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INTRODUCTION
Here, we will be learning about how Toyota Inc, an automobile company producing cars since1936. The following report aims to reveal several aspects about how TOYOTA stays connected with their customers.
An examination will be carried out to understand how specific Customer Relationship Management (CMR) systems is adopted to assist in the customer experience before and after needs are met.
Measures will be implemented to define the impact of emerging themes on policies and practices of the quality system to enhance the customer relationship of customer management as they affect the company's performance.
Smart tools (SWOT and SMART) will be used extensively as an example.
For this, the methodology used was the research in journals and the analysis of texts in classes about the theories that help the organization built its customer loyalty base.
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After careful analysis, some aspects will be mentioned to help your company improve the customer experience.

TOYOTA CUSTOMER TOUCH POINTS
Customers desire more than just the production, delivery and consumption of products and services; instead, they seek unique and memorable experiences that accompany the delivery of products and services (Pine and Gilmore, 1999).

Customer Touch points are part of the entire customer journey with your brand, from beginning.

Therefore, mapping each touchpoint, as well as understanding what the consumer expects from each interaction, is essential to improve the so-called customer experience.
Customers can easily, find your business online or in an advertisement, see ratings and reviews, visit your website, shop at your store, or contact your customer service. Invest heavily in customer experience and touchpoints as a way to stand out and be remembered as the number one choice among the competition.

Before purchase; community involvement, advertising, marketing online ads, social media, referrals, search engine optimization (SEO), blog content, your company, website, boosted social media content, video, partnerships, press releases, print and out-of-home campaigns.
During purchase; employees or sales team, telephone system, point of sales, customer reviews, point of sale.
After purchase: online help center, follow-ups, thank you cards, feedback surveys, emailing lists, billing, community management

Static; often occur through a traditional advertising campaign that includes billboards, flyers, product packaging, as well as any other material that exposes your brand to the customer.
Interactive; Interactive touchpoints tend to be through digital technologies. For example, the electronic address, profiles on social networks, email marketing, customer service and other communication vehicles that allow the consumer to communicate with your brand.
Human; human touchpoints basically deal with attendants and sales representatives, that is, when contact with the customer takes place through another human being.

Customers can get in touch with Toyota to ask for help, improve their services, ask questions, receive criticisms and suggestions. All this through the website, through the website chat, by email and by phone this is 24-hour assistance.

· How to optimize customer touchpoints:
· Pay attention to customer feedback.
· Respond to your customers in a timely manner.
· Value your customer service team.
· Keep communicating with your customers across multiple channels.
· Establish metrics to assess service through reports.

TOYOTA CUSTOMER EXPERIENCE AND BRAND EXPERIENCE
Customer Experience Management is a system of marketing strategies and technologies that focuses on customer engagement, satisfaction, and experience.
Customer experience includes every aspect of a company’s offering—the quality of customer care, of course, but also advertising, packaging, product and service features, ease of use, and reliability ((Meyer and Schwager, 2007). Through customer relationship management, companies can decide strategies and define actions to meet the demands of their customers.
This means that the practices adopted by companies, based on the information obtained with the CRM, will be used with an exclusive focus on the needs of consumers.
Well, a Brand Experience is a strategy, that is, it is a construction of the consumer experience at the time of purchase, which aims to create a good consumer experience in the customer. This strategy is a type of marketing experience as it provides the customer with a series of positive experiences. 
Furthermore, this strategy brings to the fore an old marketing strategy that still works today: word of mouth. However, this does not prevent new technologies from being introduced in this strategy.
This is because it is possible to promote the brand experience even through the internet and social networks. With the arrival of e-commerce, the habit of consuming has changed and, therefore, more and more the purchase of a product or service takes place online.It is important to be prepared to offer this experience to your consumers, whether at a physical point of sale
TOYOTA brand experience has been practiced for a long time, through details that, as outstanding as they are, are not always perceived by the public as focused.
In this automobile company emotional impact is the main factor. The idea is for brands to be able to generate engaging experiences based on the feelings they provoke in their consumers, always directing this action towards positive approaches.
One of the main keys is where customers can try the product before taking it home. And it shows that overall customer satisfaction is higher among owners who have taken a TEST DRIVE.
The success of a business involves more than the quality and value of the solutions offered. It is necessary to know in which channels to find the consumer, how to communicate with him and, above all, how to turn him into a loyal customer of the company.

CUSTOMER RELATIONSHIP MANAGEMENT (CRM)
Customer relationship management is ‘bottom-up’ practice that focuses on the intelligent mining of customer data for tactical purposes (Ellis, 2011).
Digital Marketing called Customer Relationship Management (CRM) is a system that aggregates all information related to consumers — for example, if the business is an online store, it provides access data such as the time the user spent on the page, items viewed, etc.
The tool serves to help a company understand what these needs are, in addition to being an instrument to improve sales of the products or services offered.
Customer relationship management works through the use of marketing technologies, especially through the collection and storage of data on old customers and potential new customers.
The register formed can be used to offer services, maintain a list of purchases and services used by the consumer and follow the relationship and communication history between client and company. To make sure that on the end, there is no defect in anything, delivery is immediate, no waste on demand and the product safety in first place.
Personal data is provided and used to provide all services related to the products offered by TOYOTA and to improve the customer experience with the website and other digital channels. In general, client interaction with products and services may lead to being charged certain personal data in any case of contact.
This means that the practices adopted by companies, based on the information obtained with the CRM, will be used with an exclusive focus on the needs of consumers.
PURPOSE:
· monitoring the relationship between the company and its customers,
· organization and improvement of internal and external processes of the company,
· make customers loyal consumers of the brand (loyalty),
· planning of future actions with a focus on the customer,
· data collection that helps to reduce company costs,
· increase in profit by offering more adequate services and reducing costs.

This is one of the most useful CRM tools. It is the storage of data related to a company's relationship with its customer, such as:
· purchase history,
· services already provided,
· contacts made between the company and the client,
· after-sales service records.
The storage of this type of information allows the company to evaluate its strategies and take measures to improve and personalize its customer service. Thus, the company can focus on the need and individuality of each consumer or group of consumers

SUSTAINABLE MARKETING
Sustainability represents profound psychological and sociological changes.
Sustainable Marketing is a set of strategies that aim to associate the company's image with actions that have proven to have a positive impact on the customer, the environment, the economy and society in general.

The profit at any cost of being the focus and culture of the company is also geared towards consumer education and the constant search for ways to grow without leaving human and natural resources. 
Sustainable Marketing is that it can transform itself and invest in the positive actions of society for its real action in favour of the environment and society
Thus, ethical marketing is the cornerstone of sustainable Marketing (Kotler, et al, 2017)

QUALITY MODELS THAT MAY ASSIST TOYOTA TO IMPROVE ITS CUSTOMER RELATIONSHIP MANAGEMENT
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.”
According to Kotler, et al, (2017, pg. 231):
“Quality can be defined as ‘no defects’”
In other words, quality is the level of perfection of a process, service or product delivered by your company.
CONCEPTS OF THE QUALITY MANAGEMENT SYSTEM THAT ARE FUNDAMENTAL:
Quality Inspection:
It is the act of inspecting all parameters required by internal quality management and by current legislation. It occurs through observation and judgment of the product or process, based on pre-established parameters.
Quality control:
It is here, in Quality Control, that the criteria analysed during the Inspections will be pre-established, as well as the Action Plans for each possible non-compliance found during the Inspection. Thus, in the event of a non-compliance, the next steps to be followed will already be defined.
Quality assurance:
Quality assurance focuses on correcting non-conformities identified in quality control and, in turn, determining whether delivered products comply with policies determined by the company.
Quality management:
It is the final part of the entire quality process, it is the link between Control and Quality Assurance, and consists of the analysis of all data generated by previous steps, inspections, non-conformities, action plans and audit reports.
Quality Principles:
Customer focus, leadership, people's commitment, approach by processes, continuous improvement, relationship management, fact-based decision making

Deming Theories of Quality:
Deming, defines quality as “Feeling proud of for a job well done”, raising organizational productivity (DEMING, 1950)
Deming developed fourteen principles, which aim to signal the best way for organizations to achieve total quality.
From the above, it can be said that TOYOTA makes use of eight
of William Edwards Deming's fourteen principles, which are: 1) Create constancy for the continuous product improvement; 2) Not relying on mass inspection; 3) Do not evaluate contracts based only on price; 4) Continuously improve the production system; 5) Institute professional training; 6) Institute leadership; 7) Institute an education and recycling and 8) 
Action plans for the desired transformation. In addition, TOYOTA shows that it seeks to progressively improve its products and services, improving its internal and external image, raising the level of customer satisfaction and approaching, increasingly, of the efficiency model developed for its continuous improvement.

Juran’s Theories of Quality
Joseph M. Juran is responsible for developing a quality management method used to this day. His theory is guided by three different principles, which are applied to the management phases. They are: planning, control and quality improvement. Their highly regarded quality is based on customer satisfaction, so only quality return quality product with that desired customer. Thus, despite being a professional in the field of exact quality, Juran makes quality a qualitative criterion, and not classified as usually being measured before his theory.

PLANNING
The first step in carrying out quality control in your company is planning. In this criterion, it is necessary to outline the production processes that will lead to the fulfillment of the final goal. For this, it is necessary to know better the public that your company is aimed at, finding the needs of potential customers. After tracing the target audience, the company is able to work on a product that fits the customers' desires. Planning, therefore, extends from market research to the processes that will lead the product to reach the level of satisfaction desired by the company. For this reason, having defined goals regarding the reception of this product or service is a step that must be carried out at the time of planning and evaluated at the end of the process.

CONTROL
Quality control is a way to keep the processes established in the planning stage running. Therefore, during this time, the company should focus on an internal evaluation, looking at the current public reception of the products in the market. After having this result in hand, it is time to comparatively analyze the current results with the goals that the company wants to achieve. If there are differences between these two parameters, it is necessary to establish means to modify the company's performance to achieve the new goals.

IMPROVEMENT
The control stage serves to identify the differences between the results achieved and the results desired by the company. If there are differences between these two perspectives, the company moves to the improvement stage, where ways are developed to turn current results into better performing results. To put quality improvement into practice, the company must identify the structural, procedural and resource needs to achieve the new goals. To define the new media, it is necessary to understand what is happening in the company, finding causes and solutions for the problems faced.
TOYOTA uses an organized table to control the waste factor of each department, adopting the model Kaizen as a continuous improvement tool with the objective of reducing the percentage of waste and achieve zero waste.

BENCHMARKING PROCESS
Benchmarking is a process of studying competition, it can be a deep analysis of the best practices used by companies in an industry like yours and that can be replicated in your venture. Among its benefits cost reduction, increased profit margin.
When methods are recognised and incorporated them into your company, you will automatically be benchmarking. In immediate, it is a process of studying and evaluating competition, and it can be a deep analysis of the best practices used by companies in the same sector as yours and that can be replicated by your company.
Benchmarking aims to improve the functions and processes of a given business, in addition to being an significant ally to beat the competition, meanwhile benchmarking strategies and allows the other company to have goals on top of what is already accomplished.
Generic benchmarking consists of comparing parameters of the companies' functionality, in aspects such as the time it takes for a particular product to reach the customer, since it was requested.
Functional benchmarking is often compared to generic benchmarking because it is related to a company's performance process, such as distribution.
There is also internal benchmarking, which is taking as a reference the practices and processes of other sectors within the company itself, and trying to suitable or improve them for additional sectors. Internally, benchmarking favours the company itself, since it does not need to have costs with external research, and it is an easier process to perform.

Let's say your company has low sales and you want to assess whether your customer acquisition process is working productively. For that, you can use tools like Sales Benchmarking to compare Marketing and Sales metrics from the same business segment of your company.

SWOT analysis at TOYOTA:
Specific
Specific: Increase in sales
Measurable: Develop a database of loyal customers to increase engagement and retention
Attainable: Reduce the amount of time spent on delivering a customer service experience
Relevant: keep customers
Timely: Reduce the time to close a sale.

SMART analysis at TOYOTA:
Strengths
Top quality product;
Product with the best price;
Customer service praised;
A united and motivated high-productivity team;
Important assets such as machinery and real estate;

WEAKNESS
Poorly trained or unmotivated staff;
Lack of organization and documentation of processes;
Management systems do not meet industry needs;
Lack of standardization in the production process;
Lack of quality control in the production process;
Losses in the production process;
Lack of organization and control in stock.

 OPPORTUNITIES
Expansion of new products and services;
Government incentives for your sector;
New technologies available;
Reduction of international trade barriers;
Economic growth;
External investments;
Credit expansion of your potential customers

Threats
New and bigger competitors;
Loss of key employees;
Change of laws and taxes;
Counterfeiting of your products;
Impactful exchange rate changes;
Disruptive innovations in your business segment;
End of government incentives.

CONCLUSION
Determining the costs of quality is something that TOYOTA must pursue in order to obtain improvements in competitiveness. An assessment of the costs of failure will create the necessary impetus for a successful quality improvement program.
Customer expectations define their satisfaction, which also influences loyalty and new purchases made by them. If the customer thinks you didn't deliver what they expected, they may not do business with you again. On the other hand, if he meets or exceeds your expectations, he will not only buy again, but also share the positive experience with others.
To offer excellent service and generate high satisfaction, it is necessary to understand customer expectations. You need to know in depth who your company's audience is and what their needs and desires are.
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