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Figure 1 Source: Porsche showroom (Newsroom, 2020).
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Figure 2
 Source: Porsche showroom (Newsroom, 2019).

[bookmark: _Toc108884648][bookmark: _Toc108959729][bookmark: _Toc108963633][bookmark: _Toc109531403]1. Introduction
The author aims to analyse the current themes of the automobile company Porsche. What impact does it have on the customer experience? Discuss customer touchpoints, customer experiences, and brand experiences of the automobile company. The impact it has on customers. Research the sustainability of the customer relationship management system used by Porsche in the automobile industry on Porsche. The impact it has on their customer experience and its components. This paper examines two models and theories that may improve Porsche's customer relationship management system (CRM). There is a need to discuss quality concepts and their components. A critical objective of the Porsche brand is customer relationship management. Porsche's (CRM) systems and sustainability policies: Conclusions. In general, Porsche's ethical and sustainability policies affect the quality of its (CRM) systems.




[bookmark: _Toc109531404]2. Customer Journey and Analyse 
This paper aims to identify the stages of consumer decision-making processes and touch point categories from the perspective of ownership of Porsche. Marketing and retail journals have reviewed literature over the last decade. 
Mapping customer experience data to specific touchpoints can help you understand customer behaviour. You can identify improvements to Porsche's core product based on the feedback you analyse alongside win rates, sales, and lifetime value metrics. Making improvements at the right time means identifying specific pain points along the customer journey (Gacanin & Wagner, 2019).
Every customer's journey with a brand is different; it is crucial to understand this to improve the experience for your target audience. According to Lemon and Verhoef (2016), a customer journey include:
· Make sure you know what you are buying.
· Make a purchase.
· Please use the product as directed.
· Contact the customer service department.
· Disagree with the decision.
· Provide a recommendation for the product.
Every customer's journey with a brand is different; it is crucial to understand this to improve the experience for your target audience. According to Lemon and Verhoef (2016), a customer journey include:
· Make sure you know what you are buying.
· Make a purchase.
· Please use the product as directed.
· Contact the customer service department.
· Disagree with the decision.
· Provide a recommendation for the product.
[bookmark: _Toc108959730][bookmark: _Toc108963634][bookmark: _Toc109531405]2.1.1 Touchpoints Customers
Customer touch points can be examined from the firm’s perspective (Berry et al. 2002). Customer touchpoints are any interactions with a business from a previous or current customer (Homburg et al. 2015; Schmitt, 2010). A customer's perception of a business is affected by customer touchpoints before, during, and after purchases from the customer’s perspective (Schmitt, 2011). Why are customer touchpoints important? How do customer touchpoints matter? (Vomberg et al. 2015; Schmitt, 2010). The following are examples:
· An advertisement.
· Media outlets on social networks.
· An Internet site.
· Emails of welcome and thanks.
· Stores with physical locations.
· Service to customers
· Reviews of products.
· Renewals of subscriptions.
· A recommendation from an influencer.
· Review by peers.
· Sales point.
· Onboarding of customers.
· Events are conducted both physically and digitally.
Customer touch points can be examined from the firm’s perspective (Berry et al. 2002). Customer journey insights are crucial to understanding how your Porsche brand interacts with your clients. But you must act on them if you are to be successful. Onboarding processes, for example, need to be reviewed if they are affecting the customer experience. When the customer experiences a wonderful experience, you are more likely to convince them to complete your goal. It could be a recurring chase, an upgrade, an extension, or even advice (Vomberg et al. 2015). 
Additionally, Porsche can recommend actionable steps that can be taken to implement these insights to continuously improve the customer experience (Desiderio et al. 2021).[image: Survey, 2016, Porsche Consulting GmbH]
Figure 3
Source: Customer journey (Newsroom, 2016).
The term direct contact refers to interactions in which the brand is directly involved, while the term indirect contact refers to interactions in which an outside organization is involved. Identifying pain points can be accomplished by understanding and mapping each touchpoint. Journeys describe touchpoints customers have before, during, and after their purchase. A customer touchpoint is when they meet your brand directly or indirectly. Porsche cannot improve the customer experience without knowing the moments they go through. Buying, renewing and recommending to friends, family and colleagues is the key to brand success  (Meyer & Schwager, 2007).
[bookmark: _Toc109531406]2.1.2 Customer Experience verse Brand Experience
The Customer Experience refers to the emotional satisfaction a customer experiences with the product and the services it offers. In the brand experience, the consumer is catered to at a stage when he or she is not yet a customer. Customer experience focuses on the main transaction that leads to a customer becoming enthusiastic experience (Desiderio et al. 2021).
[bookmark: _Toc108487263][bookmark: _Toc108959733][bookmark: _Toc108963637][image: Digital service platform ‘My Porsche’, 2020,Porsche AG]
Figure 4
Source: Porsche’s enthusiastic experience (Newsroom, 2020).
[bookmark: _Toc109531407]2.2 Managing Customer Relationships (CRM)
As defined: Businesses and other organizations use business process management to administer their interactions with customers, usually through data analysis (Homburg et al. 2015).
This system is designed to build and manage customer relationships (Armstrong et al. 2017). 
Differences between CRM/CEM
The main objective is to track customers, drive sales, and resolve issues with them. By providing a great customer experience, CEM aims to attract and retain customers (Witell et al. 2020).
[bookmark: _Toc108959734][bookmark: _Toc108963638]Quality expectations are multidimensional.
Multidimensional Concept
The multidimensional construct of customer experience can be summarized as follows. Customers' experiences depend on whether they contact the company directly or indirectly (Meyer & Schwager, 2007). Customers initiate direct contact during use, purpose, and service (Bacher & Manowicz, 2020).
Porsche Vice President Corporate Quality Frank Moser defines quality as emotional quality, functional quality, image quality, and service quality. Across the four pillars, customers interact with brands (Gacanin & Wagner, 2019).
Porsche Consulting wanted to know what the Germans knew.
[image: ]
Figure 5
Source: Porsche to the customer (Porsche, 2015).

How do you ensure that customers are satisfied?
[bookmark: _Toc108959735][bookmark: _Toc108963639]Support local retailers.
One in two of the 1013 respondents appreciated the opportunity to evaluate a product before purchasing. Local retailers win this vote. David Blecher, Porsche Consulting's head of Service Excellence, says online suppliers cannot provide this service (Abdullahu & Fejza, 2020).
81 per cent of people aged twenty-five and above want the option of having a fixed person to contact regarding any warranty claims after making a purchase. Good vendors can score even more points by providing the right level of service. Customer cards, on the other hand, are less important. Extras are valued at 28 per cent. Only 14 per cent of Germans are interested in receiving information by e-mail, such as new products or exclusive offers. Telephone contact has fallen out of favour. The number of customers who like receiving calls is only five out of one hundred (Abdullahu & Fejza, 2020).
[bookmark: _Toc109531408]3. Sustainability in CRM
Porsche aims to continuously improve and develop its exclusive sports cars and mobility services to maintain long-term customer relationships. Customers receive unique products and brands from the organisation (Abdullahu & Fejza, 2020). 
[bookmark: _Toc109531409]3.1 Business and Customer Management
Porsche sustainability: How do I get in touch?
Send an email to sustainability@porsche.com if you have questions about sustainability
Porsche's customer relationship?
The Porsche brand is committed to building long-term relationships with its customers and continuously improving its sports cars and mobility services. Customers will be inspired by Porsche Strategy 2025.
 (Ray & Rao, 2019).
Social responsibility at Porsche?
The focus of all of Porsche's business activities is customer satisfaction, economic stability, value-generating growth, and social acceptance. Protecting the natural environment and benefiting our business environment begins with our self-image (Abdullahu & Fejza, 2020).
Sustainable practices at Porsche?
Assuring individual stakeholders' expectations through a comprehensive approach is Porsche's goal. Environmental, energy, and personnel & social key figures are measured and published by Porsche (Ray & Rao, 2019).
[bookmark: _Toc109531410]3.2 Porsche AG - Sustainability
In this area, Porsche focuses not only on developing, producing, and selling highly emotive premium sports cars that inspire our customers worldwide (Kelleci, 2022).



Sustainability strategy at Porsche?
Porsche Strategy emphasizes sustainable development. Porsche’s entire value chain is focused on avoiding and reducing CO2 emissions. Hybrid and fully electric vehicles are among our green energy initiatives. Porsche Impact complements these initiatives (Odugu, 2022).
Porsche impact: why join?
Get involved with Porsche Impact. Porsche is constantly striving to become better and more efficient in this regard, not only by developing, producing, and selling highly emotive premium sports cars (Marner et al. 2022).
Does Porsche have an Environmental Management System?
Environmental guidelines have been in place since 1995, and every Porsche location has its own environmental and energy management system. Responsibilities (Odugu, 2022).
Does Porsche AG have a compliance department?
[bookmark: _Hlk109486646]An Executive Board meeting of Porsche AG is held regularly to discuss compliance, preventive and response measures. Training is provided by compliance officers and the HR department (Marner et al. 2022).
[bookmark: _Toc109531411]4. Quality Models/ Theories  

Deming Theories of quality
Quality theories according to Deming: Deming reminds managers that most problems are systemic. A manager's responsibility is to improve systems so that employees can do their jobs better. Quality leads to productivity, which leads to long-term competitiveness, according to Deming. As quality improves, rework, mistakes, delays, and materials are used more efficiently, leading to lower costs and higher productivity (Sivakumar, 2022).
With the invention of Shewhart and popularization by Deming, this concept was called Plan-Do-Check-Act (PDCA), (Nurzaki et al. 2021).
[image: ]
Figure 6
[bookmark: _Toc108959738][bookmark: _Toc108963642][bookmark: _Hlk108998809]Source: Deming PDCA cycle of Deming`s (Sivakumar, 2022). 
Improvement activities are planned and evaluated in this cyclical process before full-scale implementation and/or formalisation. It is often a clever idea to run a small trial of an improvement idea before fully implementing it. Furthermore, employees are more likely to support changes if introduced on a small scale. Continuous improvement is possible with Deming's PDCA Cycle (Moen & Norman, 2006).
[bookmark: _Toc108959739]Deming's Fourteen (14) Points:
1. Enhance products and services with the constancy of purpose.
2. Change your mindset.
3. To achieve quality, stop relying on inspection.
4. By collaborating with a single supplier, you will minimize total cost.
5. Plan, produce, and service constantly and forever.
6. Implement training at work.
7. Become a leader.
8. Fear must go.
9. Staff barriers must be broken down.
10. Invest in the workforce by removing slogans and exhortations.
11. Delete numerical quotas and management targets.
12. The annual rating or merit system robs people of pride in their work.
13. All employees should be educated and self-improved.
14. Make sure that everyone in the organization engages in the transformation process. 
To achieve total quality management, any organization can use these principles. TQM and quality management systems are in support of Dr Deming's work. (Miller, 1996).
[bookmark: _Toc108959740][bookmark: _Toc108963643]Juran`s quality trilogy 
The purpose of quality planning is to meet customers' needs by producing goods and services. To resolve discrepancies, operators conduct quality control. Enhancing quality improves fitness-for-purpose and error reduction, and performance is improved by applying breakthrough thinking Quality (Juran, 1995).
[bookmark: _Toc108487268][bookmark: _Toc108959741][bookmark: _Toc108963644][bookmark: _Toc109531412]4.1 Management of Quality
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Figure 7
Source: Managing quality (Popa, 2009).

Customer loyalty requires consistent quality management. Managing quality will reduce costs and wastage, while consistently meeting customer expectations (Pryor et al. 1998). 
Assurance of quality:
Before the release of a product, defects should be found and corrected.
Approach to Strategic Planning:
· Preventing mistakes by being initiative-taking.
· Customer satisfaction should be prioritized.



Quality can also be managed by considering various aspects (Arnold, 1999). These are:

 Service quality.
1. Products/services are characterized by their performance.
2. Appearance, feel, smell, and taste are all aspects of aesthetics.
3. Additional characteristics, specific features.
4. The conformance of a product or service to the expectations of the customer.
5. A reliable system performs consistently.
6. A product's/service's durability relates to its useful life.
7. Reputation - indirect measurement of quality.
8. Serviceability - after-sales support.
Service Quality challenges:

· A changing customer expectation.
· Expectations vary by customer.
· Moment of Truth in customer contact.
· The system must be fail-safe.
· Design quality.
· Design intention of a product or service.
· Conformity quality.
· Conformity between goods and services.




Determinants of quality
[bookmark: _Hlk109094231]Service Quality Dimensions (Lehtinen & Lehtinen, 1991):
[image: ]
Table 1
Source: Service Quality Dimensions  (N., 2019).
Example of consequences of inferior quality: 
Inadequate quality has the following consequences (N., 2019):
· Business loss.
· The liability.
· Increasing productivity.
· Estimated costs.
[bookmark: _Toc108487269][bookmark: _Toc108959742][bookmark: _Toc108963645]Business to business 
Marketing involves the marketing of goods and services to a company, government departments, hospitals and other institutions, and the non-profit sector. It can also be referred to as buying. This strategy is characterised by a seller selling to another seller before the product goes to a third party (Song et al. 2020).


[bookmark: _Toc108959743][bookmark: _Toc108963646][bookmark: _Toc109531413]4.2 Critical issues in organisational Porsche buying

A complicated process. It is not just about money; it is about technology and company motivation. Organisational marketing requires more effort to reach the decision-making unit (DMU), (Choi, 2020). It is hard to decide whether to make or buy. To meet their supply needs, Japanese companies often work with a network of suppliers. Organisations are increasingly cooperating to compete. Global competition requires cooperation (Arnold, 1999).
Organisational buying models
[image: ]
Table 3 
Source: Porsche products (newsroom, 2022).
Models of buying behaviour include:
· Direct rebuy.
· Modified rebuy.
· New Task Model.
· DMU analysis.
· E-business and Relationship-based.
· Database models (Lee & Carter, 2012).
In today's market, relationship marketing is often coupled with technology. Culture influences buying decisions regardless of the model. It has been suggested by Robinson et al. (1979), that a cultural ethnocentric organisation will favour national suppliers while the greater risk-taker will look elsewhere (Lee & Carter, 2012).


[bookmark: _Toc108487270][bookmark: _Toc108959744][bookmark: _Toc108963647]Service Marketing strategies

The service sector drives world economic growth. Services marketing issues: As a natural phenomenon, services are intangible, heterogeneous, and inseparable. Firms and marketers face unique challenges. Service strategists can improve profitability by understanding industry structure. A sustainable competitive advantage (SCA) needs to be created by marketing. The reason is that services cannot be protected by property rights such as patents, so they are easily copied without a perceptual bond (Hamilton, 2022). Competitors cannot easily copy a service firm's position of perceptual value and power service firm achieves this by balancing operational efficiency, perceived differentiation, and customer relationships (Wilson & Gilligan, 1997).
[image: 4 Characteristics of Service]Four distinctive characteristics of services.


 Figure 8
Source: Four distinctive characteristics of services  (Sarkar, 2021).


[bookmark: understand_customer_needs]Improve customer service. Understanding the needs of the customer.
[bookmark: promote_customer_feedback]Understanding customer expectations and needs are easier when you know your customers. Improve customer service by meeting customer aspirations. Make sure you have a team to help you. Next, consider how you can better meet their needs (Roggeveen et al. 2020).
Get feedback from customers
[bookmark: service_standards][image: A screenshot of a computer
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Figure 9
Source: Feedback from customer (Porsche, 2022).
Choosing the right method to find out what your customers think of your business is up to you. Your survey will receive more responses if it is easier and shorter. Customers may be willing to share their views individually (Arslandere, 2021).
Communication of service standards
[bookmark: exceed_expectations]Implement customer service standards. Language and tone should convey your values. Provide fast customer service, especially during busy times. Phone with three rings (Rajendran et al. 2021).
Expect more from your customers:
· Recurrence.
· Surprised by a surprise.
· Is it used? 
· Personalized.
· Loyalty comes from meeting needs.
Your first step might be to acknowledge your customers' milestones or special occasions. Second, an extension of their purchase. Local or online communities often refer to special touches. This can help to raise your credibility will rise and Porsche organisation will receive more referrals. Formation (Kim et al. 2021).
[bookmark: examples_great_service]Fitting examples of service
[bookmark: effortless_customer_service]Porsche should have a list of exceptional customers. Employees can also receive feedback from peers and managers. Establishing this toolkit within your organization can help you stay on top of customer service best practices (Roggeveen et al. 2020).
A seamless customer experiences
[bookmark: personalise_customer_service]How easy is it to buy your products? Customers are more likely to use your service if they can find you easily. Explain the customer journey at every stage. Prevent problems before they happen (Roggeveen et al. 2020).
Personalized customer service
[bookmark: invest_in_training]Learn what your customers want. Your customers will appreciate this. You can also capture historical client information with tools such as CRM systems. Porsche aims to increase transparency and corporate governance in all relevant areas. Intangible services are not held, touched, or evaluated before purchase by customers (Stuart & Tax, 2004). Loyal customers make repeat purchases and refer others, leading to a higher profit margin for the service firm. This can be achieved by automated check-in and check-out, or train personnel to follow strict procedures (Kukkamalla et al. 2021).
[bookmark: _Toc108959748][bookmark: _Toc108963651]Safety of customers and vehicles. The highest level of vehicle safety.
The future of driving will be automated and autonomous. Simulating and testing further refine the vehicle's functional properties. Reducing the effects of accidents on occupants is also crucial. Pedestrian, cycling, and motorcycle safety, as well as the stability of roofs and doors, all fall under the safety category. Simulators and crash tests are used to evaluate safety systems (Kellner et al. 2021). 
Porsche's safety standards go beyond legal requirements. The top priority is protecting our customers.
Global legal standards, voluntary undertakings, as well as internal requirements determine occupant safety targets. Creating a fundamental safety standard (Stuart & Tax 2004). Field observations and forecasts inform this process (Malinauskaite, 2022).
[bookmark: _Toc108884658]Critical discussion of two models/ theories that may assist in improving the customer relationship management CRM of Porsche. Managers' responsibility is to improve systems so that employees can do their jobs better. Quality leads to productivity, which leads to long-term competitiveness, according to Deming. As quality improves, rework, mistakes, delays and materials are used more efficiently, leading to lower costs and higher productivity. It is often a clever idea to run a small trial of an improvement idea before fully implementing it (Seidl & Baron, 2022).














[bookmark: _Toc108487272][bookmark: _Toc108959749][bookmark: _Toc108963652][bookmark: _Toc109531414]5. Conclusion

The results of the automobile industry Porsche study by the author provide insight into the assessment of sustainability and ethic may serve as a first step towards integrating sustainability with CRM. Porsche is also committed to protecting the environment and conserving resources. It is Porsche's policy to follow clear environmental guidelines since 1995, and its facilities have implemented environmental and energy management systems. Service industries are growing because of today's information technology-conscious society. The ability to attract, satisfy, and retain customers is crucial for a company to succeed in today's highly competitive marketplace. Marketers use CRM to develop lifetime customers and maximize the lifetime value of their customers. Technology has been used effectively to enhance CRM utility and application as discussed above. Quality responds to technology and product changes using new processes and structures. Software quality and high-voltage technology are among new areas of expertise. 

[bookmark: _Toc108884662][bookmark: _Toc108959750][bookmark: _Toc108963653][bookmark: _Toc109531415]6. Recommendations

As a condition of being recommended by Porsche, the facility must adhere to Porsche's strict Operating Standards. This criterion is modified when technological advancements within the Porsche automobile line are created using Porsche's quality processes and expertise. The author advises Deming’s quality approach, product defects were systematically tallied, analysed, corrected, and subsequent quality was tracked as defects were prevented. The first time is less costly than fixing things later, he taught, connect and understood customers. By Porsche's quality processes and workmanship, these standards are updated as technical developments in the range occur.
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