the
· bargaining position of buyers and
· The threat of substitute products.
The main purpose of this analysis is to find opportunities and identify threats for companies already operating in the industry and companies planning to enter. Thus, it determines the ability to make a profit.  (Rasmussen, 2017)

Marketing mix
Marketing mix is the combination of the marketing tools used to achieve a product or service's intended marketing objective.
4P MODEL
The classic marketing mix is equal to the 4P model. This was the first to be used to model corporate marketing activities. The elements of the 4P are the following (consisting of the initial letters of the following English words):
· Product (product, product policy)
· Price (price, price policy)
· Place (place of sale, sales policy)
· Promotion (promotion, sales incentive policy)
MODEL 7P
With the development of service marketing, professionals realized that they had to take into account the characteristics of services in connection with the 4P model, so they added 3P to the original concept. This is how the profession got the 7P. The new elements are the following:
· People (human factors)
· Physical Evidence (physical factors)
· Process  (Adam, 2022)

 Ansoff Matrix

The Ansoff matrix is a corporate strategy that allows you to choose from four strategic development options:
• Market penetration (the company wants to continue operating in its current market with its existing products, but for the sake of development, it wants to increase its market share - many people follow this strategic version, as it has relatively little risk, success depends in particular on the current state of the market, and company can expect a strong competitive situation);
• Market development (the company wants to break into new markets with its existing products, protects its existing products, and wants to maintain the stability of the usual operation in production – the market and product development strategies are usually used by companies together);
• Product development (the company feels that it no longer has the opportunity to make further progress with its current products on the market, so it appears with a new product in a market that is already known and partly dominated by its current products - using the experience gained and the already established market network);
• Diversification (in this case, the company keeps its current, traditional products and its already conquered market, but at the same time it also orients itself towards a new market, which it wants to break into with newly developed – or, for example, acquired – products.. (Peterdy, 2015-2022)
[image: ]Figure 2 Ansoff Matrix













UPS Porters five forces: 
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UPS Ansoff matrix:
Like all companies, UPS uses the Ansoff Matrix for successful international growth
UPS's strategic growth decisions varied depending on internal and external organizational factors. Below, based on the categories of the Ansoff matrix, I detail the strategies that UPS has successfully implemented.

Market penetration: 
With our existing product, we want to be active in the current market, and by using our capacity properly, we are trying to achieve the largest possible share. We need to find the tools that can make our current product more attractive to new customers.

This can be achieved by developing potential marketing measures and product additions that can greatly increase the range of actual customers, without requiring major changes on the product or market side.

Increased production capacity, and marketing investment:
- Allows UPS to reach more and more customers in the same market. This results in greater efficiency and effectiveness.
For UPS to reach more consumers in the same market, investing in communication, marketing and advertising make this possible.
  UPS can increase its market penetration in existing markets for existing products by experimenting with higher marketing investment.

Competitive Pricing
In order to increase the attractiveness of its products, UPS may introduce price reductions for this purpose. Because of this, competitive pricing will be a source of competitive advantage and lead to higher consumer commitment to the product.
This can increase UPS sales and increased penetration
Market development:
In the strategy to create new products of the company, the markets in this company are targeted in order to achieve growth.
This requires an answer to the following question: how can the product portfolio be expanded by minor conversion of the existing products, taking into account the different needs of the potential new customers?
The answer is a New Customer Segments
Behind this move by UPS must be a reliable service, which may also face serious competition in the new market, so before making a decision, it is worthwhile to consider the desired and actually achievable market share before entering the market.
Product development
The essence of product development is that in this strategy the company tries to conquer the original market with a new product or by changing the characteristics of the original product.
This strategy is more likely to be successful if: its current product no longer brings the expected growth, UPS is working on the development of the existing product in the current market. Of course, it is worth starting any product development after a thorough customer demand analysis, as based on these we will get an answer as to which direction should be taken in changing the composition of the product, whether we are talking about innovation or quality transformation, which will lead to the expected growth.
Diversification
During diversification, we intend to enter a new area with a completely new product or service. Diversification requires not only new capabilities, skills, and technologies but also the reallocation of available financial and human capital.
The main advantage of diversification is that if one company lives in unfavourable conditions, the other is not affected.
Mergers and acquisitions are one way UPS explores its conglomerate growth in terms of entering new businesses. UPS may enter into partnerships with interested companies and stores or may acquire new markets and consumer groups that are completely new and unrelated to existing offerings.
 (Hussain, et al., 2013)

UPS marketing mix: 
Product: 
We want to satisfy consumer needs with our products and services, that is, to sell our products, and to be the best in this area of the market.


UPS Recommended Product Strategy
It should extend Benefits to customers, which include warranty, delivery and after-sales service, helpline services, etc. includes
You need to expand your product portfolio, offering new product lines to meet customer needs.

Price
The price refers to the amount that the customer pays for the product. The most difficult task for businesses is determining the price, because the price is the only source of income, compared to the costs.
UPS Recommended Pricing Strategy
You should introduce promotions and discounts where you lower prices for a short period of time to attract customers and gain market share.
Place
Place can refer to the physical location where a business does business or the channels used to reach markets. "Place" can refer to both retail units and virtual stores.
"Place" includes all the solutions for how the product/service gets from the place of production to the place of use, this is called sales policy.
UPS Recommended Place Strategy
For UPS to open up on social media such as Instagram and Twitter, selling its products on these platforms along with social media posts will allow the company to generate more sales.
Promotion
The role of the promotion: helping the customer in the decision to use a purchase or service. Promotion is a collective term for tools that inspire consumers at the opinion of purchase to try and buy the promoted product.
UPS's recommended promotional strategy
It would be a good idea to include social media influencers, such as bloggers, in your ads. Bloggers be able to post content on their social media pages for advertising purposes.


People
People are directly or indirectly involved in commerce, customer service employees who turn quality into service.
The strategy of people recommended by UPS
UPS should provide training for your sales, customer service and procurement staff as they play a vital role in creating value for customers.

Process
The "process" of the service marketing mix includes everything that conveys the particular service in question to the customer: the activities, procedures, protocols and other things.

  The UPS Recommended Process Strategy
UPS must constantly look for ways to innovate and improve processes that improve efficiency and reduce costs. Cost savings equal lower UPS shipping costs.
Physical evidence: the place where customers and service staff can interact.
Environmental conditions - temperature, sound, smell
Location, features - may include maps, equipment, and office decoration
Signs, symbols, and objects - style, personal touch
Communication and information elements
Services are not tangible offerings. We present ourselves to customers with the physical environment, introduce ourselves, and remind them of the performance of the service.

For UPS, all this means that by improving communication and customer service, they will leave a lasting mark in the iron industry. (Adam, 2022)
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As a result of proactive work, customer-oriented organizations constantly understand the unique problems and expectations of their customers, as well as the connections between these needs. And with their knowledge and understanding of an ever-growing customer base, they consistently deliver products and services that meet these customer expectations.
As far as the relationship with customers is concerned, the company must essentially win every interaction that the customer has with the given company, be it the brand promise - that is, the promises made there must be fulfilled -, contact with customer service, invoicing matters or even the delivery of a as a product.

All departments must do their part in a coordinated way so that based on the customer experience created as a result of all the interactions, the customer is at least satisfied, but it is even better if he feels that we exceeded his expectations.

CX Strategy

[image: ]Figure 3 Customer Experience

CX is a highly quantitative-based approach, where CX projects typically focus on improving a given company's existing offerings to generate quantifiable higher customer satisfaction results.
This combined CX-service design approach - such as continuous understanding of actual customer needs and creation of validated solution concepts - can help companies deliver smooth end-to-end experiences that can actually serve customers' constantly changing needs.
Based on the definition of "customer centricity", when we interpret a word into two semantic parts, we can understand that the term means "customer orientation", and more precisely, its needs. This is exactly the main idea of the concept.
Customer focus is aimed at market concepts. This company's ability to organize a high level of customer service and increase revenue through relationships and customer satisfaction.

Whether the company is customer-oriented or not, you can tell after interacting with the customer through technical support, claims settlement, or service. In other words, customer evaluation helps to understand how the organization pays attention and meets visitor needs.
A positive customer experience can help boost your business and build your brand. 80% of customers say their brand “experience” has the greatest impact on brand loyalty and ultimately profitability.

 	 From Zendesk 2020 CX Trends Report 2 (Wintermantel, 2021):

75% of customers are willing to spend more with companies that provide them with a good customer experience.
50% of customers switch to a competitor after a bad experience.
80% of customers switch after more than one bad experience.
A few bad experiences with a brand, even if not terrible, can lead to lost dollars. Research shows that $1.6 trillion is lost annually in the United States due to poor customer service.

Customer Service Management Strategy
The purpose of sales is obviously to increase income and profit. CRM systems help the company focus on the most important customers. They also ensure that the work of sales, which can be tightly regulated or flexible, actually results in sales. Added to this is smooth internal communication and information sharing. All of these together lead to a successful deal.
The development of an effective CRM is accompanied by a change in attitude: the product/service-oriented approach is replaced by a customer-oriented philosophy and corporate culture.
It can only function effectively if it is backed by a suitable corporate philosophy and culture, committed management, and customer-oriented strategies.
With the help of CRM, the service provider... can have greater control over the service process during service provision, be able to manage customer expectations more effectively, you can understand what your customers really need, with services adapted to the users’ expectations, you can achieve greater customer satisfaction, increase the customers’ faith in the service provider, and gain a competitive advantage.
Elements of CRM
· The customer: we can only become successful if we see value in our customers because they also contribute to the value since they will generate income for the company.
· The culture: In the new culture, the primacy of mass marketing is taken over by segment- and customer-oriented marketing.
· The processes: the company designs or transforms its business processes in such a way that its sole purpose is to satisfy customers.
· Satisfaction: the most important factor in acquiring and retaining customers is the creation and maintenance of customer satisfaction.
· Loyalty: the goal is to establish long-term, loyalty-based relationships with customers and to deepen these relationships.
· Information: the knowledge gathered about the habits, decisions, and behavior of our customers is an essential accessory and prerequisite for business planning.






Customer relationship management (CRM) with UPS:
The true purpose of CRM – (as with any marketing campaign):
A special form of profit increase: increasing the value of the entire customer base, by creating and increasing customer loyalty. However, this requires knowing the individual value of the customers.
 CRM software was developed for the IT support of a customer-centric corporate philosophy. These solutions are based on a central customer database, in which all master and transactional data and information related to customers can be found and easily and quickly accessed. Thanks to this, it is significantly easier to analyze the customers' habits and needs, which ultimately enables better and more flexible service.
UPS was forced to provide its CRM system with a WEB interface, without it becoming practically unsellable. And this is Zenkraft.

Zenkraft CRM basics:
Salesforce makes shipping, tracking, and returns applications.
- enables the "Where's my order?" function.
- Status Tracking - the ability for agents to email UPS return labels to customers.
– Estimated delivery dates and shipping costs on checkout, tracking notifications, and self-service returns.
Salesforce order management
– Book and track UPS shipments directly from fulfilment orders. Real-time shipment tracking with delivery notifications. (UPS, 1994-2022)
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There are many ways to measure the quality of services tool was developed. Most of the differences between the methods can be traced back to different approaches to the concept of quality. When determining the quality of the service, most models take into account the difference between the quality perceived by the consumer and the quality that appears in his expectations.

Total Quality Management
The application of TQM enables quality-oriented management of the company. When applying ATQM, it is not simply about ensuring quality, TQM is a management philosophy covering the management of the entire company.
The literature defines three principles of TQM:
1. Customer focus, according to the TQM approach, means that the focus of the company's activity is always the effort to satisfy consumer needs because the company's ability to meet customer expectations and achieve customer satisfaction is a condition for its successful survival. In order for the company to be able to satisfy the needs of its consumers, it must assess them correctly.
In the case of services, this is much more difficult than in the case of well-defined, clearly-defined products. The services expectations are much more subjective and more difficult to express.
2. According to the principle of continuous improvement, the company's managers and employees do everything they can to improve performance by improving processes. By gradually improving and adjusting the production/service processes, the company can better meet the challenges of the rapidly changing market environment. The company must constantly look for improvement opportunities, the process does not end with the solution of an emerging problem. The principle covers all aspects of the company, be it raw materials, production methods, or labour utilization.
3. The third principle is employee empowerment. When introducing TQM, we can expect a certain degree of resistance from the employees, since the appearance of all radically new things carries uncertainty and risk in the company. At the same time, by involving the employees in the processes, we can achieve a reduction of this resistance, since they will consider the new system as their own, rather than from the outside, it would have been introduced regardless. In addition, since employees have significant experience and knowledge of the company's operations, they can provide new ideas for TQM implementation. (K & A, 2003)

Improved communication following delays

Positive post-purchase experiences following a problem can strengthen retailers' long-term loyalty. Clear communication around delivery expectations can go a long way toward gaining trust and more sales. (K & A, 2003)

 	The unreliable delivery of the past year has caused a crisis of confidence among online consumers. According to a March 2021 UPS survey of 896 small and medium-sized businesses, 63% of retailers have seen an increase in lost or damaged package incidents over the past year, with nearly half (48%) reporting problems with post-delivery theft drew attention. The same suppliers note that the biggest impact is time lost in handling claims, but they also experience financial losses, cancelled orders, and negative reviews. (UPS, 1994-2022)
The consumer's dissatisfaction can lead to complaints, which the company must pay attention to and which must be handled in some way. However, the organization should not strive to eliminate complaints, but rather to eliminate errors and solve problems.

SERVQUAL model
The most frequently used model is the SERVQUAL model. This model starts from the difference between the expected and the experienced service in determining quality. He tries to reveal and analyse the reasons for the difference.
The SERVQUAL model is based on five dimensions of services. Twenty-two pieces, the state of the dimensions of quality asks a question that helps to determine. Of these, 5 statements pertain to "reliability" and "empathy skills", while 4 to 4 examine "objective elements", "helpfulness" and "safety".

Furthermore, the SERVQUAL questionnaire examines only routine processes and does not ask what happens if something goes wrong with the service. Statements examining expectations are usually given the maximum score by the respondents, indicating that the presence of the given characteristic is important to them. Thus, in the end, almost all statements regarding expectations are scored as seven, the rating of 1 "I do not expect at all" is generally not used.

TQM also places great emphasis on satisfying the needs of internal consumers, since the final product/final service is significantly influenced by the results of each phase.
However, the SERVQUAL model cannot be applied to internal consumers, because for them primarily the "performance" after acceptance, the final result, is authoritative, and the expected and perceived quality is difficult to define in their case. (K & A, 2003)

We are looking for the reasons that led the company to success and development. And this was the power of total quality control. I will explain how the company implemented its program according to the basic aspects of TQM:
Technological innovation;
With constantly new technology, UPS has saved millions of dollars. The Delivery Information Acquisition Device (DIAD) developed supports UPS's sustainability efforts and is continuously updated to improve these efforts. Another way to achieve sustainability is to use its latest technology, On-Road Integrated Optimization and Navigation (ORION). The use of ORION improves and reduces the routes used by drivers to deliver packages, thereby reducing fuel costs. (D'Arcio, et al., 2014)

Employee empowerment:
He constantly motivates and trains employees and ensures a healthy and pleasant working environment.
 UPS uses technology to help its employees collaborate while keeping the cost of phones and computers low. This helps employees to cooperate. All phone calls, spreadsheets, documents, and e-mails are updated daily, so they help employees not only in a specific location but worldwide.
Quality of service
UPS values its customers and constantly monitors their changing needs.



Customer management
It not only measures customer satisfaction, but also their joy. According to another method, which proves the commitment to its customers, that instead of advocating fast delivery at any price, the religion assigns delivery drivers to stop you. Let them get out of the truck and give them free time to communicate with customers. (D'Arcio, et al., 2014)
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The 1-2. In the assignment, I explained what information systems are, how they work, and what advantages they bring. I presented different business strategies and Porter's Five Forces, Ansoff matrix, CX and CRM strategy.
Apart from that, I explained the basics of applying the TQM and SERVQUAL model in the context of UPS's internal application.

UPS's business strategy is industry-wide differentiation, and its five forces are low bargaining power of customers, low threat of substitutes, moderate bargaining power of suppliers, low threat of new entrants, and moderate rivalry among existing competitors. UPS collaborates using emails, phone calls, spreadsheets and documents. UPS uses various hardware and software components to efficiently store data, and procedures are performed by UPS employees (humans).
In the case of UPS, you can tell by examining the relevant marketing (service) theories/models/methods that the organization has understood how it can cope with new customer needs and how it can achieve its business goals by developing and maintaining good customer relationships. UPS knows how important the balance between technology and interactions in the workshop is. UPS is clear about the importance of employees and does everything to ensure that they are well trained and satisfied.
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Bargaining power of buyer — (low)

Customer bargaining power is the influence
that customers have over a company or
business. In the case of UPS, customer
power is low because they have a large
number of loyal customers and a larger
company cannot provide the same
services. There aren't many places you

can't deliver to.

Rivalry among existing competitors —
(moderate)

Rivalry between existing competitors is
competitors in a particular industry who
offer the same product or service. For
Ups, the rivalry between the existing
competitors is moderate, because
although there are few competitors, the
rivalry is intense between UPS, FedEx, and
DHL. However, UPS remains the industry
leader.

Threat of substitute product of service - (low)

With UPS, the threat of substitute products is low
because there are not many substitutes for shipping
the product across the country. If you need a
product shipped to another location, there is no
substitute. A company can ask an employee to take
the package or product to its destination, but this is
a very expensive and very inefficient way to deliver a
product. UPS provides a service that many
businesses and individuals use every day and rely on
a day-to-day basis.

Threat of new entrance

handles a large volume of packa

New market entry threat is the level at which a new company finds it
difficult to enter the industry. In the case of UPS, the risk of entering a
new market is low due to obstacles such as the high investment cost
of starting up and the available economies of scale. Due to economies
of scale, UPS can afford to charge a lower rate for packages because it

- (low)

ges per day.

Bargaining power of suppliers - (medium)

UPS supplier performance is moderate because UPS suppliers have
power over certain aspects of UPS operations. UPS doesn't have as many
package delivery vehicles as it should, so companies like Swift
Transportation and Budget have a bargaining chip when UPS leases
vehicles. Another large supplier over which it has limited control is the
gas companies. The gas supplier is average on UPS because the suppliers
also limit how much they can charge per gallon of gas.
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