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Chapter 1:  INTRODUCTION
The automotive industry has and will have a great impact on human history. That's why all companies that are car manufacturers know that the company's success lies in selling the cars they build. During all this time, the car manufacturing companies realized that the research of quality processes is beneficial in the development of the company, and it will be reflected in the customers' experience towards the products they build.
This report will show the customer experience of the car manufacturer called Volkswagen, which is also called the Volkswagen Group Company. 
Volkswagen is considered one of the largest car manufacturers. This company is also called Volkswagen Group because it owns other car brands. 
The Volkswagen Group is proud of many car models, including Volkswagen, Audi, Bugatti, Seat, Skoda, Lamborghini, Bentley, Ducati, Scania, Porsche, MAN, Scania, and Volkswagen commercial vehicles (FIGURE 1).
 Figure 1. 
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     Source: https://naijauto.com/market-news/car-brands-under-volkswagen-3496.
This car manufacturer was founded in the German city of Berlin on May 28, 1937, and is headquartered in Wolfsburg, Lower Saxony, Germany.
Volkswagen Group has 100 facilities in 27 countries, and 313,010 employees, and cars production for 2021 was 8,283,000 of cars.
 It had an income of 250.2 billion euros for the previous year.
1.1 Impacts on Customer experience
            (CRM) Customer relationship management is the process of choosing, identifying, receiving, supporting and improving their customers. This CRM system integrates human resources with business stages and information that are useful for organizations to meet customer demands with high efficiency and low costs. There are two major advantages to this CRM system:
The first would be to increase customer satisfaction and the second Loyalty. The most profitable customers are maintained, and new customers can be attracted, and more value is accumulated due to loyal customers (Figure 2).
Figure 2.
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Source: https://www.cxnetwork.com/cx-experience/articles/how-data-and-employee-advocacy-help-volkswagen-cx.


CRM means customer relationship management, it is a platform for customers, marketing and sales created especially for the journey of buying customers. To avoid the need to enter customer data more often, most car CRMs have existing dealer management systems.
VOLKSWAGEN AG, from Europe, is a titanium car manufacturer. Over 36 million cars worldwide are called VOLKSWAGEN.
Direct contact with customers in an increasingly competitive market is of vital importance. VOLKSWAGEN has expanded and developed in recent years management activities with customers, or in other words strategic links with customers. In general, relationships involve contacts between at least two, three or more people, but people can become attached to objects, organizations or symbols. Relationships appear as a result of an exchange of information, followed by some answers, so therefore certain interactions take place, and this is how relationships are born.
Many car companies try to build close relationships with customers.
 These companies invest a lot of money in this, but very often these efforts are in vain because they do not consider the two important tools.
The first method is about objective relationships followed by measuring progress.
The second tool is strategic, is based on customer relations and is an integrated plan in their management.
Many times, companies do not know what customer relationships should look like, or how to form and measure these connections. Management initiatives (CRM) often fail, and no wonder they fail. Many companies focus more on customer satisfaction research than on measuring relationships with them. It would still be a good start, but customer satisfaction data is not enough to be used as a preacher of loyalty. Each client has a different behaviour, and the company must act according to each one. For example, customers who use more expensive communication channels, such as face-to-face, or with the help of telecommunications centres versus the other category of customers use cheap channels such as the Internet: customers who play fast compared to those who are slow. Another category would be those who frequently return cars or spend valuable time with the company with long and useless conversations versus those who come and buy without asking too many questions. 
Volkswagen Group produces cars. Due to high demand, the car industry is on the rise. But, due to the high production in the automotive industry, the market is oversaturated, which means that supply is higher than demand. This CRM system is of real benefit to Volkswagen, which improves the competitive system. It helps the company to be to the liking of the clients' requirements, it also offers support to the important clients, from these results an improvement of the management capacity of the services, sales and marketing.
1.2 Customer Touch Points
As a car manufacturer, customers appreciate what they see and touch. Conscious or subconscious are the points through which customers perceive and make decisions when it comes to the services or products they buy. The clients' experience serves as the basis of the contact points where the relationship with the products chosen by them results. As a definition of a point of contact would be the physical and communication that customers experience with the products of their choice. These points of contact differ from one customer to another and can take many forms - from interior design to the sound of a door to the car when it closes. The basis of perceptions is the result of customers' contact points on a product, in this case the brand of a car and the quality of the product. Fortunately, car manufacturers can improve these customer experiences by improving the quality of products that are intended for their customers. These improved experiences result in satisfied customers and good results for the company that offers greater support for the car brand, higher sales and customer loyalty. 
According to Volkswagen newsroom (2021), customer feedback is used to develop the services and products that the company will release in the future. Intuitive services to use are very important for the company, because they can observe both the customers' satisfaction and dissatisfaction as quickly as possible and can use it to anticipate new developments.

1.3 Sustainability in Customer Relationship management
The sustainability of a car consists in meeting certain requirements, from engine operation, carbon emissions, fuel consumption, to interior design and navigation systems. These are just a few criteria by which a car can be evaluated for its sustainability. Our society today is struggling to find a balance when mobility is sought to take shape.
Both the deficits and the overload exist at the same time: accidents, blocked traffic, very poor air quality and even parking spaces, have reached high or very high levels in most cities. The Volkswagen group has very innovative solutions in the technology of vehicles and mobility services of the future, which leads both to customer satisfaction and to the protection of the environment and the solution of certain traffic problems both urban and rural. The global cooperation we have with our partners plays a vital and important role at the same time. Volkswagen Group says the "Mobility for Generations to Come" vision that our company uses as a strategy.
1.4 Impact on customer experience.
Customer experience is the sector where a great emphasis is placed on care, constant care even, buyer experience strategy, in general companies achieve a good impact on buyer loyalty, revenue growth and increased retention (Figure 3).
Figure 3.
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Source: https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-new-key-to-automotive-success-put-customer-experience-in-the-drivers-seat.

According to Harmeling et al. (2017), when the service or product meets the buyer's expectations, then it can be said that the customer is satisfied. These expectations can vary because it depends on the reputation of the product and the reliability of the brand. A buyer usually places more trust in the respective brand before buying. Customer trust is very important because this factor brings satisfaction to the buyer. Customer loyalty is indirectly linked to customer satisfaction. According to Harmeling et al. (2017), several factors depend on the loyalty of buyers, they among customers generate loyalty and which is a rather complex process.
Here the levels of satisfaction are different and may vary from client to client. A buyer who has a satisfactory past experience will generate loyalty to the brand, but a buyer with unsatisfactory past experiences, loyalty to the respective brand will be low.
According to Hallencreutz and Parmler (2019), the image of the organization is an important thing due to customer satisfaction, and at the same time it helps to reduce customer complaints and market share, and the company builds a solid foundation from customer loyalty and satisfaction.

Chapter 2: Literature review

2.1 Automotive industry quality
What is quality?
According to Pryor, et al, (1998, p. 2.3): 
“Quality refers to the extent to which processes, products, services, and relationships are free from defects, constraints, and items which do not add value for the customer.” 
Quality control is the way in which both contractors and construction manufacturers execute the requirements of specific standards and codes.
According to Kotler, et al, (2017, pg. 231): 
“Quality can be defined as ‘no defects’”
Engineering and production in business, quality has a special interpretation as the superiority or non-inferiority of something (services or goods); is catalogued as being equivalent for the proposed role, satisfying and at the same time the expectations and wishes of the clients.
According to Volkswagen annual report 2020, the quality of the services and products offered supports the satisfaction of buyers and plays a very important role in this regard.
Volkswagen has introduced cyber security for some time. As an example, the Company has an independent network in the field of cyber security in all brands and regions where it monitors potential cyber risks. UNECE (Economic Commission of the United Nations for Europe) in the future has foreseen the appropriate approval and certification, only in this way companies can guarantee that these situations are properly consulted leading to the protection of users from possible cyber-attacks. The Volkswagen Group company pursues the implementation of new standards in the field of safety and accident prevention (Figure 4).



Figure 4.
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Source: https://medium.com/@timroty/automotive-cyber-security-and-encryption-25c782f9a0a8.
The Volkswagen company is finalizing the processes established in the automotive cyber security management system program, according to the UNECE regulation and requirements. Practically, Volkswagen in this context applies and introduces comprehensive measures at all levels of the Group's departments. 



 2.2 Theories quality that may assist Volkswagen Automotive Industry
Several theories of quality have been written by several scholars over time. Often these theories/models are adopted by companies in their quality services or products.
These scholars are:
         -Deming (Deming 14 points, Deming's Cycle, etc.),
         -Crosby (Crosby or the Cost of Quality, four absolutes for organizing quality).
2.3 Improving the (CRM) in Volkswagen Automotive Industry using the Deming Model
The process of scientific development is essential, and for a very good understanding of the various methods of extension or development including PDSA, reliable Conclusions are vital to have certain conclusions about how effective they are.
The Deming cycle is a type of quality development in which four vital stages take place: Plan, Do, Study and Act.
A great statistician Walter A. Shewhart in 1920 presented the model that consists of Plan, Do, See - and it is considered one of the most important perspectives in achieving a transformation at a premature stage (Figure 5). Deming saw this cycle as a subsequent stage of this pattern.
Figure 5.
[image: A person wearing glasses

Description automatically generated with medium confidence]
Source: https://www.process.st/deming-cycle.

Thanks to Deming's experience as an engineer, a perspective on industrial methods was realized, the phases of the works were standardized and to work at scale. Because later he also learned mathematical physics, he had a great contribution to the growth of statistical science and placed him on the highest positions in this field.
At the Bureau of Labour Statistics and the US Census Department, Deming's sampling techniques are still used, which shows their effectiveness. The greatest success of Deming's method was proven in the Japanese economy immediately after the war, which caused undeniable damage, and now Japan can boast of being the second largest economy on the planet.
The Deming cycle is divided into four stages of continuous improvement (Figure 6).
-Plan
This is the first stage in which the Deming cycle refers to a planning ahead of time to know what is being pursued and what is to be achieved, and it is a theoretical as well as a practical step
-Do 
It starts on a small scale with testing.
Deming cycle in the execution of the plan recommends that the changes during the operations be slow, always checking the scientific values that form the basis of the investigation while testing all the hypotheses. It helps to better understand the use of studies, which allows to understand exactly how the product was improved by the adjustments that were applied to it.









Figure 6.
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Source: https://www.process.st/deming-cycle.
-Study
Stage is the key point in this stage of differentiation.
In the Deming cycle, the results of implementation and planning will be shown in this stage. The results are better and bigger if the process has been improved or not. If the process is improved, the results will certainly appear, including here the advance predictions of the desired results. 
-Act
In this last stage, it is requested to implement the changes made.
This Act stage is the final stage of this process, but also the first stage of the next cycle.
The Act stage is the addition of new knowledge and improvements to the company's theory.
The results of the experiments create very useful new knowledge for these experiments as well as for the scientific body of knowledge and the new results should be incorporated from which a new cycle can be resumed at any time.
2.4 Improving the (CRM) in Volkswagen Automotive Industry using the Crosby
Model
Crosby was born in 1926 in West Virginia.
He graduated from Western Reserve University and served both during the Korean War as a worker and during the Second World War. During all this time, he was also at the Ohio College of Podiatric Medicine as a graduate (Figure 7).
Quality is neither immeasurable nor intangible, Crosby specified.

Figure 7.
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Source: https://www.bl.uk/people/philipcrosby#:~:text=Crosby's%20approach%20to%20quality%20is,failed%20to%20specify%20or%20control.
It is a strategy that can be approximated that will be able to improve the final product after returning to work.
Normal quality control measures and acceptable levels represent nothing more than failure instead of ensuring success. This method focuses on prevention and not on checking and repairing.
Meeting the requirements on time every time is the goal of this method.
The bad quality of some products is the result of non-compliance with certain processes where those responsible failed to control and specify them.

Crosby's approach is fundamental and boils down to 14 steps:
- Management commitment
-Quality improvement team
-Quality measurement
-Assessment of the cost of quality
-Quality awareness
-Corrective action
- Establish an ad-hoc committee for the Zero Defects Programme
-Preparation of supervisors
- Zero defect day
-Establishing objectives
- Eliminating the cause of the error
-Recognition
- Quality advice
- Repeat


2.4 Conclusion 
In general, companies are viewed on the path of society as key players towards sustainability.
 Operational implementation is much more necessary than the mission statement. Within companies, practical approaches are necessary as well as in supply networks. In conclusion, this report is an approach to which the Volkswagen Group company must get involved in social responsibility by integrating sustainability in the supply organization.
Both environmental systems and their implementation potential in the business stages of a company are analysed starting from the case of Volkswagen.
The result was a sustainable food management project which is organized in four levels:
(1) regulatory requirements, (2) early detection, (3) supply stage and (4) supplier supervision and growth.
At the same time, this will contribute to the reduction of social and environmental damages, and even their elimination, problems that are in the supply chain of any company.
 This report describes the achievements of the Volkswagen Company and establishes findings in this industry, namely that of car production.
The action recommendations resulting from the concept of sustainability can be understood as a design model that must be checked and improved through research.
Operational implementation is the first step or stage of Volkswagen's concept.
It is vital to examine the effects on practice.
Only then will it be possible to assess the true potential of the project, the sustainability in the organization of the supply chain. Only in this way will the results of this concept of sustainability be shown, which will contribute to the integration of sustainability, and the growth in the management processes and structures of the maintenance of an enterprise.

2.5 Recommendations
SWOT analysis is the analysis of an organization, a way of auditing its environment.
The first stage will help the marketers within the Volkswagen Group Company by careful planning on sensitive issues.
SWOT stands for Weaknesses, Opportunities and Threats.
Strengths and weaknesses represent internal factors.
Benefits of SWOT analysis.
       - A niche is created and identified for the company,
       -Finding a place in the industry structure,
       -Development and use of marketing strategies aiming to maintain the company's brand   share at the highest possible level through advanced advertising.
      - The company should be prepared in case of potential threats with suitable answers.
A very discerning customer is the perfect model for a realistic SWOT analysis. 
And finally, industry and competition standards will of course be taken into consideration.



Due to this systematic and objective way of SWOT analysis, it will be used in the verification of the Volkswagen Group Company as follows:
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In the Volkswagen Group company, the strong points are obvious and very stable.
Instead, weaknesses represent hidden problems.
The Volkswagen Group company will have to pay more attention to these weak points.
It also has weak points (CRM).
They will affect the development and survival of the Company.
These weaknesses in terms of the solution, the possible solution can be used to improve the efficiency of the Volkswagen Group company.
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