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Executive Summary 
The success factor of an organisation like Nestle depends on its marketing activities and its way of managing customer relationships. Between transactional marketing and relationship marketing, it will be beneficial for Nestle to include relationship marketing theories in its activities and procedures. The application of the CRM system is important for managing and maintaining a proper relationship with the customer base. It has discussed the different ways in which it adheres to its quality standards while also enumerating the nature and significance of customer relationships for leading brands like Nestle. The benefits and challenges of developing effective customer relationships have also been discussed minutely. 
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[bookmark: _Toc76224287]Introduction   
Managing customer experience is very important for the success of the recent organisation, as the switching cost of customers from one preferred organisation to another is very low. Therefore, companies must be focused on improving customer relationship management after satisfying their needs and demands. In the COVID-pandemic, the need for customer relationship management is at an all-time high. In the assignment about understanding and managing customer experience, firstly an introduction will be represented for introducing the case study organisation. Nestle is selected in the context. Firstly, some marketing theories will be represented in the report followed by customer relationship management theories. After that, the different systems and factors influencing the quality control aspects of the organisation will be highlighted. Illustration of different systems helping the quality control methods of Nestle will be represented in the report as well. Lastly, different challenges, as well as benefits of maintaining and developing effective customer relationships, will be represented in the assignment as well.   

[bookmark: _Toc76224288]Main Body
[bookmark: _Toc76224289]Application of key marketing and customer relationship management theory/theories to Nestle 
Marketing theories 
Organisations like Nestle can apply a range of different marketing theories for making sure that their offered products are reaching the intended customers. The two main marketing theories are associated with transactional marketing and relationship marketing. The proper description of the marketing theories and their application in the context of Nestle is represented below: 
· Transactional marketing
Transactional marketing can be referred to as the methods of push marketing strategies, where Nestle can target a huge number of individuals for achieving the substantial and expected sales level. Nestle implements the aspects of traditional marketing in the initial stage of marketing certain products so that the perceptions of some large audience groups can be captured initially. Nestle must make emphasise the efficiency and magnitude of the individual sales level while trying to get success from conducting the transactional marketing process (Grębosz-Krawczyk and Olender, 2018). However, the company will not need to focus on customer retention methods if it selects the marketing theory to apply. The generic product sales and other aspects can be achieved after applying the transactional marketing methods. Application of the marketing theory is highly involved with the related aspects of the marketing mix. Different marketing variables present in the marketing mix can be greatly helpful in terms of conducting the production transaction and selling procedures. A list of some strategies that can be used by Nestle for having success in the transaction marketing processes is done below: 
1. Cross-selling and upselling
Upselling can be demonstrated as the process where Nestle has to influence the customers so that they can spend more on the offered products. The company will need to employ some upgraded and premium buying options to the customer base so that they can consider buying products from the company (Ramaul, 2021). Cross-selling on the other hand can be done by encouraging customers to buy the upgraded version of such product that is already owned.  
2. Bulk discounts 
Sellers like Nestle can provide exciting discounts to the customers if they buy one product in huge quantities. 
3. Bundling 
If Nestle is willing to use the transaction marketing method then it must offer some complementary products packaged altogether with some discounts. The customers can have the willingness of buying different products bulked together (Goudarzi et al., 2019). It attracts such customers who are willing to buy ranges of different but related products altogether.  
4. Sales promotion 
In the method, nestle must offer the short-term and attractive offering of a certain product to improve its demand and sales level. 
5. Point of sales promotion 
Promotion of parasite products when the customer has already reached the point of sales can be used as a way of promoting and selling certain products. The parasite product may or may not be linked with the initial product. 
· Relationship marketing 
Relationship marketing is entirely different compared with the aspects of transactional marketing. It mainly focuses on creating customer relationship management through building long-term customer relationships rather than some short-term goals like increasing individual sales or short-term customer acquisition (Lubis et al., 2020). In the competitive scenario, the need of conducting relationship marketing has been increased and companies like Nestle are focused more on relationship marketing rather than transaction marketing. Different procedures of conducting such marketing activities are listed below: 
1. Investing in the technologies 
Companies like Nestle must invest in emerging CRM technologies for building and keeping the relationship with the recent customers (Vrontis et al., 2020). Investing the CRM solutions will surely help them to maintain customer relationships while having several different loyal customers. 
2. Using loyalty points 
It is a reward providence structure that Nestle can use to give attractive and effective rewards to its loyal customers. After applying the strategy, it can be easy for the company to gain customer trust and will be able to maintain a strong relationship with them. 
3. Email marketing 
Retention of customer data and information is necessary for conducting the ways of email marketing. Nestle can send emails to the customers as a way of marketing the new product offerings to the customers (Ližbetinová et al., 2020). It helps attract and retain existing and new customers within an organisational context. 
4. Using social media platforms 
The social media user number is continuously increasing and organisations like Nestle can make relationship marketing activities after investing in social media webpages. Using social media platforms will help the company to stay connected with the customers while enhancing the existing relationship. 
Customer relationship management theories 
Different theories and models that can be used by large-scale organisations like Nestle as a way of conducting CRM activities are listed below: 
· The IDIC Model
According to the theory, an existing business like Nestle must adopt four different actions for building an effective and close relationship with the customers. Firstly, nestle must identify the customers while building some deep understanding about them. After that, the identified customers must be differentiated using their offered values to the company (Irmal et al., 2020). In the next step, Nestle must interact with the customers for making sure effective relationships are maintained with the customers. In this regard, the proper relationship must be maintained with the suppliers as well. Designed CRM software can be used by the company while trying to apply the model. The last step is to customise different offers for the customers so that effective relationships can be maintained.  
· The Quality Competitiveness Index Model (QCI)
While trying to apply the strategic CRM process, organisations like Nestle must establish and maintain ranges of different activities so that they are not having any problems while trying to maintain the relationship with the customers (Zeleke and Kumar, 2019). Proper customer retention aspects can be done as well after successfully applying the theory in the marketing and relationship management context of Nestle. However, the company must invest in the recent technologies and associated processes for having success applying the QCI model of customer relationship management. 
· The Payne’s Five Forces Model 
The model mainly develops and identifies five core processes required for managing customer relationship in the CRM process. The CRM strategy or model can be divided into different parts, which include the multichannel integration process, value creation process, performance assessment process and lastly information management process. The different activities of this five forces model can be grouped into different aspects like analytical CRM, operational CRM, strategic CRM and relationship management CRM (Ullah et al., 2020). Integration of all of these processes is necessary for building an effective CRM process.  
· The Forrester Model  
The forester model of CRM is associated with four different segments, which include processes, strategy, people and technology. A Strategic CRM process can be implemented by Nestle while using the model. Companies must be focused on marketing, direct sales, eCommerce, indirect sales, service and final sales procedures for having success in applying the model. A balanced scorecard must be used by recent organisations like Nestle while trying to include the customer relationship management theory practically (Bernier, 2018). Periodic performance measurement of the existing CRM system must be done in the context. 
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There are ranges of different factors influencing the quality system as well as controls for the customers in the COVID-19 pandemic. In the pandemic situation, it has become imperative to control the quality-related aspects of production for the companies like Nestle. Without managing the quality system and controls, the customer satisfaction rate cannot be gained and it will be problematic for the company to gain consumer trust. During the COVID-19 pandemic, customers are always looking forward to consuming quality products with effective price points. Description of the factors influencing the quality system and control for organisations like Nestle are listed below: 
· Money (financial aspect)
The most primitive and important factor that affects the quality control system of Nestle is the financial resources. In the pandemic situation and highly competitive marketing aspects, most of the production and manufacturing firms are investing a higher level of financial resources for maintaining the quality of offered products (Furman and Maison, 2020). Furthermore, an adequate amount of monetary resources is also necessary for controlling the quality-related instances of the offered products. 
· Material quality 
For maintaining the quality of finished and final products that can be sold to the intended and existing customer base, Nestle must manage and maintain the quality of raw materials used in the production process. Therefore, it can be listed that the qualities of different raw materials are impacting the quality system and controls of recent organisations like Nestle. 
· People (human resource)
The skills and expertise level of the existing workforce of an organisation like Nestle can make an extensive impact on the quality management and system of such an organisation. People are employed in different sectors of an organisation including the design of products, production, packaging, delivery and other related context. Therefore, the employees must inherit the required knowledge about the different sectors (Yoo et al., 2018). Without having highly skilled and effectively engaged employees, the organisation can't manage the product quality and other related instances. 
· Market condition 
The overall state of an existing market plays an important role to determine the quality and control of production. The market of organisations like Nestle has been greatly impacted due to the COVID-19 situation. Therefore, most organisations are focused on building maintaining the quality of offered products so that adequate customer satisfaction can be gained. The spending power of different customers has decreased due to the financial losses in COVID-19 and lockdown restrictions. Customers are willing to have a low cost but high-quality products from every organisation. It has increased the need of assessing and managing quality in the offered products. Therefore, the market condition is making a huge impact on the quality control and associated systems of organisations like Nestle. 
· Machines and methods 
For maintaining high standards and quality in the offered products, organisations like Nestle have invested in some new machines while following new methods and procedures for using those machines. The way of conducting quality control and quality maintenance have changed during the introduction of new machines and methods. Therefore, it can be evaluated that introduction of the new machines and methods can make a greater impact on the quality controlling aspects of recent organisations like Nestle. 
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As one of the biggest companies working in the food and beverage sector, Nestle produces a wide range of products and most of these are regular household names. It, therefore, has to monitor its quality processes continually while focusing on customer requirements and attitudes through stringent market research. The market researchers here liaise closely with its technologists, food scientists and product developers and this helps Nestle in designing products for meeting market needs while adhering to the requiring quality standards. Nestle’s quality processes comprise an effective affirmation of building trust through offering customers goods and services that match their preferences as well as expectation (Nestle.com, 2021). The authorities ensure to comply with all kinds of internal and external quality requirements, regulatory and food safety provisions. It also aims towards gaining a no waste and zero-defect attitude while making quality and efficiency a group-wide objective. 
Nestle has an effective Quality Management System which serves as its global platform for guaranteeing food safety, creation of consumer value and compliance with all kinds of quality standards (Nestle.com, 2021). Its internal quality managing systems are verified and audited by different independent certification bodies for proving its conformity to relevant laws, ISO norms, internal standards as well as diverse regulatory and legal requirements. Quality remains an integral part of the corporate business principles of Nestle. These are important as they guide its actions for delivering products and services that are preferred, compliant and safe for the customers. This helps it to be perceived as a trusted and recognized brand that focuses on the health, nutrition and wellness of its consumers. The authorities here never compromise on the quality, compliance and safety of its goods and services. They ensure that everybody understands their responsibility and role in attaining the company quality objectives. The quality policy at Nestle includes diverse elements that illustrate its commitment to efficiency and excellence.  
The Nestle authorities strive to foster an effective quality culture with the aim to develop, manufacture and provide customers with goods and services that are high in quality and have zero defects so that they can deliver on the brand's wellness, health and nutrition promise. It ensures full compliance with all internal requirements as well as relevant regulations and laws. On the other hand, it also challenges itself continually to improve its quality management system for eliminating defects by reviewing the quality-related objectives and results and for guaranteeing food safety so that there are no adverse quality incidents. The authorities also encourage promotion and division of different quality responsibilities among its third parties and employees through supervision, coaching, effective communication, training, standards and education. Nestle is also known to implement its quality policy and processes through the implementation and application of its Nestle quality management system (Nestle.com, 2021). It holds support from everyone, ownership, engagement and teamwork as crucial for attaining its quality objectives. It also ensures offering the required resources, management and leadership while seeing to it that the quality policies are reviewed annually before focusing on communicating them to all third parties and employees.
The Nestle quality policy is attained through the successful implementation and reviewing of Nestle quality management system (NQMS). Its diverse functions across the company value chain are primarily linked to the achievement of its quality objectives. These also help it to improve its quality performance continuously. Its quality function functions as the challenger and guardian of its quality management system. On the other hand, management by process offers an effective framework for maintaining and attaining compliance, attaining customer satisfaction while measuring performance. The NQMS is implemented throughout the organisation and is verified by different third-party certification bodies. It also ensures that its external business partners like contract manufacturers, vendors, joint ventures, customers and licensees exhibit their alignment with its quality requirement for attaining compliance and food safety (Nestle-esar.com, 2021). The NQMS is usually comprised of three primary elements, quality standards, a continual improvement management cycle and a process-based management system. Its quality standards help in capturing the expertise and knowledge of professionals associated with Nestle for ensuring an effective application of its principles and ideals.
The quality standards incorporate diverse product-specific requirements and these are managed through operating quality manuals that are established centrally. For example, the country-specific standards are usually based upon the local policy and regulatory requirements and these are implemented locally. On the other hand, its continual improvement management cycle ensures regular management of its quality processes with a focus on performance measurement and enhancement of its quality culture (Nestle-esar.com, 2021). In addition, its process-based management system encompasses its entire value where all its functions are responsible for managing and defining the work processes that may impact consumer delight, compliance and product safety. Its support functions are known to offer expertise, assistance and work processes for meeting the diverse NQMS requirements and for attaining its overall quality objectives. Nestle focuses on the application of its globally recognized "Good Manufacturing Practices" for ensuring food safety and quality. This includes all manufacturing related aspects such as equipment maintenance, standard operating procedures, material handling along with focusing on people management and training. On the other hand, it also applies the globally acknowledged Hazard Analysis and Critical Control Point system for ensuring quality and food safety. 
It is a science-based and preventive system that helps in identifying, evaluating and controlling different kinds of hazards associated with food quality and safety. This includes the whole food production process from acquisition of raw materials to manufacturing and final consumption (Nestle.com, 2021). Its quality processes, systems and plans are verified by different external certification bodies against ISO 22'000:2005/ISO 22002-1 standard. Nestle also boasts of having the largest network of research and development in the entire food and beverage sector and it focuses on continual innovation and renovation of its portfolio for meeting the changing needs and preferences of its customers. It works with different leading-edge partners including public organisations, academic institutions and start-ups around the world (Nestle-cwa, 2021). These help Nestle in strengthening its capabilities through developing new technologies, generating ideas as well as accessing skills so that it can maintain its efficiency in the future. It may thus be understood that there are diverse systems supporting Nestle’s quality processes and this helps the company in dealing with new situations and market trends effectively. 
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The global pandemic has been having a devastating impact on people, communities and businesses around the world. It has proved highly challenging for even successful companies like Nestle and it has become all the more important for it to focus on meeting customer requirements while maintaining strong customer relationships. For example, it emphasizes using its scale, size and commitment towards quality and social responsibility (Nestle.com, 2021). It strives to ensure that it helps and supports its customers as well as diverse communities worldwide. It focuses on its factories and supply chain for meeting the nutritional needs of its customers to support them in the best possible manner during these challenging times of COVID-19. Along with the normal hygiene standards, it is emphasizing different kinds of additional safety and sanitation measures in its offices, distribution centres and factories (Nestle.com, 2021).
To ensure that it can meet its customer requirements effectively, it is emphasizing market research as this helps in understanding all that the customer wants in the best possible manner.  For staying in touch with its factories located in different corners of the world, the authorities in Nestle are currently using the remote support centres more effectively (Koltrowitz, 2021). This is being focused on its "Swiss dairy research facility" as well as in its other sites known for product development. It is from these sites that its staff members connect to factories located in different corners of the world for solving problems remotely. This has been facilitated by different tools like augmented reality software and smart glasses. The organisation understands the economic implications of the pandemic and acknowledges that essential goods and services are taking precedence over different luxury products. There have been massive economic disruptions and therefore the authorities try to ensure that appropriate value is being provided to customers.
The authorities focus on factors like quality, trust, safety and nutrition and these have gathered more significance and prominence among customers today. They are increasingly found to prefer brands that are tried and trusted during these uncertain and difficult times. On the other hand, as has been discussed in the previous sections, the Nestle quality management system has also helped the organisation in meeting its customer requirements in the best possible manner. This helps in meeting its quality policies and ensures that the company can satisfy customer needs by attaining its quality objectives. It also ensures that the organisation can boost its overall quality performance regularly and this, in turn, enhances customer relationships by assuring them with the consistent provision of high-quality goods and services. Its management by processes helps the brand to attain and maintain effective compliance while being able to measure performance and acquire higher levels of customer satisfaction and relationships. 
As has been understood from the critical discussions of Rahi et al. (2017) maintaining good customer relationships during the pandemic is crucial for a leading brand like Nestle as this helps it to increase its brand loyalty and credibility in its operative markets. The authorities were effective in developing relevant strategies as per the prevailing situations and environment and this helped the organisation in attaining higher customer loyalty from the market. For example, the pandemic situation saw an increase in the demands of a healthy lifestyle and for meeting this requirement, it focused on its nutritional product segment while also emphasizing the overall quality aspect consistently. On the other hand, the authorities also ensure that its strategies remain consistent with the overall organizational values so that maximum benefits may be attained by the customers.
Over the years, Nestle complies with a set of distinct business principles that influence the ways in which the company operates in the market. For example, the most important principle relates to meeting the needs of customers for quality and nutrition so that effective relationships may be developed and maintained with them. Therefore, it may be analysed from these factors that the effectiveness of its work processes are huge for the overall functioning and success of the organisation. These have helped it to meet the growing requirements of its customers thereby making it easier for them to maintain effective customer relationships. This has especially proved vital for it during the COVID-19 pandemic and its strategic functioning and focus on customer value has strengthened its position in the highly competitive market today. 
[bookmark: _Toc76224293]Benefits and challenges of developing and maintaining good customer relationships 
Customer relationship management refers to a process where organisations like Nestle administer interactions with customers to build an effective relationship with them. This in turn helps these firms in generating higher customer loyalty and retention. These affect the overall revenue of the company and therefore it may be stated that customer relationship is one of the most important management strategies that lead to higher business profits for organisations today (Mokhtar and Sjahruddin, 2019). There are diverse benefits of good customer relationships and the most important of these is that it offers better knowledge of customers. Effective CRM system offers the company’s customer service, marketing and sales teams a higher competitive advantage than others in the market. It offers a wide range of information about customers and this offers organisations the opportunity to personalize their communication for higher efficacy. 
On the other hand, CRM also helps organisations like Nestle in saving its activities, sales, orders, customer service requests, live chat messages, invoices and email exchanges that its contacts are ever involved in. Good customer relationships also help in better segmentation of a perfect audience. CRM allows authorities in breaking down important data by criteria and categories thereby making it easier for the organisation to generate focused lists. These segmented lists help firms in executing specific and relevant customer marketing campaigns while analyzing their sales processes and overall lead pool. It also has a massive role in better customer retention along with helping firms to find and nurture their potential as well as new customers. 
It helps in keeping the existing customers satisfied and happy. In addition, it ensures that organisations like Nestle can anticipate customer needs in a better manner. It proves to be indispensable while offering customer service as it offers high access to customer interaction history. Having strong customer relationships also prove imperative for offering better and faster communication (Afthanorhan et al., 2019). The CRM system for example offers organisations a set of customizable and ready-to-use letters, e-mail templates, proposals, documents, newsletters and quotes. It helps organisations in personalizing communication, sending replies and offering better solutions to tackle recurrent problems. Better protection and safeguarding of data privacy is another benefit of having a strong customer relationship process. 
The CRM software usually has the GDPR functionality inbuilt and this may help organisations in complying with the diverse requirements associated with data privacy. It saves a huge amount of effort and time while ensuring that there are no kinds of privacy law violations. It may thus be understood that strong customer relationships help leading organisations like Nestle in diverse ways and helps it to serve and retain customers effectively in the long run (Ngadiman, 2020). However, there are certain risks and challenges associated with developing and maintaining good customer relationships today. For example, it needs consistent commitment as well as an effective business culture for supporting it and this often proves to be challenging for organisations today. 
On the other hand, it may be expensive and may take a lot of time to develop and cultivate customer relationships effectively. In addition, customers often tend to spread different kinds of negative information about products and brands and this has been made more common due to the varied social media channels. This proves to be highly challenging for affected organisations that are then required substantial time and resources for addressing and reversing the effects (Agwaye, 2021). Thus, it is evident from these discussions that maintaining good customer relationships have proved imperative for organisations today and efforts must be taken to minimize challenges associated with it so that the benefits may be maximized effectively.   


[bookmark: _Toc76224294]Conclusion 
From the assignment, it can conclude that organisations like Nestle can use ranges of different marketing and customer relationship management theories for having greater success in the competitive environment. The aspects of both transactional and relationship marketing can be used by the international company to maintain effective competitive advantages. However, relationship marketing is more effective and adequate compared with the processes of transactional marketing. The utilisation of recent technologies is necessary for having success applying the recent CRM models. Different aspects like man, machine, money, material quality and some others can make a significant impact on the way of managing the quality of offered products. It can conclude that the existing quality management systems of Nestle are very effective and it helps the company to retain proper competitive advantages. All of the quality control and management procedures of the organisation is controlled by NQMS. Gaining a competitive advantage and increased revenue options are the advantages of having a CRM system. However, associated costs and complexities are the disadvantages of an effective customer relationship. 
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