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Summary
 
In this report customer experience of an organization in a mobile industry will be discussed. The mobile brand that has been chosen to look at is Samsung. The themes that will be looked at are customer touchpoints, customer experience, and brand experience. That is one part of the report the second part will include looking at two different models that will help or assist Samsung in improving customer relationship management.
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Introduction

The purpose of this report is to discuss customer relationship management and how different theories can help Samsung improve its customer relationship management. Some of the topics that will be discussed in this report are what is Customer Relationship Management (CRM) and the importance of Customer Relationship Management (CRM) and Customer satisfaction. Customer touchpoints Brand experience and customer experience will be looked at. Different Quality models will be also discussed and how they help Samsung to improve its CRM. 

















Customer Touchpoints
“A touchpoint is an interaction (including encounters where there is no physical interaction) that might alter the way that your customer feels about your product, brand, business, or service.” (Goodey, 2021)(3) Customer touchpoints are direct or sometimes indirect contact a customer has with a brand or organization. Customer touchpoints can be looked as being everything the customer touches when thinking about buying a product.  Customer touchpoints can occur before the customer makes a purchase, during the purchase, or even after the purchase has taken place. Indirect contact the customer has with the brand can be simple things like reading reviews about the product or service or hearing about a product from another person. Direct contact will be shopping in-store. There are many types of touchpoints some of which are shown in the diagram below. There are also different stages of customer touchpoints.  The three stages are pre-purchase touchpoints, purchase touchpoints, and post-purchase touchpoints. 
[image: brand touchpoint]
(Sandford, 2017)(4)
At each stage, the brand can influence the customer. Looking at Samsung the way they advertise across different areas like tv, the internet, radio, and billboards are all a means or way of attracting a customer to deciding what phone they want to buy. For example, if someone is thinking about what phone they buy they may see a billboard and see some features that Samsung have highlighted on there this is a touchpoint as it may influence their decision. This the brand has control over but then if the customer speaks to a friend or family member, they may change their opinion because the family or friend member has had a bad experience with Samsung. Therefore, it is important for Samsung to maintain good relationships with new customers as well as with old customers. They do this by making sure they provide latest updates for existing customers, good customer service skills, a good quality product and good aftercare of product customer has bought.  
 Customers are the main people who decide what they want to do at each touchpoint, but the brands know how to improve their customer experience. The brand can understand and document customer touchpoints at each stage. They can help influence the customers purchase. If the customer has good experience from before they go and buy the phone, to buying the phone and after they buy the phone they will recommend to many other potentials for Samsung. Many businesses use customer experience management tools and customer experience management to keep the customers.

















Customer Relationship Management (CRM) and Customer Experience Management (CEM)

The definition of Customer relationship management according to Dr Shaw (consulting and author of measuring and valuing customers) is that “customer relationship management is an interactive process for achieving the optimum balance between corporate investment and satisfaction of customer needs to generate the maximum profit” (Shaw, 1999)(1). Customer relationship management (CRM) is a technique used to ensure an organization can improve its relationship with customers in the best way possible. Having a good relationship with customers is essential to increasing sales and profit within the organization. CRM (customer relations management) is a tool that can be used to improve the interaction between departments. For example, it can link the sales department to the production department ensuring they have adequate stock to sell. Without a good CRM tool, the business may miss out on good opportunities to grow and may lose income or profit. The CRM finds as much information about their customers as possible. There are many ways that CRM gather information to make sure they know everything about their customers. They help maintain customer relationships, keep track of sales and marketing, and deliver data. The CRM tracks customers’ behaviour and buying habits and then the Customer Experience Management (CEM) uses this information to keep these customers. “CEM programs heavily rely on the voice of the customer programs that quantify customer sentiment about their experiences with a company” (Fluckinger, 2022)(2). The CEM focuses on customer loyalty, they enhance the customer experience; it is monitored at all customer touchpoints, and they are useful for leaders and analysts. The CRM and CEM both link together as they both have one common objective. To make customers return for reoccurring purchases or repeat service. 
Every company including Samsung wants their customers to come back again and again. They want their customers to build a great relationship with the brand. Samsung when they have a customer, want to keep hold of them and don’t want them to buy a different brand. They do this by trying their best to know their customer to the extent that they can ensure that their needs are not only met but exceeded. Samsung ensures that they have good customer touchpoints in place so they can have full knowledge of their customers. They provide regular updates to customers, so they can keep up to date with the latest technology. It is important to ensure the brand has a good customer touchpoint as it is this that will allow the Customer relationship management to get the knowledge, they require to keep customers returning and attract new customers. If Samsung leave a gap in their customer touchpoints they may be taken over by a different brand for example if a customer is looking for a phone, especially for its camera quality and Samsung did have the latest up-to-date camera the customer will choose a different brand phone. They must ensure all their phones are of the highest quality and last as this again may put the customer off from returning. 
The CRM must make sure they have adequate stock available for when the customer wants to make a purchase otherwise again, they may go and buy a different brand.  Customer touchpoints influence CRM by providing them with information that they will need to get to know the customer in order to see their buying habits and what they are looking for. If a customer searches online for a phone with certain criteria it is essential for the CRM tool to build a portfolio of what kind of things the customer is looking for when buying a phone. They 
Many customers would return to a certain brand they have used previously if they had a good experience with them.  

















Customer experience 
“Customer experience focuses on the relationship between a business and its customers.” (Hueffner, 2020). Customer experience within a business is very important it makes all the difference to whether the business is a success or failure. If a customer has a good experience and is happy, they will become a loyal customer. Loyal customers will help in boosting the business revenue. The loyalty of customers is the best marketing technique the business can have. A loyal customer will promote the business for you through word of mouth and will become brand supporters. There are two main touchpoints that will create the customer experience they are the people and the product. The people will be the loyal customers and how they spread the news about the brand and then the product is the quality of the product and its performance. 
Samsung needs to ensure provide a good customer experience in order to increase their customers. They need to boost the lifetime value of their customer. They need to build good brand loyalty. Good customer experience will give Samsung a useful advantage over other competitive brands.  

Brand experience
“Brand experience is conceptualized as sensations, feelings, cognitions and behavioural responses evoked by brand-related stimuli that are of brand’s design and identity, packaging, communications, and environment.” (J. Jo ˘sko Brakus, 2019)(6) Brand experience is what the customer recognizes when it looks at a product or service. Brand experience is important because the customer can relate to it as a positive experience or negative. A good brand experience can make all the difference. It may mean being chosen over another brand. Samsung like a lot of other brands goes out of its way to ensure they have an inspiring and eye-catching brand experience. It is essential for them to have consistency when looking at brand experience. According to Paul Sheets, General Manager of BrandXM Qualtrics “over 70% of them believe brand experience management will help improve their organizations” (Sheets, 2021)(7)
It is important for Samsung to have both a good customer experience and a good brand experience as they both will determine whether a customer is happy and loyal. Which then goes back to customer touchpoint and customer research management. All this information is fed back to the CRM and then they can make the changes they need to. It is important Samsung make sure their product and service they offer is of high qual
Quality models
“Quality could be defined as a basic tool for natural property of any good or service that allows it to be compared with any other good service of its kind.” (Diaz, 2014)(8) High-quality products will help maintain customer loyalty and customer satisfaction. It will reduce the risk and cost of replacing faulty goods. An organization can build a good reputation because of the quality of its product or service. Customers will start to recognize the quality standard of the product or service they are buying. Quality is important to make sure their customer is satisfied. This is essential as it will retain customers’ loyalty and ensure they keep returning. For example, if Samsung customers are very loyal and have continued with them long term Samsung will have a long-term income, and they will be able to charge a higher price for their phones. A quality product and service can differentiate them in a crowded market so for this reason Samsung can charge higher prices compared to other mobile industries. 
Quality involves providing customers with value. It is essential for the business to produce products or a service of exceptional quality so that it exceeds the expectations of the customer, and still be affordable. When looking at the quality of the product it is essential that the business look at how they can reduce the wastage as wastage can affect the environment. All this must be maintained while not forgetting custom satisfaction. There are many definitions of quality. The two models that will be discussed further are Deming ( Demings’s 14 points) and Jouran  (The Quality Trilogy and Quality Planning Roadmap)









Demings Cycle
“Deming created 14 points which provide a framework to developing knowledge in the workplace and can be used to guide long-term business plans and aims.” (British Library, n.d.)(9). Deming’s model of quality management is a list of different management methods that will help businesses increase their quality and efficiency. Deming’s 14 point model is :
1. Create constancy of purpose for improving products and services. Plan to have quality long-term. Resist reacting with short term solutions
2. Adopt the new philosophy. - this, is meant to support quality throughout the business. The business needs to put the customer needs first, instead of just following the competitors.
3. Cease dependence on inspection to achieve quality.- make sure quality is built from start to end. Do not just do physical inspections to find flaws in the product use statistical methods as well.
4. End the practice of awarding business on price alone; instead, minimize total cost by working with a single supplier. – quality relies on consistency. 
5. Improve constantly and forever every process for planning, production, and service. - by improving training and educating staff everyone can do their job better and produce better quality product or service.
6. Institute training on the job. – ensure all employees are trained to maintain consistency and help reduce variation. It is important to build common knowledge so all staff are working at the same level. It is essential to try and encourage staff to learn from other staff members as this will allow them to provide a good work environment which will mean they will have good teamwork.
7. Adopt and institute leadership. – it is important for supervisors to support their staff so they can work to the best of their ability. They should understand at what level and pace their staff are working. Supervisors need to make sure all staff are working to their best potential. It is important to make sure supervisors do not forget their staff while just focussing on meeting targets.
8. Drive out fear. – make sure staff are not scared to express ideas or concerns. Make staff feel valued and encourage them to find better ways of getting the job done. Supervisors or leaders within the organization must make themself easily approachable so staff doesn’t feel afraid of them. One way of doing this is to be open and honest with staff.
9. Break down barriers between staff areas. – Using different teamwork skills to build and understand each other will reduce argumentative relationships. 
10. Eliminate slogans, exhortations, and targets for the workforce. – letting staff know exactly what they need to do. Make things clear to them so there is no confusion. 
11. Eliminate numerical quotas for the workforce and numerical goals for management. – it is important to provide adequate support and resources in order for the production level and quality to be high and achievable. 
12. Remove barriers that rob people of pride in workmanship and eliminate the annual rating or merit system. – make sure leaders are not comparing their staff to others and treat them equally. 
13. Institute a vigorous program of education and self-improvement for everyone. – provide staff with all the skills to improve the workforce, this will encourage people to learn new skills to prepare for future changes and challenges.
14. Put everybody in the company to work achieving the change. – improve the business by having all staff take a step toward quality
These points can be put in place by the business to ensure the effectiveness of total quality management. According to Deming, he emphasizes that the quality of a product or service relies on mostly the staff. Therefore, if the staff are happy, they will be able to work efficiently and produce a higher quality product. He also suggests that higher quality leads to higher productivity which then leads to long-term competitive strength. (British Library, n.d.)(9). 
























Juran’s Theory
The other theory that will be looked at is the Juran theory. “The Juran trilogy is an improvement cycle that is meant to reduce the cost of poor quality by planning quality into the product or product/process” (Thinking, 2014)(10). There are three parts to the Juran quality management theory
1. Quality Planning
2. Quality control
3. Quality improvement
These three sound very similar but they all have different aims and provide different purposes for Quality Management.
1. Quality Planning- Like with other management actions the first quality management also begins with planning. Planning is important to know what needs to be done to achieve good quality goals and services. Quality Planning will include understanding the customer, determining their needs, defining the product/service features, designing the product, and planning the process that will enable to meet the customer needs. 
2. Quality Control- at this stage goals are set, and checks are made to prevent things from going wrong or getting worse. This stage is where inspections are done, and changes are made to ensure the product or service is of the best quality. 
3. Quality Improvement- even after having efficient quality control in place sometimes there is a chance that the final product or service may fail to meet customer satisfaction. There may be a fault with the product or even may be that there has been a change in trend. The role of quality improvement is to identify the faults and to prove the need for improvement from the existing product or service. 

Looking at both theories Deming focuses on the staff and how happy and well trained they are, this way they will produce a better product or service, but Juran’s theory focuses on the actual quality of the product. Both theories are not adequate. Deming’s theory needs to focus on the product as well as the staff and Juran’s needs to look after staff as they are the people who will be producing the product or providing the service. 
Samsung should use both theories to make sure they have the best product they offer to their customer. These models will improve Customer relationship management by providing them with techniques they can use to interact with other departments within the organization. These theories will assist Samsung’s CRM tool to look after staff as well as produce the best quality product they can and continue to be a good brand leader.
Conclusion
In conclusion, looking at all the information gathered within this report, Samsung can use many different theories to improve the product and services they offer. They need to have a very good Customer Research Management tool to stay on top of their competitors. The process of finding out information all starts from customer touchpoints and then the CRM and CEM tools use this information to produce the best product and service. This ensures customers keep returning and Samsung will have continued returning customers and increased revenue. 
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