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Introduction 
In this report you will find out what the touch points are within Samsung organization and the customers experience as well as the brand experience. We will be exploring the importance of the touch points, the impact on customers relationship management (CRM), and how Samsung builds their relationship with its customers from the beginning right to the end of their relationship. We will be identifying two quality models/ theories to assist with Samsung organization in improving the customers relationship management (CRM). We will also be discussing the CRM policies of the mobile phone company (Samsung) and how it impacts customers. 
Samsung is one of the world's largest companies with about 32,000 employees distributed in 80 countries. In 2012 Samsung became the world's biggest company in phone distribution and their brand is ranked as one of the ten most famous brands around the world with 60 product areas. Even last year when all the stores across the world closed due to the covid pandemic Samsung had to refocus on their digital channels. According to Braun in the space of a few weeks they were able to move their experience from retail to online. Braun (2021) 






















Customer Touch Points
A touchpoint is any form of interaction that might alter the way the customer interacts or feels about your product, service, or business. Lahey (2022). Touchpoints are a fantastic way for customers to perceive your service and products. Customers touch points are the various stages of where the brand interacts with customers from start to finish and can only be meaningful if the company understands them. Goodey (2021).
 A Samsung customers journey starts with an ad they saw online or a billboard or simply a letter in the post, and word of mouth. From there they go through different mediums before they make a purchase whether it is an online purchase or physically purchased from instore. A Samsung store is a form of touchpoint as it allows people of the public to go inside and see the latest devises and hear the latest offers, instore you can interact with the employers by asking questions, and the feel of the place will also have an impact on your decision. In some of the Samsung's concept stores they collect new and existing customers feedback with a Touchpoint survey located in store and by doing this it allows the brand to know what they need to do for its customers. All information is crucial for maintaining a world class store with its customers in focus. Another touchpoint is word of mouth again a new potential customer could have overheard a conversation between two people and heard the benefits of what they get from Samsung and researches their website for more information. There is so many other touchpoints a customer could interact with the brand before physically going into a store, Samsung has a customer service number they could ring, they have live chats where you can interact with them via the internet, they have a social media platform which is one of their biggest touchpoints and platforms especially in this day and age with everyone using social media because they have Instagram, LinkedIn, Facebook, right in the palms of their hands and with using these sites draws more attention to new and existing customers because they have algorithm which is able to calculate data and generate regular customers.















Customer Experience 
[bookmark: _Int_zAoMgz7i]When it comes to customers experience it is not limited to just one specific transaction, website or even a conversation with a service representative. It is a process, and that process starts from the moment the customer is aware of your company and with that encompasses all the interactions, transactions, and contacts along the way. Patterson (2018)
Lemon and Verhoef (2016) say that the customer experience is the multidimensional construct that focuses on the customers cognitive, sensorial, emotional, behaviour and the social responses to the firms offering during a customer's entire purchase journey.
Providing a rich customer experience (CE) is every brand’s aspiration whether it is Samsung, Apple, LG, this can only be possible if you have the customer's best interest in mind at each touch point. Customer's touchpoints are based on three buckets: before the purchase, during the purchase, after sale service. These touchpoints are important and designed to serve the customers right. Goodey (2021)
The prepurchase touchpoint stage is where the customer starts its journey with the business it is also the stage with unknown results because it is defined as the moment a potential customer has with the business before they fully interact with the business themselves. Walters (2022). For example, someone having a TV with the logo Samsung written on it is also a touchpoint, a potential customer could see an advertisement on TV or an ad on amazon of the latest Samsung device and like the look of the device or the description of what they may have read or seen. But before they go ahead and purchase the item the customer would firstly need recognition from a friend or family member who is an existing customer of Samsung, do some research via the website as that is also a touchpoint and then consider if they would like to go ahead further with pricing and payment. The prepurchase stage is particularly important as that is the beginning of a new potential customer's journey with the brand. And with that it is the brands job to capture the eyes of new customers by having excellent marketing. And by marketing, I mean things like sustainable marketing around the word, building and managing strong, value – creating brand, creating value for customers to capture value from customers in return, engaging with customers and leveraging on today's modern digital and social media platforms. Samsung's marketing skills are so effective that people would consider them because they are engaging with its customers from different generations.
The purchase stages come after the customers have gone through multiple options like researching, evaluating the alternatives, pricing, and billing they will consider their financial situation and look at the benefits offers and discounts. The purchase stage According to Dewey (2021) who introduced the framework, the five-step stage in 1910 was to evaluate consumers behaviour leading up to and after the purchase has been completed. However not every business would need to do the five-step stage for example a customer could go into the shop and buy a bottle of pop and a pack of crisps, the buyer would have identified step one which is the need and skip right to step four to the purchase stage. So, the customer will have no ned to do any research, look up information on the items, or evaluate alternatives. But if a customer purchases a product from Samsung, they will consider all five steps. Once they have decided on their decision whether to purchase the product or not is up to them. Samsung job at this point is to identify the needs of the customer and to help them with the best offers possible.


Post purchase stage defines the overall response and reaction of the customer after buying the product or service. Once the customer has purchased the product or service, they then can decide whether to either be happy or be disappointed with the purchase altogether. The post purchase behaviour stage is extremely important as you must understand the customers behaviour once the sale has been made. It is important to the customer and good for the business if the business continues to engage with the customer after purchase that way the company get valuable feedback. If Samsung were not able to engage with its customers after the purchase stage like a lot of organisations seem to do, ignore their customers, they would have unhappy customers and if the customers are not happy that could lead to the business reducing significantly especially if the problem is being repeated. And in this case, it could lead to the customer undergoing post purchase dissonance which could have a substantial impact on the brand and its sales within the market due to poor word of mouth. Word of mouth is a crucial marketing tool for any brand it generates more than 2x the sales of paid advertising and is this mainly because it comes from us the customer who are talking about the product or service as we are most likely to be more trustworthy and valuable to the company and the new potential consumers.






















Brand Experience 
Brand experience is based on catering to the customer even before they become a customer. Wily (2020). It heavily relies on good marketing and strategy as it would help promote the business and grab the customers attention, without this it would be virtually impossible for customers to interact with the brand without any awareness. By doing this it allows the organisation to bring in new leads, create opportunities and motivate customers to purchase from them. Wily (2020).
 With a brand like Samsung their consumers are continuously engaging with the brand experience, and this eventually forms a relationship along the way. Samsung customers are usually loyal to the brand because of what they offer to them and the usefulness of the android as a customer of 11 years I have seen Samsung change over the years and even though I have had some dissatisfaction with the customer service I am still a loyal customer because of their products and services, Samsung products are easy to use the android itself are smart and sophisticating, the software is great and easy to manage,  the packaging is just nice and simple, and depending what you need your phone for depends on the features you may get, for example someone who takes a lot of pictures might need the best quality camera and hears that Samsung phones have a much better camera pixel than an IOS phone (iPhone). Even though the phone may be expensive it has immense value to the customer. And with Samsung when your upgrade is due, they would call you with the latest offers and deals to best suit you and your needs. And with your old phone you can transfer all your information from your old phone to your new one once you have a Samsung account which makes things so much easier for the customer.
 
 Customer Relationship Management (CRM)
[bookmark: _Int_AoBUaw32]CRM stands for customer relationship management it refers to the principles, practises, and the guidelines that an organisation will follow when interacting with its customers. It is about developing a close knowledge of the customer and developing a relationship with that customer to maximise the customers value to the organisation. The CRM system is built to help organisations build a good relationship with their customers and streamline processes so they can increase their sales, improve customer service, and increase profitability. Being able to understand their customers current situation and seeing what drives them toward loyalty or defection is the first step in delivering excellent service to their customers. Lahey (2022)
CRM is also known according to (Buttle,2004) for the operational management, where automation becomes a key part of service delivery or sales force management.








Quality Models
Quality is the extent to which processes, services, products, and relationships are free from constrains, defects and items which are not added value to the customers. Pryor, et al, (1998, p. 2.3)
“Quality can be defined as ‘no defects’” Kotler, et al, (2017, p. 231). Kotler states that most customer-centred will go the extra mile in creating amazing customer value and satisfaction.

Demmings Quality Model
Demings's theories are best known for reminding managers that many of the problems are systemic and it is the manager's responsibility to improve the systems so that both manager's and non-managers as well as employees can do their job more effectively. Deming believed that his theory of profound knowledge was so important that it would help individuals to transform into their organisations. Connor (2019)
 Deming’s theory is also based on the principal that each organisation is composed of the system of interrelated processes and people which make up the systems component. Deming himself states that the higher the quality leads the higher the productivity and the results would lead to long term competitive strength.
 Deming himself again says quality to any business is essential because with better quality and lower costs a firm can achieve a greater market share and can therefore stay in business providing more increased jobs. Deming’s Plan-Do-Act-Check (PDAC) theory who was invented by Shewart but popularised by Deming was to ensure that planning and testing improved and that it provides opportunities for continuous evaluation and improvement.
However not everyone agrees with Demings's theory and like most things in life you have your pros and cons and some of the advantages or limitations from Deming's theory according to Bondigas (2018) is that Deming’s theory will only work if the conditions are perfect, not having the space for those variables that may pop up during the development of the project. Another disadvantage is that a project can stay to long in the initial stages, analysing the situation to which it is going to be applied. Over-analysis is the most effective way to kill a project. The advantage of this theory is to understand and apply the four parts of Deming theory to the business and that will create a better leadership culture. 


Crosby’s Cost of Quality
[bookmark: _Int_jy646zgl]In Crosby’s (1979) theory he argues that business should focus on attention to the customer requirements and prevention of product defects. He cites four absolutes of quality management: He says that a company ought to define quality not as something that is “good” or something that is “exquisite” but instead of something that conforms to company, stakeholder, or end user requirements. 
Crosby states that it cost money to achieve quality however, it cost more money when quality has not been achieved. Meaning if the quality were already there from the beginning the organisation would not have to rework or scrap any items because of mediocre quality.
Even though Samsung and other organisations may use the Crosby theory and thinks it is good for them not everyone agrees as some organisations feel that the weakness of Crosby’s theory is implying that the workers are to blame for the quality problems and zero defects can also be seen sometimes as risk avoidance. Sonia (2021). But the concept of zero defect according to Crosby helps in saving the time in having to do the task again if there were an error. So, anything that is not adding value to the product should be eliminated because the concept of the theory is to do it right the first time and that would help avoid cost and time spent later in the process of project management.

























Conclusion
My overall conclusion is that Samsung has excelled themselves with amazing touchpoints throughout the years and they have managed to keep the business going with its outstanding products and services, Samsung has used amazing techniques, models qualities from people like Deming and Crosby to overcome loss of cost and poor product quality. We have also concluded that the relationship between the customers experience, and the brand experience are especially important to each other. Samsung cares about their customers and makes sure they are happy right from the first ever touchpoint. As a Samsung customer myself I love their product.
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