	

	Understanding and Engaging in the Customer Experience
	Module code BMSW5103_LOn
	STUDENT ID - 2029520

	Student name – Mantas Stonys
	University of Wales Trinity Saint David
Lecturer - Mohammad Rahman





Contents
1.Executive Summary	4
2.Introduction	5
3.Company Context	6
3.1SWOT Analysis	6
Strengths	7
Weaknesses	7
Opportunities	7
Threats	7
3.2H&M’s 7Ps of marketing	8
4.Models Review	15
QCI – Quality Competitive Index	15
4.1The IDIC Model	18
Model Selection and Application	19
Analysis and planning	19
Proposition	20
Information and technology	20
People and organization	21
Process management	21
Measuring effect	22
Recommendations	22
Conclusion	23
References	24





1. [bookmark: _Toc124157907]Executive Summary
Customer relationship management is a factor that the customer service team is expected to exercise to ensure the needs and expectations of customers are met. Online shopping has increased in popularity, and customers require 24/7 customer service, but few firms have adopted this approach to customer support. Reviews concerning H&M's products and services show a CRM (customer relationship management) problem concerning customer service availability and effectiveness because the staff have poor interpersonal skills. Two models - IDIC (identify, differentiate, interact, customize) and QCI (quality competitive index) – are introduced in this report. QCI is used to determine how H&M can overcome its CRM problem. The model shows that H&M is slow in giving customer support, and the services are often unhelpful. An improved customer service based on a 24/7 system is essential to enable H&M to overcome its current CRM challenge. One recommendation is for the company to stop relying on chatbots and allocate staff to customer support after working hours. Also, training and development programs should be established for customer service to improve the skills and knowledge of the staff in customer relationship management. 












Part 1
2. [bookmark: _Toc124157908]Introduction
The nature of customer experience and expectations influence a brand's ability to retain its customers and establish a strong competitive advantage in the market (Ali et al., 2019). Quality systems like total quality management (TQM) are essential as they enhance the customer experience. TQM has the potential to positively impact staff and organizational development because, through continuous improvement and quality management, firms can create and maintain cultural values that establish long-term success for the consumers and the company itself. Another efficient approach to maintaining and creating relationships with consumers is customer relationship management (CRM) because the personal bonding that it facilitates among people makes it easy for the firm to identify distinct customer needs (Chai, Ehrens &Kiwak, n.d.). The emotional and personal linkage created results in a deeper understanding of customer needs, and the firm can seek ways to serve the customers better by addressing those needs. The value of CRM applies to both traditional (Brick and Mortar) and online brands. Online brands are expected to provide exceptional customer service to improve customers' experience and meet their expectations. The requirement is pronounced in online brands due to the high competition associated with numerous rival firms and substitute products and services. Although there were online brands before the COVID-19 pandemic, the number of customers shopping online increased during the pandemic because of containment measures like lockdowns. The move to online shopping developed a sense of immediacy that also applied to customer service inquiries. Since customers can order products and services at any time of the day or night, customer services should be provided based on a '24 hours a day, 365 days year' framework. The next sections of this report will briefly introduce H&M, identify the CRM problem at the organization and identify factors (internal and external) that led to the problem. A model review is conducted focusing on the IDIC and QCI models and one of the two models is applied to H&M’s CRM problem. From the evaluation conducted, recommendations are made to resolve the CRM problem and strengthen H&M’s customer relationship management in customer service. 
3. [bookmark: _Toc124157909]Company Context
H&M (also referred to as H&M Group or Hennes & Mauritz AB) is a multinational fashion clothing and accessories firm based in Sweden and operates in around 75 markets. The company's stores are 4,801 in number and have a diverse product portfolio, including lingerie, shorts, sports and swimwear, cardigans, shirts, sweaters, sweatshirts, t-shirts and blazer suits (Parker, 2022). In addition, its products include cosmetics and accessories like watches, jewellery, sunglasses, hats and gloves, homeware, belts and suspenders, and textiles. Some of its major markets are Europe, Oceania, the Americas, Africa and Asia. The company has a CRM problem associated with poor interpersonal skills among the customer service staff because elements like online reviews show the dissatisfaction of the customers with the way the staff treated them. 
[bookmark: _Toc124157910]3.1 SWOT Analysis 
	Strengths 
· Effective strategy
· Global presence
· Competitive Pricing
· Variety of products
· Valuable brand
	Weaknesses
· Overdependence on outsourcing
· Controversial products
· Uninspired fashion

	Opportunities
· Diversify products
· Exploit e-commerce fully
· Focus on emerging markets
· Expand through acquisition and mergers
	Threats 
· Intense competition
· Increase in counterfeits
· Rising operation costs
· Global pandemic


Table 1: H&M SWOT analysis, Adapted from Parker (2022)
[bookmark: _Toc124157911]Strengths 
H&M uses a fast fashion model that increases the speed of movement of goods from the designer to the showroom. The numerous stores in diverse locations constitute a strong global presence, creating access to new and emerging markets. Its products are priced flexibly and cost-effectively. The large product portfolio enables the firm to attract many customers. It's ranking among most valuable brands globally is at 58 as of 2019 statistics (Parker, 2022).
[bookmark: _Toc124157912]Weaknesses 
H&M outsources most of its production to more than 900 independent suppliers in Asia and Europe, and that factor causes suppliers to have high bargaining power over the firm (Parker, 2022). Another weakness is instances such as the 2018 boycott of H&M products because of allegations that it promoted racism (Parker, 2022). The final weakness is that sometimes H&M relies on major design brands to set fashion trends, and then they follow them. 
[bookmark: _Toc124157913]Opportunities 
H&M has not exploited e-commerce channels to a large degree like its competitors; therefore, it is recommendable for the firm to pursue higher revenue through increased online business. In addition, focusing on emerging markets, expanding through mergers and acquisitions, and product diversification are common business strategies H&M can continue employing to achieve more growth (Chen, 2022). 
[bookmark: _Toc124157914]Threats 
 Brands like Boohoo, Zara, Gap and Macy’s continue to give H&M stiff competition and their efforts to gain more market share causes H&M’s products to decline in demand (Chen, 2022). Fake brands also negatively impact H&M's revenue and brand image or reputation. An increase in the cost of raw materials and labour represents another threat that makes operating costs rise. The COVID-19 pandemic affected the flow of raw materials, access to customers and sales for many companies, and until it is completely contained, it continues to represent a threat (Parker, 2022). 
[bookmark: _Toc124157915]3.2 H&M’s 7Ps of marketing 
	Products 
	H&M offers a wide array of clothing and clothing accessories. Some of its main products are; Everyday, Premium Quality, Monki and Modern Classic. 

	Price
	The company makes available products at low and affordable prices. Compared to competitors like Zara and Gap, the prices of H&M's products are lower. The company seeks to minimize costs to balance low product prices and high operations costs. 

	Place
	The company has more than 4,800 stores in 75 geographical markets. It also offers its products through online platforms, including its official website, social media and other digital means. 

	Promotion
	Advertising 
The company advertises its products through television commercials, print media (like newspapers and magazines) and social media (including YouTube, Facebook, Twitter and Instagram). 
Promotion 
The promotion approaches of H&M include gift vouchers, Black Friday Sales, discounts, celebrity endorsements and sponsorships. For instance, the company sponsors UNICEF in some initiatives to support children's rights. 

	Process
	Logistics activities (self-organized) 
The company does not outsource logistics activities but operates them on its own. 
Design and production 
H&M's team of talented designers exceeds 100, and it also partners with close to that many stylists in different regions across the globe. 
Globally, it does business with around 600 suppliers. 
Distribution and warehouses 
H&M utilizes distribution centres to move products from manufacturers to retail stores. Once goods arrive at the intended destination, they are inspected, sorted and distributed to local retail stores or stored in warehouses. 
Technical integration 
The company has integrated information technology into its logistics activities and other operations. Through reliance on global ERP, the firm enjoys a smooth flow of information throughout the supply chain. 

	Physical evidence 
	H&M products are sold in retail stores in different locations across the world. Their packaging ensures that the products are distinctively and easily identifiable on store shelves. 
Additionally, the company has an official website which is user-friendly and has links leading to different information pages concerning its brand. 


Table 2: H&M’s 7Ps, Adapted from Zhang, Zhang & Zhang (2021)
A review of reviews concerning the company's products and services shows that the customer service staff do not relate professionally with customers, as evident in Michaela's feedback (see Figure 1) (Trust Pilot, 2023). According to the customer, the employee serving her was arrogant, made no eye contact and threw Michaela's receipt at her and her 3-year-old daughter. The poor interpersonal skills further manifest in failure to communicate effectively with customers who have raised a complaint. One customer (Anita Pickering) complained that after her parcel failed to arrive on the expected date, she had been strung along for close to three weeks (see Figure 2) (Trust Pilot, 2023). The feedback she received after contacting customer services contained language and a message that barely made sense. 
[image: ]
Figure 1: Anita Pickering’s Review (Trust Pilot, 2023).
[image: ]
Figure 2: Michaela’s Review (Trust Pilot, 2023).
The problem of interpersonal relations does not apply to online interactions alone. However, Michaela's experience in a physical H&M store and how she was treated manifested a problem in the company's CRM. There are inadequate or ineffective training and development programs for staff to increase awareness and establish sensitivity concerning customer relationship management. In addition, the quality system is flawed as it does not focus on identifying customer expectations and meeting them (Kapooria, 2017). As a result, the staff are unaware or ignorant of improving customer relationships' positive contribution to the brand's success. 
An effective means of developing good CRM is continuous improvement and quality management, whereby the firm establishes training and development programs to impart new skills and knowledge. Continuous improvement recognizes that a problem arises a function or process is performing poorly – such as poor leadership, unclear instructions or poor work design. The same is true for H&M because the problem identified is associated with poor interpersonal skills among staff members in the customer service department. The online reviews show that the customer service team at the firm does not comprehend the customers' needs and ways to optimize customer value. For example, one customer complained that the messages she received from customer services were incomprehensible. Another customer complained that they were not treated well by the staff member. That issue can be addressed through continuous improvement because, as Ali et al. (2019) explain, customer service begins with comprehending what the consumer finds valuable and making an effort to make that value available. It involves a systematic process of identifying customer value and minimizing waste in value delivery (Ali et al., 2019). 
Internal and external factors have contributed to H&M's quality systems and controls for consumers to ensure they access customer service 24 hours a day. Some of the internal factors include employee skills and digital strategy. The customer reviews discussed in the previous section have shown that employees' skills in providing customer services are poor. The quality controls in place apply some degree of continuous improvement based on the introduction of social media platforms as an option for contacting customer support (see Figure 3). While the company has attempted to offer a platform through which customers can make queries and receive immediate feedback, employees' skills are inadequate. There is still high discontentment among customers, and from their reviews, the company has a rating of 1.6 out of 5 (Trust Pilot, 2023). Employee skills represent an internal factor that has impacted the quality systems and controls of H&M. The availability of qualified and motivated workers for a firm's business type represents an integral element to the company's economic success. A company like H&M operates in retail and requires minimal technical expertise before the digital era. The digital environment currently prompts the firm to increase its investment in technical expertise, but H&M is failing on that issue. 
One external factor is social and cultural trends whereby customers' expectations in the retail sector have rapidly changed to include a desire for broad options and exceptional convenience. H&M (2022) explains that its customers expect to receive smooth, fun, creative retail experiences that address their unique personal style. To assess whether the expectations of its customers have been met, the firm (similar to many others in the retail industry) considers online reviews about its brand and direct feedback from customers through social media platforms (OECD, 2019). The trend that has developed involves the provision of online reviews by customers concerning a brand. Based on such reviews, other current or potential customers can assess and determine whether the experience matches their expectations. 93% of customers based their purchase decisions on online reviews (Sayyida et al., 2021). The customers even develop social interactions on the online reviews website to discuss specific brands. Such social trends have prompted H&M and other retail firms to enhance the availability of customer services 24/7 to ensure they respond to customers' queries early enough and avoid a scenario whereby the customer becomes frustrated and gives a negative online review. 
[image: ]
Figure 3: H&M’s Contact Information (H&M, n.d.).
The information in Figure 3 shows that the company is yet to enhance its response framework in the customer service department to ensure that customers' queries are responded to immediately. For example, calling hours are limited to the hours between 9 am and 8 pm from Monday to Sunday. In addition, customers should expect to receive feedback within 24 hours for email messages. These statistics illustrate that the company has yet to adapt to the current trend practised by companies like Apple Inc., whose customer support services are available 24/7 (Apple, 2023). 
[image: ]
Figure 4: Apple’s Support Solutions (Apple, 2023).
The other external factor has been growing competition because an increase in online shopping enabled new fashion retailers to enter the scene. The limitations that created a barrier to entry in the past (including legal considerations and lack of adequate capital) were overcome by online platforms. SMEs and individual entrepreneurs have identified how to use social media, individual and business websites and other options to advertise and sell their products online. Such businesses and entrepreneurs try to provide timely customer feedback regardless of the time of day or night. Consequently, H&M faced growing competition and had to adjust its quality systems and controls to maintain a competitive edge. Big Commerce (2022) explains that retail e-commerce revenues in 2022 reached $180.5 billion in the apparel and accessories industry in the US; therefore, entrepreneurs seeking to join the market were looking for advice on how to enter the market. 
The third external factor was the COVID-19 pandemic which resulted in many brick-and-mortar businesses looking for ways to enter and expand into the online shopping market and provide a customer experience that would enable them to attract and retain customers. Stockdill (2022) explains that in response to the pandemic, H&M increased its focus on online retail. As a result, the author finds that the company's online business rose by 24% in 2021 to a level where e-commerce made up approximately a third of the firm's sales. That statistic illustrates the pandemic's influence in prompting H&M to shift its focus to its online business.
















Part 2
4. [bookmark: _Toc124157916]Models Review
[bookmark: _Toc124157917]QCI – Quality Competitive Index 
This section will introduce two basic models (QCI – Quality Competitive Index - and the IDIC models). The QCI model is a kind of model in customer management whereby a business is expected to perform particular tasks that aid in acquiring new customers and retaining existing or old customers. Kwon et al. (2015) elaborate that the model differs from other CRM models because its focus is not on building relationships but customer 'management'. The effort is not targeted at creating a long-term association between the firm and its customers. Through the QCI model, an organization's capability to review current practices to facilitate the creation of a quantitative means of improving the customer management process is enhanced. 
[image: C:\Users\User\Documents\QCI Model 3.png]
Figure 5: QCI Model (Lucid Content Team, 2023)
The model consists of eight elements ranging from ‘analysis and planning’ to ‘measurement of effect’. The fundamental element of the QCI model is the customer management activities; acquisition, penetration, and retention. ‘People and organization’ represent the supporting elements impacted by the external environment and customer experience (Kapooria, 2017). 
The analysis and planning element is the first in the QCI because the customer management process begins with analyzing consumer behaviour and creating a plan to develop the company's value (Shukla and Pattnik, 2019). The customer management activities (acquisition, retention, efficiency and penetration) are the foundation on which the analysis and planning elements are based. The other element, proposition, involves the execution of processes expected to attract new customers. Such processes depend on evaluating the customers' needs in the 'analysis and planning' phase. The third element – information technology – enables the company to manage customers and facilitates managing customer-related data. Using technology, an organization can provide customers with critical information associated with the organization (Kapooria, 2017). It can also give the organization important information associated with the customers. Organizations need to constantly update their Information and Technology systems to enhance their effectiveness in managing customers and adapt to emerging technological innovations. 
People and organization is another element of the QCI that involves establishing and maintaining a strong team of professionals in the management of customer relationship. The QCI model stipulates that it is essential for an organization to organize and maintain an effective, responsible team that can manage customer requests, feedback, queries and concerns. Additionally, a business must create a system that involves role identification, task allocation and gap analysis to identify areas for training programs (Kapooria, 2017). The next element is process management, characterized by activities such as coordinating sales and marketing and facilitating customer support. Process management (based on the QCI model) involves a consistent approach aiming to provide customers with continuous management support and identify any possible shortcomings (Shukla & Pattnaik, 2019).
Concerning customer management activities, the QCI outlines three sub-categories starting with 'acquisition', whereby an organization targets potential customers, researches and identifies their needs and recommends developing products and services to meet them. The organization should effectively put across propositions after identifying the potential customers and their diverse needs. The other activity – penetration – includes comprehension of the customers after collecting information about them and seeking ways to establish a valuable customer base (Kwon et al., 2015). In this activity, the organization often creates simple messages targeted at welcoming customers to the firm, enabling them to understand the business activities and aiding them to connect with the business's goals. The final element – retention – can be conducted through value development and a win-back strategy. The strategy is a retention process but can also work as an acquisition process. 
Two other issues covered under the QCI model are ‘measuring the effect’ and ‘customer experience’. According to Shukla and Pattnaik (2019), when the organization assesses the process to achieve continuous improvement, it constitutes the measurement of the effect element. Through this element, the organization can comprehend the degree of performance of people and teams concerning their roles. Regarding the ‘customer experience’ element, Kwon et al. (2015) explain that it represents a bridge between customer enhancement processes and perception. The QCI model offers a comprehensive process that guides one in establishing a connection with consumers, genially interacting with them, and managing customers appropriately. In addition, it accepts the role played by the external environment in influencing the customer experience. 
[bookmark: _Toc124157918]4.1 The IDIC Model 
The Peppers and Rogers Group developed this model as a standard blueprint for implementing CRM in diverse situations (Pandey et al., 2022). The model's name is an acronym for the four stages in the implementation of CRM. The first letter stands for 'identify', whereby the activity involved in that step is identifying an organization's customer. Next, information on a customer's name, address (physical or alternative) and purchase history at every individual point of contact across the firm is collected. The objective is to acquire as much data as possible on each customer to improve the firm’s understanding of their wants, needs and influences on their purchase decisions (Er, 2020). 
The second letter stands for 'differentiate', when an organization segments or differentiates its customers based on the customer's projected or current lifetime value. Since customers have varying values to the business, the IDIC model acknowledges the need to differentiate an organization's customers by focusing on the value each has to the company (Er, 2020). Priority and greater effort can then be directed towards establishing a strong customer relationship with the most valuable customers. Tailoring interactions to build strong relationships with valuable clients is an effective strategy to promote the achievement of optimal profitability. 
The third letter stands for 'interact' and involves the application of an organization's CRM plans for interactions with customers. Upon analysing and categorising customers, the firm can customize interactions between the staff and customers. The final letter stands for 'customize', whereby the customer interactions that were documented from the previous step can now be analyzed to narrow down the customization even further (Er, 2020). The objective is to ensure the needs and expectations of the customer are addressed, and they have been pointed out from a comprehensive process that has narrowed down the scope to the distinct needs and expectations of each customer (Pandey et al., 2022). 
5. [bookmark: _Toc124157919]Model Selection and Application 
From the two models described in the previous section, the QCI might be more suitable to apply to the CRM problem faced by H&M because it is more comprehensive and covers diverse factors associated with H&M's CRM issue. The IDIC model is a generic framework or blueprint that applies to diverse CRM situations, but the QCI model offers elements that enable a company to narrow down the focus to the distinct problems inherent in their situation (Pandey et al., 2022). A look at elements of the QCI, such as 'people and organization', shows that H&M can find valuable information to guide them in managing customer requests, feedback, queries and concerns. 
[bookmark: _Toc124157920]Analysis and planning 
H&M consumers – similar to others in the apparel industry – follow seven steps when making a purchasing decision starting with need recognition and ending with divestment (Chen, 2022). The steps that apply to establishing an effective CRM framework to support 24/7 customer service at H&M are consumption and post-purchase alternative evaluation. From the online reviews discussed in previous sections, one customer complained about the services offered during the purchase, and the other complained about customer service after the purchase. Anita Pickering is one of many customers who expressed dissatisfaction with the services received after purchasing because she paid $300 for a product, the parcel was delayed, and her efforts to contact the customer service team were futile because of poor communication (Trust Advisor, 2023). Michaela experienced poor customer service while purchasing goods in an H&M outlet; therefore, her predicament is under the 'consumption' step. Anita Pickering expressed that she would never shop with H&M again. The evidence shows that consumers place a high value on customer service; therefore, the appropriate plan for H&M to develop the firm's value would be to strengthen its customer support. The delays that Anita faced could have been avoided if the response from customer service had been timely. Establishing 24/7 customer service can help address that problem. 
[bookmark: _Toc124157921]Proposition 
It has been shown that consumers search for information before making a purchase and that the nature of customer service can determine whether a customer will make a repeat purchase or not. Therefore, it is essential to segment customers' needs to develop the base for varying propositions. Sayyida et al. (2021) explain that more than 80% of retail shoppers conduct their transactions online and that most conduct online research before making a purchase. That statistic prompts the development of a proposition for H&M to increase positive reviews online by providing timely and satisfactory customer service. 
[bookmark: _Toc124157922]Information and technology 
H&M recognizes the value of technology in enhancing customer service delivery, as evidenced by initiatives such as the tech-enabled shopping experience launched in 2022 in US stores (H&M Group, 2022). The initiative involves establishing a solution for tech-enabled in-store shopping in US COS stores. However, the focus is on physical stores where customers enjoy seamless payment options, faster checkout and personalized styling recommendations, among other benefits. The efforts to establish a reliable digital framework through which customers can receive 24/7 customer service are inadequate. Figure 3 shows that the company offers social media platforms like Instagram, Twitter and Facebook through which customers can contact the customer service team. However, reviews from customers who tried all contact options provided by the company show that they are slow to respond and often give feedback that does not help the customer (Trust Pilot, 2023). Even though the company sources customer information from IT aspects like social media, they do not utilize it effectively to manage the quality of customer service. AI efficiency is a factor that applies to the CRM problem faced by H&M in customer service. The company’s use of chatbots has not been extensive despite their proven efficiency. Andrade and Tumelero (2022) conducted a study in which they found that chatbot is more effective, fast, functional and assertive, therefore, has higher efficiency than traditional customer service. H&M relies on chatbots after opening hours to provide customer support on diverse issues (Jaekel, 2023). The chatbots gather specific data and give varying responses based on the customer's information. It identifies the user's style and gender and suggests outfits matching their style. Additionally, it gives the user the outfit's price. The limitation associated with chatbots is that there are questions that they cannot answer as expected, and often the problem arises concerning follow-up questions. 
[bookmark: _Toc124157923]People and organization 
The previous elements of QCI can act as a tool for gap analysis to identify the problems associated with the organization and its customer relationship executives. Presently, H&M has a customer service team with inadequate skills in managing customer requests, feedback and queries and concerns. That gap could be filled by re-organizing the company's priorities to ensure training and development programs increase focus on customer service (Kwon et al., 2015). 
[bookmark: _Toc124157924]Process management 
Customer management does not focus only on customer support but rather on coordinating that activity with the marketing and sales elements. H&M has made a significant effort to achieve high process management, as is evidenced by its swift shift to online retail after it was evident that sales from online retail were increasing exponentially (Stockdill, 2022). However, the company's process management's effectiveness has been low because while the company's online business rose by 24% in 2021, the management's support to customers has not been continuous. As a result, shortcomings were identified regarding customer service (Stockdill, 2022). 
[bookmark: _Toc124157925]Measuring effect
This element is especially important because the management assesses the process to ensure the customer management process employs continuous improvement (Shukla & Pattnaik, 2019). Through such measurement, H&M can identify shortcomings such as have been observed in customer service and determine approaches to overcome them. Through this element, H&M would recognize the numerous customer complaints concerning delays in customer support and develop 24/7 customer service. In addition, regular evaluation of the company's current position and possible areas for improvement can be enhanced through tools like the 7Ps of marketing and SWOT analysis. 
6. [bookmark: _Toc124157926]Recommendations
A key recommendation is for H&M to combine AI with customer service staff because there are some queries that a chatbot might fail to respond to as needed. Jaekel (2023) identifies particular questions that H&M chatbots are programmed to respond to as expected. However, the author does not address the issue of questions that chatbots cannot answer. The inherent conundrum in that scenario illustrates the need for H&M to allocate some staff to customer support shifts at different times of day and night to establish 24/7 customer service. Customers can raise their queries through chatbots, and if the chatbot fails to respond to a query adequately, the customer can be redirected to a customer agent. 
Training and development programs for customer support staff should be improved because the interpersonal and communication skills of the employees who served Anita Pickering, Michaela and other customers who gave reviews of H&M were poor. Developing and maintaining good customer relationships are linked with quality systems such as continuous improvement. Epps et al. (2016) find that the right training program for customer service staff improves their comprehension and delivery of customer support. Apart from these considerations, there are skills and traits like empathy and communication that H & M customer service lacks, as evidenced by customer reviews. Therefore, it would be appropriate to provide them with opportunities to fill those gaps in knowledge and gap through training programs. 
7. [bookmark: _Toc124157927]Conclusion
The report identifies that CRM is an essential factor in customer service and that H&M presently has a problem concerning the customer relationship management skills of the customer service staff. There has been an increase in online shopping in recent years, and customers expect to receive customer service at all hours of the day and night. The reviews showed that the customer service was poor. Two models (IDIC and QCI) of CRM have been introduced, and QCI proved suitable to apply in addressing the CRM problem of H&M. Through the model and information from other researchers, key issues that emerged were that the company can develop and maintain good customer relationships through the improvement of skills and knowledge of customer service staff. The chatbots used by H&M have some limitations because, for instance, they cannot answer some follow-up questions. The first recommendation is for H&M to use chatbots but ensure that at all times, there are customer service staff offering services when chatbots are not effective enough. Secondly, training and development programs are needed to improve the knowledge and skills of customer service staff to enhance their ability to relate with customers.  
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Comprehensive Support

Apple offers several resources designed to help you use your Apple product. When you need assistance
the manuals or electronic documents that came with your product. You can also use Apple's innovative
onscreen help system. These resources are available to you 24 HoUES a day, 7 days a week.

Product Manuals

Your product manuals provide detailed
instructions, organized so that you can quickly
and easily find the information you need. They
also provide pointers to online sources of
information (such as Mac OS Help) and
electronic documents that can help you use your
product. We also have a large selection of Apple

Mac OS Help

Mac OS (operating system) Help provides onscre
assistance and step-by-step instructions. When yc
questions about how to use your Apple product o
keep it running smoothly, access Apple's innovati
system.
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Spent close to £300 well before...

Spent close to £300 well before Christmas. Parcel never arrived, | have been lied to
regarding other delivery dates for nearly 3 weeks and when I've contacted "customer
services" | can barely make sense of what they are trying to communicate (probably
more lies). I will never shop with them again and implore others not to either. | expect
this matter will end up in the small claims court.

Date of experience: December 16, 2022
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online and go in store
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FIND YOUR

— DISCOVER MORE.

‘About H&M

Information provided by various external sources

H&M offers fashion and quality at the best price
In a sustainable way for women, men, teenagers
and children. The range includes everything
from sparkling gala outits and exclusive
designer collaborations to everyday basics and
high-performance yoga wear to help fashion
fans across the world dress their personal style.

Categories (

Bedroom Furniture Store
Children's Glothing Store
Gosmetics Store

Fashion Accessories Store
Kitchen Supply Store

Living Room Furniture Store
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I was with my 3 years old daughter and...

| was with my 3 years old daughter and girl by till was the most arrogant girl a | have
ever experienced she threw receipt even on us and no eye contact ...horrible ...that's
kids store in enfield town london
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Product Sustainability Opening hours Monday - Sunday: 6 am - 2am
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