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[bookmark: _Toc99935229]Introduction 
This report will investigate the emerging themes within customer experience for Samsung Mobile Electronics and how their consumers interact with the brand during the customer lifecycle which is known as the customer journey. This will the follow into an overview of Samsung, then this will move on to understanding how Samsung use Customer Experience and Brand Experience engage with consumers, and how they impact the customer relationship. CRM or Customer Relationship as defined by Shaw (1999) is 

“an interactive process for achieving the optimum balance between corporate investments and the satisfaction of customer needs to generate the maximum profit”. 

The second part of this report will delve into Total Quality Management which is to constantly improve products and services to a high quality that will add value to the customers (Ciampa, 1996). Finally, a conclusion will be drawn a based on the findings and these theories apply to Samsung. 

[bookmark: _Toc99935230]Samsung Electronics LTD 

Write here a brief overview of Samsung 

[bookmark: _Toc99935231]Customer Touchpoints

To understand how Samsung interact with their customer base, the need to understand Customer Touchpoints is essential. These touchpoints are seen as any interaction, communication or contact a customer has with your business, brand, or service (Schmitt, 2003). 

Customer touchpoints can be physical which can include, the product, packaging, a store, or a conversation with a receptionist/sales representative (De Keyser et al., 2020). Digital touchpoint can include the website, mobile app, emails, social media, or digital marketing activities (Hallikainen, Alamäki and Laukkanen, 2019). 
Whilst a business may have control over brand owned touchpoints, there are touchpoints which are outside of a brands control which can also have an influence on how a customer perceives the business. These could be word of mouth recommendations, online reviews, PR activities, and news, along with any interaction through a third party known as Partner Owned such as delivery company or resellers (Machado and Marques, 2018). 
The customer journey can be understood and the complete process a consumer has whilst interacting with your company. The more touchpoints a customer must go through before purchasing a product makes the journey more complex (Aalst, Arets and Brands, 2013)
The image below provides an example of a customer journey, the touchpoints they may interact with during this time and if what of these touchpoints are managed by the brand. 
[image: Customer Journey Map including touchpoints.

]

(inmoment.com, 2017)

According to Lemon and Verhof (2016), and as seen in the figure below these touchpoints begin at the prepurchase stage where a potential customer is still considering your brand. This then moves onto the purchasing stage and continues post purchase. With each touchpoint interaction, this can have a positive or negative influence on how the customer perceives the brand. 

[image: Diagram
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(Lemon and Verhoef, 2016)

As buying decisions and recommendations are influenced by the impressions made during these interactions, it is imperative that a company plans out its customer journey so it can create a positive experience on the customer relationship (Temkin, 2010).

To enhance the customer relationship, Samsung uses various advertising as a main channel to attract potential customers. The first advertisements which mainly are digital, draw people to the website which houses all information about the brand, products, and services. When visiting the site or store, potential buyers are instantly immersed in the Samsung brand from, imagery, branding and tone of voice. To deliver excellent service to customers, Samsung make it easy to find all the relevant product information, taking into consideration the importance of the pre-purchase stage, a crucial stage where a need for the product has been recognised. Customers may also use review sites to look for information on products following contact to gain further information. They may also look to peers, as these touchpoint interactions play a vital role in the decision-making process. 
Samsung need to ensure their products, services and branding are of a high standard, quality to achieve this. 

During the purchase stage, the website again acts as a main makes it easy to complete a purchase, with a various way to make payment or apply for finance. Once a purchase is complete, the site then becomes a knowledge hub, to allow you consumers to return to get product updates, tips, or support from the company as well as the Samsung community. 

[bookmark: _Toc99935232]Customer Experience
“Customer experience is the internal and subjective response customers have to any direct or indirect contact with a company” (Meyer and Schwager, 2007 pg.2).

Kotler (2013), defined customer experience as when a product or service is brought, every interaction, connection, or meeting a customer has should add value at each stage. 
As customer experience is also based on how a customer perceives your brand, it is important that business pay attention to these added services to ensure that they do what they intend, which is add extra value. These extra added benefits not only create added value to the customer, but it also creates brand loyalty. Customers now connect with businesses through a plethora of touch points across various channels and media, resulting in increasingly sophisticated customer journeys. (Lemon and Verhoef, 2016)

Although Samsung supply a physical product, they also provide a service, this can be aftercare, customer service, insurance, and experiences in store. Think behind the product, Samsung ensure that they keep enhancing and changing their mobile phones as well as additional services. Examples such as Samsung Rewards, which allows the customer to earn points on products brought to redeem on future purchases (Samsung UK, n.d.). Or the with Chatbot service connecting the consumer to real person via video call. All this is done to add extra value to the customer before, during and after a purchase and further value to the product or service, all whilst improving the customer experience. By adding these added services to the product lines, the objective is to make sure that these services are seen as adding value to the total offering for target customers (Raddats et al., 2019).
Each time an employee interacts with a customer this is not separated from the business or product. As the service provided by employees is not tangible, there may be variations of the service. Every interaction should supply a positive customer experience, as the opportunity to address the customers’ needs may not come again. (Kotler and Keller, 2016)  

The aim is to close the gap between customer expectation and brand value by continually addressing, meeting and exceeding customer expectations. This enables your business to deliver value, to enable repeat business and remain competitive. (Frei, 2014)

[bookmark: _Toc99935233]Brand Experience
A definition of Brand Experience is feelings, thoughts, perceptions, and behavioural responses generated by elements that are part of a brand's style and character, packaging, messaging, and its environments. (Brakus, Schmitt and Zarantonello, 2009) 
It is extremely important for brands to put significant effort into brand experience as these positive influences can help foster results by connecting with and inspiring audiences, which helps to put the brand in favour during the purchasing decision or customer journey. (Decker, 2019)
However, it is not enough to only create these experiences once, as consumers become to expectant to these experiences, creating consistency is imperative. Once a brand understands its audience, it will allow them to create memorable experiences for their customers (Joseph, 2019).
There are four elements to brand experience to which Brakus suggests a company must take into consideration. 
· Sensory - how the brand influences and makes an impression on the consumers senses
· Affective – how the brand influences on feelings and emotions 
· Intellectual / Cognitive – how the brand inspires curiosity and thinking
· Behavioural – how the brand can engage with physical or behaviour aspects
(Nysveen and Pedersen, 2014)
Looking at the elements of brand experience it is clear to see how Samsung utilise it to their advantage. Samsung opened an experience store in London King’s Cross allowing existing and potential customers the opportunities to gain first-hand experiments and gain positive exposure and sensory appeal to the brand. By allowing customers to be immersed in everything Samsung without the need to buy a product, it enhanced the brand experience along with the feelings. 
Another example for Samsung 
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To understand what quality means for companies, we must first define quality. These definitions can differ from various scholars. Pryor, et al, suggested: 

"“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.” (1998, p. 2.3). 
Were Kotler, et al, describes: “Quality can be defined as ‘no defects’ (2017, pg. 231)

This can be understood as ensuring the product or service is “fit for purpose” and that the fundamental components are in place to ensure that the customer receives the highest satisfaction by meeting or exceeding the customers needs. By ensuring that all aspects of quality are meet at every level within an organisation or business, it not only helps with customer satisfaction, but also with customer retention and recommendation to peers.
Samsung define quality in their handbook as: 
““We deliver on the basis of an efficient quality system, the best products and services which conform to our customer requirements and expectations.” (Quality Handbook, 2021, pg. 5). 
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W. Edwards Deming was a leading contributor to quality management. To encourage an atmosphere of continual improvement, Deming saw it fit to involve managers and delivered lectures on statistical process control and Total Quality Management (TQM). The industries in Japan began to adopt these practices and this saw the level of quality rise drastically (Chandrupatla, 2009). His approach was that the quality is not defined by the product alone, but also by the management team, and satisfaction of the customer. He said that this could be achieved by being ahead of the customer and adding value, but only value to that of the customer (Ghobadian and Speller, 1994). Deming’s approach to management highlights that quality does not just come from a product without flaws or employees, he explains that there are factors which managers need to be in control of to achieve this quality. 
Improvements in quality, according to the notion, result in less labour, fewer errors, reduced waste, and improved time and effort, resulting in cheaper costs and improved production. This allows the company to supply a high quality at lower prices, remain competitive and in turn stay in business longer by gaining a larger market share. 

Deming created the 14 steps model as a definition to management processes and ways to improve quality (W Edwards Deming, 2000). These fourteen steps are highlighted in the figure below, and a more in-depth review of each point follows below. 

[image: ]
Deming’s 14 points for TQM (ASQ, 2019)

1. By this Deming purposed that a business must ensure that its employees are aware of the direction the company is heading and this direction must remain consistent. Key aims must be set out on a roadmap and communicated effectively to keep employees on the same path. 
2. This implies that the company needs to adopt quality throughout the organisation at every level and ensuring that the products or services are designed with the customers needs at the forefront of every decision 
3. Inspections alone do not improve quality, this merely points out the failings, quality should be impeded from the beginning to reduce these failings. Once any errors have been highlighted, eradicate them from the process. Deming suggested using statistical control methods to review the process to find when quality is achieved at each stage.
4. Here Deming highlighted the of understanding the total cost incurred not only the cost of product. Whilst the cheaper choice maybe available, it may not always be the best option, especially if this creates more work in the long term. By building lasting relationships with suppliers and limiting the need for change, these supplier in time become partners to which you can help to improve their quality. A business should have measures in place to ensure quality standards are met and maintained.
5. Take the approach of Plan-Do-Check-Act to continually keep improving processes, products and services which is the responsibility of management, all whilst encouraging feedback from managers and employees. 
6. Here Deming implied that staff needed to be trained in the same way once on the job to ensure there is consistency in the work carried out. This training must be continuous and with support. 
7. It is not enough for management to simply supervise. They need to understand the processes and systems that employees use to be able to provide support for each staff member to achieve their best. A manager needs to lead not simply manage.
8. Allow for employees to provide feedback on systems and processes without fear of repercussion. Staff should feel comfortable to have an open dialogue in how things can be improved. 
9. Rather than each department working separately, they need to work together to foster excellent results. Treat each department as an “internal customer” by supplying the best service possible.
10. Slogans can sometimes be used to motivate employees, however if the processes are not in place to in fact “provide excellent customer service” then this can often have the opposite effect. If quality is low, the error tends to be systematic rather than individual.
11. Remove the expectancy for x amount to be produced per hour. Focus on quality rather than quantity and do not pay employees based on the quanity they have produced, as this may encourage bad results. If improvements are to be made, look at the entire process to find areas where this could be refined. 
12. Allow everyone to take pride in their work without comparing to their colleagues. Remove anything within the process that may be a barrier to performance. 
13. To create a culture of loyalty Deming suggested that you must invest in your staff. Provide training opportunities which go beyond their roles.
14. Finally, Deming highlighted this philosophy should be embedded from top management right down to low level staff. To achieve quality, everyone in the company needs to be on board to achieve success.

A key advantage of this theory is implementation into almost any business or industry. To positively apply TQM, a business can use the 14-point principals as highlighted by Deming (ASQ, 2019). 
Although Deming gave the framework for TQM, he was criticised for not including a structure as to how to implement this into the business and simply offered no guidance in later years pointing out that it was down to that of the management team to develop them according to the company’s culture. Another criticism that needs to be considered is that in todays day and age many of the points the theory suggests have been adopted in management practises within business and organisations and taught on business courses, therefore the model is already practise (British Library, 2015)


[bookmark: _Toc99935236]Crosby Quality Model
Philip Crosby (1979) was a significant inspiration in total quality management (TQM). He explained that organisations should focus their efforts to reduce product flaws and pay attention to the requirements of the customers in his first book “Quality is free”. His argument was it is cheaper to achieve quality the first than the need to repeat the process multiple times. 
By getting it right the first time, quality overrules cost. Putting this simply, Crosby suggested “doing it right first time” (DRIFT) and you do not spend any more that needed (Ghobadian and Speller, 1994). Like Deming, he suggested that quality did not just come from employees alone and that top level management is imperative to achieving this. (Cauchick Miguel and Celso Sobreiro Dias, 2009). He suggested that if management do not stress the importance of zero defects policy, then employees should not be held accountable when defects do happen. He coined the term “Zero Defects” (Crosby, 1984), and whilst this did not mean the product needed to be perfect, his definition of quality was that the product needed to conform to the needs and requirements of the customer (Fields et al., 2014).
Crosby conceptualised his ideas in his Four Absolutes of Quality: 

· The definition of quality is conformance to requirements.
· The system of quality is prevention.
· The performance standard is zero defects.
· The measurement of quality is the price of non-conformance.
(British Library, 2015)

The limitations and disadvantages should also be considered when exploring this model. One of the main drawbacks of the theory is the confidence in it to be successful. There is a major need for everyone to input the same amount of effort and there is a large amount of work required for this to be verified during the process (Halpin, 1966). Plunkett and Dale (1988) also criticised the model as it does not give a guide as to how it should be implemented, and they also mention there is a lack of substance. 

Relaying these TQM models back to Samsung and their product offerings, they ensure that they have Quality management system in place to meets specific industry requirements and that of the customers. By treating its customers like its stakeholders, it aims to go beyond expectations to create memorable experiences and a quality product which all have an impact on the customer relationship (Mavlyanov et al., 2020).

Samsung adopt this methodology with their “Zero Defects” policy – “We comply with international environmental regulations, and in order to place customers’ safety first, we value the awareness and responsibility of Zero-Defect Quality.” (www.samsungsdi.com, n.d.)


[bookmark: _Toc99935237]Conclusions  
From the findings in this report, it is clear to see that customer touchpoints, customer experience and brand experience all are tied together, and they all have an impact on each other as a consumer may experience all of these at one time. If an individual has an unpleasant experience during the purchasing stage via one of the company touchpoints, whilst the product may be flawless, the customer could be lost due to the negative impact on the customer relationship. Although Samsung just sell products, then need to ensure the whole experience and service from top to bottom is coordinated, which includes quality products, exceptional services which in turn builds and improves on the customer relationship and an influence on the customer lifecycle. Samsung achieve this by in continually improving products, services, and processes, which meet the needs and requirements of the customer. Samsung’s definition on quality and their ongoing advancements also highlights how important the company views quality, the customer experience, and the brand experience they offer to consumers. 
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