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[bookmark: _Toc99635849]Executive Summary

Customer relationship management (CRM) is becoming an inevitable business strategy, owing to the increased global existence of businesses that have intensified competition in the phone industry. CRM is influenced by various internal factors that include customer experience and brand experience. This report will investigate how emerging themes in CRM influence the management of customer relationships. Quality models play an important role in providing a platform in which CRM is effected in businesses. Critical evaluation of quality models will assess their usefulness in CRM. 
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 Customer relationship management (CRM) is becoming a crucial strategic tool in modern businesses, regardless of industries that they operate. CRM refers to the combination of strategies, technologies, and practises that businesses use to analyse and manage customer interactions. It improves customer satisfaction, drives sales, improves customer retention, and improves customer services within an organization. Customer satisfaction is the main reason where businesses engage in CRM practises. Customer satisfaction is the degree in which customers are happy with an organization’s services, products, or capabilities. Customer relationship management is highly use in the mobile phone industry, a strategy that has been helping key businesses such as Apple, Samsung, Huawei, and Siemens to remain market leaders over years. 
The mobile phone industry is one of the industries that have been growing at a high rate. The industry has been growing both in terms of market size and the number of businesses within the industry. In 2021, this industry grew by 6%. The production of smartphones has accelerated the growth of the industry and caused intense competition that caused some companies such as Nokia to be competed out of the industry. Key players in the industry hold a market share of 79% combined. See Appendices. The key market players are Samsung, Apple, Huawei, Oppo, Xiaomi, Motorola, Vivo, Lenovo, and LG. Key business have engaged to customer relationship management to satisfy customers. This has led to the development of new themes. The key theme include customer touch points and customer experience and brand experience. 
The current report seeks to investigate these two themes in customer experience and the impact of emerging themes on policies and practices of the quality systems to enhance the customer relationship management with reference to the global Mobile phone (Smart phone) industry. The report is designed in two pain parts. The first part analyses the two themes and the second part critically analyses two quality models. 
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One of the emerging themes on practices and policies to quality systems and CRM is customer touch points. Roggeveen, Grewal, and Schweiger. (2020) define customer touch point as any point of contact that enhances interaction between a business and the customer throughout the customer journey. Customer touch points refer to points of customer interaction or contacts of a brand from the start to the finish of the customer journey. Mobile phone businesses provide various customer touch points during the purchase, point of sale, offices, and through various websites. Businesses ensure that there touch points that can enhance interaction with the customer before, during, and after purchase of their product. 
According to Aoki, Obeng, Borders, and Lester, (2019), customer touch points can be intrinsic, customer-initiated, unexpected, or company-created. Company-created touch points are created by a company to enhance marketing communications and help the company to ease the usage of its products among customers. Company-created touch points include adverts and news releases on a company website, packages, brochures, and shop decorations. Apple’s website displays various news releases of the company and some of the latest products of the company. Huawei’s company-created touch points include advertisements in various media such as TVs and newspapers. Intrinsic touch points are the interactions with the company during the process of buying the product. Phone companies use the package itself, service personnel, and reservation numbers to enhance the process of buying and how the product can be used. Samsung, Xiaomi, and Apple are examples of mobile phone companies that these touch points. Samsung phones are packed with a user manual that explains to the customer how the phone is used (Kim, Ding, & Lee, 2018). 
Unexpected touch points are anticipated by the company and are beyond the control of the company. Customer initiated touch points are interactions that originate from the customer such as customer complaints (Lee & Kang, 2021). Samsung gives sales warranties to customers so that they can return any defective or broken products the customer within a year (Lee & Kang, 2021). This is the practise within the mobile phone industry. Almost all companies in the industry take phones that break with the first year after the customer buys the product. Customer initiated touch points in Apple include emails, social media platform, and in-store services where a customer can go back to the retail store to complain about the product or to get a replacement of the phone (Apple, 2021).
The theme of customer touch points plays a crucial roles in the mobile phone industry businesses. Firstly, it increases customer loyalty (Agarwal, Brar, Elzinga, & Tyagi, 2019). Due to frequent interactions of a businesses with customers, a customer can trust a product from a certain business and become loyal to the company. This helps the customer to keep on buying a product from the company. Through the customer-initiated touch points such as the use of social media, a customer interacts with the company and feels more loyal to the company (Agarwal, Brar, Elzinga, & Tyagi, 2019). Secondly, it increases the sales of a company. In most cases, company-created touch points are meant to promote the products and increase sales. For example, Apple online store displays various products of the company with marketing messages which lures customers to make purchases (Apple, 2022). This helps the company to increase its sales. Moreover, mobile phones companies use platforms that are cheaper and this helps them to improve profitability. 
Thirdly, touch points allows businesses to collect data that could be used for marketing decisions and also in improving the product (Liljedahl, 2020). They give insights to businesses into areas that the company can make improvements. Touch points improve customer experiences. For instance, Apple provides a shopping site where customers can make orders. This improves customers’ shopping experiences. 
Customer touch points influence customer relationships management in various ways. Firstly, they provide communication means and channels which businesses use to enhance customer relationship management (Liljedahl, 2020). For instance, Apple has multiple customer touch points where the business can interact with customers. Customers can interact with the business in its website, social media, advertisement media such as TVs, and in stores (Kim, Ding, & Lee, 2018). Having multiple touch points improve the customer relationship management and help business to manage customer relationships effectively. Touch points also influence CRM as they change the customers’ perception of the business helping it to improve interactions. For instance, Motorola has been perceived as a business that produces phones that are not smart phones as it was one of the earliest players in the industry that produced button phones. The company was left behind by technology and it lost customers to smart phone companies. The company started producing smart phones and it is not using customer touch points to change how customer perceive it.
The second theme that has emerged is customer experience and brand experience (Mele, Russo-Spena, Tregua, & Amitrano, 2021). CRM is the combination of strategies, technologies, and practises that businesses use to analyse and manage customer interactions throughout the customer journey. This involves improving brand and customer experience. Customer experience refers to the subjective or internal response that a customer has to any indirect or direct contact with a business (Prentice, Wang, & Loureiro, 2019). Brand experience refers to the response triggered to a customer when interacting a certain brand. Aoki, Obeng, Borders, and Lester, (2019), suggest that experiences of five types: those that trigger customer senses, those that have feelings, those of the mind, those that bring opportunities relating to people, and those that make people to act. 
Brand experience is internal and subjective behavioural and consumer responses that are evoked by stimuli related to brands that include brand identity, design, environments, packaging, and communications (Joshi & Garg, 2021). Brand experience can be behavioural, sensory, effective, and behavioural as validated by Aoki, Obeng, Borders, and Lester, (2019). Customer experience and brand experience influence customer relationships management in various ways. Firstly, customer experience increase responses that customers give to the business which helps to improve CRM. For instance, Apple collects responses from customers using social media, emails, and through their stores. Customer experience increases interaction between the business and customers. 
Secondly customer experiences make the business to manage its CRM and make customer act (Joshi & Garg, 2021). One type of customer experience comprise of experiences that make customers to act. For instance, Motorola is using this experience to allow people to act and change their behaviour and perspective towards the Motorola brand. Customer experiences and brand experiences have helped mobile phone industry to change the behaviour of customers, enhancing customer relationship management. Mobile companies have been selling mobile phones online. This has changed the consumer shopping behaviour and now many customers are buying mobile phones online. 
Brand experience enhance customer responses and increase brand advocacy which is a crucial element of CRM (Prentice, Wang, & Loureiro, 2019). Brand advocacy increase return on marketing investment, which Kotler, Kartajaya, and Setiawan, (2016), argue that it is twofold. It comprise of purchase action that led to sales and advocacy which translate into sales growth. For instance, brand experience in Huawei led to the company’s growth in sales helping the company to have a significant market share although it was new in the market compared to old companies like Samsung. 
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The integration of globalization and the resultant growth in industry competition makes quality management an important element of business survival and success. Mobile phone industry use various quality models and theories to improve their CRM. Some of the models used include Total Quality Management (TQM) and Kaizen model. This section critically analyses these two models. 

TQM model is a comprehensive and integrated system of managing all business functions so that services and products meet customer expectations. According to Pambreni, Khatibi, Azam, and Tham, (2019), it embraces principles such as focus on the customer, employee involvement, and continuous improvement. Pambreni, Khatibi, Azam, and Tham, (2019), suggest that TQM focuses on the approach of doing business that attempts to enhance competitiveness of business through continuous improvement of products. They emphasize that continuous improvement should be part of business management through all processes and systems. In manufacturing, selling, and managing customer relationships, mobile phone companies recognise TQM as a useful aspect to enhance efficiency, quality, performance, and competitiveness (Li, Papadopoulos, & Zhang, 2016).  TQM model can improve quality of strategies used to improve customer management. On contrary, Ayodeji, Emmanuel, and Olajiire, (2021) argue that focusing on continuous quality improvement negatively affects manufacturing companies as it does not provide a quick-fix solution to organizations. Similar claims were held by Mahfouz (2019), who found that TQM provided solutions in the long-run and its aspect of continuous improvement had no effect on immediate solutions required by businesses. Businesses in the mobile industry require immediate solutions on improvement of quality of CRM problems. However, relying on this model will make them to acquire such solutions over a long time by focusing on continuous improvement of existing CRM strategies. 
According to Marchiori and Mendes, (2020), total quality management is strategically based as it is designed to give competitive advantage in the marketplace. Over time, this model can help an organization to achieve a world-leading quality. For instance, this model has helped Samsung to continuously improve its products as it started with phones that were smartphones and now the company offers some of the best smart phones across the world. Samsung is among the three largest companies in smartphone production. See appendices. Marchiori and Mendes, (2020), argue that this model involves the top management and employees that help the organization to improve quality and strategically align with the overall organizational strategy. On contrary, Godfrey (2018) argue that this model disrupts organizational strategy but making the organization to integrate expensive strategies suggested by the model. While analysing ten areas of research in TQM, Godfrey (2018) suggested that the model is expensive as its implementation comes with team development costs to involve employees, consultancy fees, and infrastructural development costs. This makes it hard for newly established farms to implement this model. 
Pambreni, Khatibi, Azam, and Tham, (2019), suggest that TQM involves the involvement of employees which can foster employee motivation. They argued that this model increases employee skills, knowledge, and overall employee motivation. Employees are key elements that organization use as intermediaries in managing relationships with customers. Increased motivation among employees increases management efficiency and overall individual performance in managing customer relationships. However, Basheer, Siam, Awn, & Hassan, (2019), had a contrasting view on the employee involvement in TQM terming it as a disadvantage. They argued that involving employees make the model time consuming and expensive because time and costs must be incurred on training and developing teams. This may make implementation of CRM strategies expensive and time consuming. 
Beard-Gunter, Ellis, & Found, (2019) suggest customer focus is a crucial element of this mode as organizations use it to meet the expectations of the customer. They argue that it is important for businesses who employ this model to conduct a research to understand the expectations of the customer. However, Kaur, Singh, and Singh, (2019) argue that focus on customer focus may be time-consuming as organizations spend a long time in collecting customer data. Moreover, employing the TQM takes a long time to show results and by the time the results are shown customer preferences may have changed (Kaur, Singh, & Singh, 2019).
Another quality management model that is used by mobile phone companies is the Kaizen model. The Kaizen model focuses on continuous improvement across all levels of an organization. The model involves employees at all levels in encouraging small improvements. In manufacturing businesses there are standardised processes and improved to achieve the ultimate result of improved productivity and decreased waste. Omotayo, Kulatunga, & Bjeirmi, (2018) suggest that using this model in businesses can improve performance, productivity, and profits. Phone manufacturing companies can also reduce waste and increase profits and overall productivity. On the contrary Harry (2020), argued that Kaizen model was initially development in the manufacturing process of Toyota and it may not be appropriate in other types of business such as managing customer relationships in mobile phone companies. 
Kaizen model involves all levels employees in managing quality which helps an organization to have an input of great ideas (Mendez & Vila-Alonso, 2018). According to Mendez and Vila-Alonso (2018), some of important independent variables of this model include leadership style, employee participation, teamwork, and empowerment of employees. These element helps the organization to get great ideas and to motivate employees. The model involves employee motivation, awards, and recognition that helps businesses that use the model to have a motivated workforce. However, there key independent variables make the implementation of the model expensive (Franken, van Dun, & Wilderom, 2021). For the organization to development and empower teams, significant amount of resources and time must be devoted to employee training and development. This makes it impossible to use this model in start-ups and organizations that have poor resource capability. 
The model relies on standardised processes that ensure that there are no errors in its implementation (Wiid, 2019). Wiid (2019), posit that standardised processes ensure that everyone in the organization can follow the process and implement this model, making it effective. On the contrary Kouadria and Araba (2020), suggest that using standardised process in this model have a disadvantage on the organization as they compromise creativity. Employee are subjected to pre-determined processes, making it difficult for them to be creative and implement new ideas. 
This model was praised by Sarmah, Sharma, and Gupta, (2017) for its easier adoption in e-businesses. They argued that the model easily considers business environment factors such as technology and management. This makes it easier for businesses to adopt the model. This clear was supported by Mapunda (2019), who argued that Kaizen is the second most used quality model by SMEs after the TQM model. On the contrary, Yokozawa, Nguyen, and Tran, (2021), suggested that businesses find this model is difficult to implement. In their argument, they suggested that the model involves employees at all levels which increases the chances of having barriers to implement it such as failure of having employees’ initiative on the model implementation. 
Kaizen model can build leadership skills (Zhang, 2021). According to Zhang (2021), this model requires the team leader to organize employees in teams and lead the team. This gives employees a chance to lead team and improve their leadership skills. However, Aamer et al. (2021), view on this aspect of the Kaizen model. They argued that changing leadership styles in some leaders to involve employee participation and team building may be difficult in some leaders. This makes it difficult for the leaders to use it to improve customer relationship management.
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Customer relationship management plays an important role in businesses strategy and helping businesses to gain a competitive advantage. Customer touch points increase interaction between mobile phone industry businesses and their customers. They help businesses to get insights into how they can improve customer relationship management. Brand experience increases customer responses, helping the business to improve their CRM strategy. The TQM and the Kaizen model can be used to manage customer relationships by mobile industry businesses. TQM will help the industry to continuously improve quality in CRM, have more focus on the customer, and involve other employees. However, this model is resource consuming and its results are not immediate. The Kaizen model will involve top management, employees at all levels, and the company’s leadership in CRM management. It will build leadership within the mobile industry, encourage ideas from employees, and minimize errors in CRM. However, it may discourage creativity, use many resources, and be time consuming.
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