Understanding and Engaging in the Customer Experience 
Module code: BMSW 5103
Student name: Silviya Todorova
Student ID: 2020322


Table of Contents
Introduction	3
The customer experience of Vodafone	3
Customer Touch Points	3
Customer Experience and Brand Experience	4
CRM policies of Vodafone and how it impacts customers	5
Sustainability in customer relationship management	5
Sustainability policies of Vodafone and its impacts on customers	6
Quality models in improving customer relationship management	7
Quality and its components	7
IDIC model	9
Value Chain Model	10
Conclusion	12
References	13



[bookmark: _Toc99733302]Introduction
Customer experience comprises all aspects of a company’s products and services, including sales, branding, customer experience, qualities, accessibility, and durability, among others. However, several of the top management of such activities have given much thought to how the organizational actions affect customer experience. They all have distinct conceptions of what consumer experience entails, to the degree that they consider it, and therefore no one more prominent controls everyone's activities. 
For a better understanding of this theory, this study provides an organisational context regarding customers experience and customer relationship management. The study investigates the current themes of the company Vodafone and illustrates how it impacts customer experience including customers' touchpoints. Further, the study also mentions the sustainability strategy and CRM Policies of the company. Finally, the study concludes with two quality models for improving customer relationship management.
[bookmark: _Toc99733303]The customer experience of Vodafone
Nowadays, mobile phones play an important part in our lives. In the current marketplace, there are several network providers and Vodafone is a key company in the telecommunications industry. Vodafone currently operates in almost 25 countries and has a connection with 42 countries through its partner networks. Vodafone has approximate 270 million customers in Europe that is spread over 25 nations across 4 continents. On this basis, it is one of the world's largest telecommunication groups, with headquarters in the United Kingdom (Ang, 2019).
The main objective of this study is on users' experiences with Vodafone as a network operator. Customers have a broad range of options when it comes to choosing a network, with Vodafone being the most popular option. Therefore, it is referred to as the world's second-biggest network server. The primary goal of this study is to determine whether clients who use Vodafone as their service provider are happy with the company's current theme. Customer experience and satisfaction is the most important aspect of any service (Hasan Mahmud and García-Medina, 2018). 
[bookmark: _Toc99733304]Customer Touch Points
If an organisation is willing to optimize their customer interactions, they need to first figure out what those encounters are and where they happen. It would also be hard to assess any benefits or even discern if modifications to those interactions were having a negative impact without that insight. Customer touchpoint usually refers to any explicit or implicit encounter an individual creates with a company. Customer touchpoints may arise both within and outside of a company's management and can take place beforehand, during, or even after the acquisition of a company's goods or services.
Touch-point Experience, also known as Moment of Truth, is vital to effectively creating consumer loyalty and improving the overall brand experience. In this sense, a telecommunications service is a one-of-a-kind offering.  Mobile phones are a highly individualized gadget that is constantly on for each consumer (CRM and Mobile Applications, 2020). This gadget can meet a wide variety of requirements, including voice, broadband, VAS, online wallets, social networks, and so on. Considering this, the complexity for the Vodafone telecom industry is to deal with lots of users at once while still building and offering distinct touch-point experiences that are viable. 
In Vodafone, a standard touch-point ecosystem is made up of retailers who are primarily accountable for the performance of new solutions, replenish coupons, special value bundles, additional services, and many more. Content network operators who supply various leveraging existing services to customers via Vodafone service provider's infrastructure and assist them in meeting their amusement, instructional, technological, social, and functional needs (Hasan Mahmud and García-Medina, 2018).
[bookmark: _Toc99733305]Customer Experience and Brand Experience
Customer experience deals with the complete process a customer has with a company, making it a crucial brand differentiation and a vital aspect of a company's success. The complete customer journey is referred to as the customer experience. This includes the finding and knowledge of a company, as well as the original transaction and post-purchase attention, intending to repurchase. As a result, it includes diverse touchpoints and necessitates the involvement of multiple organizations to provide a positive client experience. Each client journey will be unique, but they will all entail more than one encounter with a firm. In this approach, the consumer experience is comprehensive. 
According to a recent survey, it is found that more than 70% of its customers are happy with the service (Ang, 2019). With growing demands from corporate customers as well as a significant shift in the current market, Vodafone company intends to become the boss in customer quality experience. The days of clients contacting us just through their phones are long gone. Customers now desire faster and easier ways to connect with more innovation and short time, echoing the approaches they have used in their daily life. Vodafone telecommunication company is on a digital transformation journey. Vodafone is dealing with developing a digitized business-boosting efficiency by leveraging data to increase flexibility and gather information from gadgets. The company is building a global digital workforce by offering tools and integrated communications to let employees interact more efficiently and make faster decisions. It is also supporting the digital user; thus, Vodafone Business can enhance customers' experiences in their digital transformation of taking services and all thanks to their journey.
[bookmark: _Toc99733306]CRM policies of Vodafone and how it impacts customers
Vodafone CRM creates new chances for sales representatives who want the most up-to-date customers information.  Customers' support and service staff can get to the core of customer satisfaction, allowing them to address issues faster, keep in touch when on the road, and gratify consumers in novel ways and policies. Vodafone CRM fosters a new degree of customer engagement by breaking down boundaries, improving connections, and identifying new business possibilities.
Since Vodafone Customer relationship management is cloud-based, vital customer details are accessible from any platform, at any time. As Vodafone wants to expand overall client success as quickly as possible, they have eliminated the necessity for upfront expenditures, and system software installs, instead they placed everything in the cloud. Vodafone CRM is a role-based solution that is provided on a pay-as-you-go basis. It also encourages customers in the virtual environment by keeping them together on the same page no matter where they are.
[bookmark: _Toc99733307]Sustainability in customer relationship management 
Sustainability is a vital notion today; however, it refers to more than just ecological concerns. Sustainability serves as a means that examines a company's or system's potential to "function" in the foreseeable future, as well as "respecting" the decision-makers and sources engaged in the attempt. Providing sustainable customer relations entails determining the fundamental features that consumers demand while being fair and equitable with the company's business procedures. For example, everything a firm does to address the requirements of its consumers must not harm the organization. Consumer service rules must address both the requirements of the customer and the reality of the firm (Nassar, 2015). It is pointless to try to delight the client while going to spend money on customer care that the firm fails or is priced out of a competitive industry. 
To be deemed sustainable in customer service, a company must adhere to three key aspects. They are:
· Profits
· People
· Planet 
A company that cares about environmental concerns more than simply profitability. They consider the total influence on society and the environment. Those firms are sustainable since they serve the wellness of the structure wherein, they function, so contributing to the creation of an ecosystem where both company and the planet may flourish. Customers frequently engaged with their wallets to support firms that demonstrated true sustainability initiatives, including how commodities were sourced, manufactured, packed, delivered, and sold. Whereas the trend originated in the company's manufacturing sectors, it has soon spread to other activities, most significantly customer service (Narendhra, 2020).
[bookmark: _Toc99733308]Sustainability policies of Vodafone and its impacts on customers
Vodafone has a diverse sustainable strategy that has a notable impact on its customers. 
· People and organizations are being linked to Vodafone's digital society. Gigabyte broadband, IoT, and digital payment services allow for great innovative solutions to be produced to make customers' lives easier, safer, better, and more satisfying (Nassar, 2015). 
· They've made room for everyone. Everyone can have access to opportunities and the possibility of a brighter digital age. Vodafone is more concentrated on innovative technology to help overcome existing gaps and enable everyone to actively contribute to the prosperity of a society.
· Wherever Vodafone operates, they are dedicated to behaving properly and with transparency. The company works hard to guarantee that everywhere they function, they always behave legally, responsibly, and with authenticity. Thus, it has created a positive impact on customers and gained customer loyalty (Piccialli and Jung, 2016).
· Assisting their clients in becoming more productive and, as a result, lowering their emissions is another sustainable approach for Vodafone. The solutions and services enable customers to reduce overall greenhouse gas production. Vodafone is committed to assisting all of its corporate clients in reducing carbon emissions by a minimum of 320 million tons by 2030 (Narendhra, 2020).
[bookmark: _Toc99733309]Quality models in improving customer relationship management
[bookmark: _Toc99733310]Quality and its components 
The process of supervising all operations and activities that are performed to preserve a certain standard of quality is known as quality. This includes the goal of a quality policy document, development and determination of a quality policy, as well as quality assurance and quality control.
Quality is a critical criterion that enables firms to increase their performance and thrive in the face of tough competition. The effectiveness of overall quality control was based on the eight elements initially, that is further categorized into four segments (Lemon and Verhoef, 2016).
1. Foundation
Ethics, Transparency, and Loyalty are part of the Foundation. The whole quality management procedure is founded on a strong foundation of moral standards, truthfulness, and authenticity. Each personnel, regardless of title or position in the organization, is involved in quality management.
Ethics: 
An individual's perception of what is right and wrong in the workforce is referred to as ethics. There is a fine line between positive and negative, and it is up to each person to draw it. Ethics teaches a person to obey a firm's ethical guidelines and to observe laws and regulations (Piccialli and Jung, 2016).
Transparency:
Transparency in the workplace relates to a person's integrity, ideals, and genuineness. Individuals must follow the policies of the organization.  Quality management does not operate in a dynamic environment where people criticize and undermine one another.
Trust:
One of the most critical components required for complete quality management adoption. Employees must trust one another to guarantee that everyone participates. Trust strengthens employee relationships and, as a result, leads to improved strategic planning that aids in the effective implementation of overall quality management (Piccialli and Jung, 2016).
2. Constructing Bricks
To achieve the ceiling of awareness, bricks are set on a stronger base. The base must be capable of supporting the roof as well as maintaining the bricks. Professionals must be taught quality management. Employee skills help them to efficiently implement excellence inside their divisions while also making them essential resources. Another important aspect of quality management is teamwork. Employees must work in groups instead of separately (Rawat and Jit Singh Mann, 2016). Team members should work together to discover and implement a solution. Finally, leadership offers guidance to the whole quality management system. Quality control requires a leader that serves as a powerful source of motivation for other employees and can aid them in concluding.
3. Connecting Mortar
Binding Mortar holds everything together. Workers are likely together via interaction, which brings forth the best in individuals. Knowledge must be sent from the transmitter to the receiver in the proper format. Small misconceptions at the outset lead to significant issues later on. Employees must engage with one another to identify vulnerabilities in the system and discover solutions (Sharma and Rather, 2015).
4. Roof
The final component is the roof which deals with recognition. The most crucial aspect that works as a stimulant and motivates employees to stay together as a group and offer their best performance is recognition (Rawat and Jit Singh Mann, 2016). 


[bookmark: _Toc99733311]IDIC model
The Peppers and Rogers Group created the IDIC framework as a basic model for adopting CRM in a wide variety of contexts. IDIC is an acronym that stands for the four steps of Customer relationship management: identify, distinguish, interact, and customize.
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Fig. 1: IDIC Model (Sharma and Rather, 2015)
IDIC model can improve the Customer relationship management of Vodafone. Vodafone CRM develops innovative opportunity for sales teams who want the most up-to-date client information. To make the system even better IDIC model can help in its way.
Identify:
The first stage is to identify the company's potential customers, which Vodafone may do by gathering information such as the account numbers, postcodes, and purchasing habits at every touchpoint throughout the organization.  (Lemon and Verhoef, 2016).
Differentiate: 
The next step is to separate or classify consumers based on their current and predicted future worth. Vodafone must remember that not all customers are created equal in terms of their value to the firm (Narendhra, 2020).
Interact:
The final phase is for Vodafone to interact with its customers and put its customer relationship management plans into action. After the customers have been researched and categorized, the company can create customised interactions for them, such as loyalty rewards to encourage commitment and repeat purchases (Reason, Lavrans Lvlie, and Melvin Brand Flu, 2016).
Customise:
When Vodafone would have already documented the client encounters, then it may use them to provide more personalized one-on-one service. The objective is to guarantee that their consumers' needs and requirements are satisfied and that the company will have identified and addressed them specifically.
[bookmark: _Toc99733312]Value Chain Model 
The value chain is considered a high-level framework created by Michael Porter that defines the procedures that a company utilizes to build an end item or brand for a consumer. The purpose of this model is to discover and emphasize the organization's most significant operations, as well as to enhance processes to achieve a competitive edge (Yen, 2012).
This CRM model can be beneficial for Vodafone and can track all of the phases and actions involved in developing a customer connection. There are two levels to such actions: primary and support.
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Fig. 2: Value Chain Model (Yen, 2012)
Primary Stage:
The strategy is enabled by five basic procedures at the CRM initial level.
· Customer portfolio evaluation
Like the IDIC model, the first step in the value chain framework is to identify the customers to find the company’s value. This step of evaluation aids businesses in better understanding Vodafone’s customers' requirements and desires, as well as developing strategies to optimize their lifetime value (Nassar, 2015).
· Customer emotional closeness
This stage requires building relationships with customers and expanding on the data records. Companies must gather information on each encounter at each touchpoint to better understand and serve their customers. The more Vodafone understands its consumer the more likely they are to keep their company in the long term (Yen, 2012).
· Network Development 
All individuals and groups engaged in the value chain, such as collaborators, manufacturers, customer support, and shareholders, are part of a company's network. The idea is to leverage consumer data to guide operations at every degree of the system so that everything works together to improve Vodafone's customers' experience (Ang, 2019).
· Value proposition development
By combining user information and online services, Vodafone may be able to give value to its target clients. The idea is to shift the focus away from the trademark and onto the service, while cutting process costs to deliver more value to the customer.
· Managing Relationship
The model's ultimate step is the management of the client's lifespan. This stage comprises evaluating the company's procedures and organizational structure in order to better manage customer recruitment, retention, and advancement (CRM and Mobile Applications, 2020).
Support Stage:
Five accompanying criteria must be met to properly execute the primary set's operational planning:
· Environment and leadership
· Methods of procurement
· Protocols for HR management
· Systems for managing information technology and data
· Designing a company
These predisposing factors must be created and developed by Vodafone for a CRM value chain deployment to be effective.
[bookmark: _Toc99733313]Conclusion
To conclude the study, it can be summarised that salespeople generally utilize customer relationship management platforms to handle a brand's communications and connections with present and future customers. Vodafone CRM provides new opportunities for Vodafone sales reps who demand the most up-to-date client information. Client service and support personnel may reach straight to the heart of the customer relationship, supporting them in resolving difficulties more quickly, remaining in touch when on the road, and pleasing customers in creative ways. By removing barriers, improving relationships, and making commercial opportunities more visible, Vodafone CRM fosters a new level of client intimacy.
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