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Customer relationship management is the practice of strategically managing customer’s beliefs of a company. It involves the application of steps, strategies and technologies that manage customers’ relationship with the firm throughout their life cycles. Customer Relationship Management is important to any company as it forms the backbone of customer retention, which in turn translates to financial sustainability (Winer, 2001). Two of the strategies that companies use to manage customer relations are those of customer touch points and customer and brand experience. A customer touch point is the stage, place or platform where a company interacts with its customers. Customer touch points are important because they introduce customers to brands and acts as the first stage where a potential customer’s journey to become a loyal customer begins. Moreover, customer touch points strengthen the bond between the customer and the brand by supplying information and assistance whenever necessary (Stein and Ramaseshan, 2016). In customer and brand experience, a company focuses on maximizing the experience that a customer gets when using their experience. 
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At Samsung, touch points are one of the main ways in which the company depends on to provide their customers with good experiences. As such, the company has invested heavily in its customer touch points with the aim optimizing their customer relationship management. The company’s chief touch point is social media. Through its social media accounts, the company advertises its products to its customers and addresses their questions whenever they arise. The company runs more than 300 social media accounts. It has 98 Twitter handles, 114 Facebook pages, 43 Instagram accounts, 64 YouTube channels, and 11 linked in accounts. Based on the social media analytics showing the company’s social media performance, the customer touch point experience that Samsung customers get on social media can be ranked as average. According to the analytics, the company’s Instagram account has an average engagement of 0.98 %. This is below as Instagram analytics show that good engagement is between 1-5%. Similar engagement rates can be seen in the other social media accounts. Despite its average engagement rates, social media as a customer touch point helps the company manage its customer relations. For example, it is through this touch point that the company addresses issues that customers experience with its phones. The company also uses the social media accounts to advertise its strengths of its mobile phone products in order to maintain the positive views that its customers have on its phones. The company can improve its social media touch point customer experience by increasing the frequency with which it makes video posts. In doing so, its customers will get improved experience as video posts are more engaging and can convey information about the phones in a better way.
Samsung also runs Samsung Smart Cafes as one of its customer touch points. These are exclusive stores where the company displays and sells its smartphones and accessories. The stores are designed to attract customers by adorning them with images of its smartphones and accessories. Samsung also takes care to make these stores visible to the people around where they are situated by placing billboards above them branded with Samsung theme colors and the phones the company offers (Samsung, 2022). As touch points, Samsung Smart Cafes help the company optimize their customer relations as they offer the company an opportunity to have face-to-face conversations with their customers whenever they visit the stores. During these conversations, which may be centered about the phones offered, complaints, or prices depending on the needs of each customer, the employees at the stores employ their customer relations skills to interact with the customers and build positive relations. Given the success of the Samsung Smart Cafes as customer touch points, it is recommended that the company should invest more in them and open more stores and expand those in existence. Another recommendation is that the company should invest in customer relations training for the employees working at the stores. Through such an investment, the company will take advantage of the customers’ frequent visits and optimize their customer relations management by improving their experiences at the stores.     
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	Customer experience and brand experience focus on the customer. However, the two are different as they operate at various levels. Customer experience is enabled by the strategies a company puts in place to guide its customers through their interactions with its services. On the other hand, brand experience is enabled by strategies that help the company offer good experiences to both customers and potential customers (Lee, Lee, and Choi, 2018). One of the strategies that Samsung has employed to maximize its customer experience is creating a premium User Interface (UI) in its phones. The user interface that Samsung phones have is different from most android phones as it provides the user with applications and widgets that offer convenience. Named One UI, the User Interface in Samsung phones maximizes customer experience by being convenient for devices with large screens as well as the one-handed devices. Additionally, the UI is designed to be visually appealing to the customers through its colours and icon sizes (Wagoner, 2019). As a customer experience strategy, the One UI is beneficial to Samsung’s efforts to optimize their customer relations management. Firstly, by making the UI highly user friendly, the company wins positive reviews of its phones from their users. In customer relations management, positive reviews are highly desirable as they mean the customers are likely to keep their relationship with the company in the future. At Samsung, therefore, the positive reviews that the company gets concerning its phones due to its world-class UI help it manage its customer relations to its benefit.
	In 2021, Samsung improved its customer experience by creating a new support site search. During the pandemic, when many of its smartphones’ users were working from home, the company’s old support site was overwhelmed by traffic. As a result, the company created a novel support site that improved the customer experience for customers seeking support from the company by a considerable margin. The new site, named Yext Support Answers, is powered by Yext AI Company that specializes in search engines and applications. The new website improved the customer experience as it managed to handle the volume of traffic without buffering and stoppages that had plagued the previous support site. The strategy also improved the customer engagement by 19%, an achievement that put the company ahead of competition in relation to their customer experience (Lamont, 2018). The strategy of improving the performance of the support website helped the company increase its performance on customer relations management by making the process of accessing help easier and convenient for its customers. From a customer relations perspective, enabling customers to access help from the company with ease is a positive step as it makes them feel valued and cared for by the company. 
	Samsung smartphones customer experience also depends on the company’s strategy of investing in best-in-class cameras. Most smartphone users value their phone’s ability to take quality photos and videos in all environments. The camera phones that Samsung produces have cameras designed to outcompete all other smartphones in their functionality. Samsung smartphones have cameras with a high range of configurations that make them suitable for amateur and professional photographers (Samsung, 2022). This strategy helps the company in its customer relations management by making its customers satisfied by the advanced cameras in their phones. In CRM, a quality product is the best strategy to win positive sentiments from customers as it is the main goal of most customers to buy products that present value for their money (Havlicek, Breckova, and Zampeta, 2013). To improve in this strategy, it is recommended that the company invests in research and development aimed at keeping their cameras best-in-class.
	Concerning brand experience, Samsung has uniquely employed the strategy of opening experiential retail hubs all around the world. These are stores that are branded with Samsung themes in a manner so stunning as to make the brand attractive to individuals who do not own Samsung smartphones. The hubs are easy to notice and strategically situated in highly populated areas such as cities. While inside the hubs, individuals are made to feel welcome and valued by the workers who are trained to be charming and welcoming (So young, eat al., n.a). The strategy of opening experiential retail hubs has improved the company’s brand experience as they make onlookers attracted to the brand and become inclined to try their smartphones. As a brand experience strategy, experiential retail hubs have helped the company improve its customer relations management as they have painted a positive picture of the company; a picture that shows the company as advanced and customer oriented. As a result, people who own Samsung smartphones as well as those who do not view the company in a positive light, improving their relationships with the company. Given the success of the experiential retail hubs in marketing the brand, it is highly recommendable that the company invests more financial resources in the strategy and builds more hubs around the world. This will further increase the company’s brand awareness and improve their CRM as it will make customers admire and be attracted to its services.
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The mobile phone industry is one of the most competitive industries in the world as there are numerous companies that manufacture and distribute mobile phones on a global scale. Moreover, the companies involved in the industry are financially able enough to compete at the highest level which makes it difficult for one company to outcompete them all (Giachetti, 2013). Considering this, it is important that Samsung invests in customer relations management as one of the tools to remain competitive and retain its market share. There are two models that the company can employ to achieve this goal; they are the IDIC model and Payne’s five process model.
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The IDIC CRM model aims at improving a company’s CRM by implementing four stages namely, identify, differentiate, interact and customize. Any company in the mobile phone industry can employ this model in its CRM practices as it is design to be beneficial in all organizational situations (Fabio, 2014). At Samsung, the company can implement the model by following its steps as follows: firstly, the company should identify its customer base. Samsung can accomplish the identification of its customer base by investing in a process of collecting data on their customers and storing it in a data base for purposes of analyzing it. In its analysis, the company should aim to establish the demographics that characterize the majority of its customers. The company should also aim to establish its customers’ purchase history, physical addresses, and points of contacts. Understanding the demographics of a customer base is important because it enables a company to tailor its products to suit their needs and preferences.
Following the identification of its customer base, Samsung should implement the step of differentiating the different segments of its customer base. The company can segment its customer base along the lines of frequency of purchase and the value of phones they purchase. This step, as required by the model, is important to Samsung CRM practices as it will afford it the ability to rank the segments according to their value to the company. As a result, the company will be able to optimize its CRM practices by applying maximum effort to the most valuable segment. The third step that the model recommends is interaction. In this stage, Samsung should apply customized interactions to the different segments that make up its customer base. The interactions involve customer relations strategies where the company implements actions designed to improve its relations with its customers. For example, Samsung can invest in CRM strategies that cater to customers who buy high value smartphones by including features that make such phones more appealing to the said demographic. Additionally, the company can implement CRM strategies that cater to the frequent buyers that reward them for their frequency of purchase with the aim of maintaining their frequency. In the process of interacting with its customers, Samsung should take care to learn from the interactions with the goal of improving its future interactions.  
In the final step, the model requires a company to customize its services to meet the identified segments that the company interacts with. In customization, Samsung should not only customize its phones to suit the identified segments, but also customize its services in their entirety. For example, the company can customize its services in geographical areas where segments comprised of wealthy customers live to suit their preferences of quality and value. The process of customization should be targeted and as narrow as possible to pinpoint the identified segments. In doing so, the company will improve its CRM practices as each customer segment will feel valued by the virtue of the fact that the company has customized its phones and services to suit their preferences.
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	The first step that the model advocates for is strategy development where a company creates a business strategy that informs on how the customer needs are shaped. This step requires the management of the company to create a vision for the company that will earn it competitive advantage. Samsung can implement this step by investing time in the formation of a vision and selling it to all its employees so that they can work towards achieving the said vision. In strategy development, the model also advices the company to study its customer base and create a strategy that will capitalize on the information acquired (Thakur, 2018). Studying its customer base and creating a vision for success benefits a company’s CRM strategy by cultivating a customer bases that is attracted to the company’s vision and, one that feels valued because the company understands its needs. 
	The second step the Payne’s model involves the value creation process. Here, a company establishes the value of its different types of customers and the value of the company to the customers. The process is carried out through values assessment where a company determines the most valuable customers by assessing the purchasing habits of each segment. Samsung can implement this step by identifying the features in its phones that carry value from their customers’ perspective. To further implement this step, the company should establish the segment that adds the most value to the company. In doing so, the company will be in a good position to optimize its CRM practices by focusing on the most valuable segment. Focusing on the most valuable segment enables a company to maximize the value it offers to the segment thus improving the chances of retaining it in the future.
The third step in the model advises that a company should carry out the process of multichannel integration. The main idea of this process is that a company should obtain insightful information about the customers and use the information to retain them. The step involves working with information from the two steps to create one data set that helps the company engage with its customers in a manner likely to have them develop positive relations with the company (Thakur, 2018). In the mobile phone industry, this step will help a company improve its CRM practices by lending it the framework to utilize information about its customers to engage with them in a more productive fashion. Similarly, Samsung will benefit from implementing this step in the model by learning more about its customers and creating a process that guides the company to engage with its customers such that to improve its CRM practices. As a further recommendation, Samsung should ensure that it considers the feedback from customers that it gains from the engagements. This will help the company improve its future engagements by correcting the mistakes it detects. 
The fourth step that the model advises companies to carry out is performance assessment. In this step, the organization should measure the degree to which its CRM performance has improved its relationship with its customers. In the mobile phone industry, companies can benefit from this step as they need to constantly improve in order to maintain their competitiveness. Samsung can implement this step by assessing its customer engagement statistics to establish whether more customers have responded to its CRM practices. Alternatively, the company can conduct performance assessment through the value of its stocks. A rise in its stock value will mean that the public to its CRM practices positively; a development that increases the value of the company. Finally, the model requires that companies engage in effective Information management. In CRM, information management involves the collection, storage, and analysis of information on their customer segments and other qualities about their customers (Morgan, 2007). The model recommends this as the final step to encompass all the processes as the information comes from the previous four steps. Companies in the mobile phone industry need this process because the competitive nature of their industry makes it necessary to have information about their customer segments for purposes of customizing their phones. Samsung should implement the same process by investing in a database where such information can be stored and updated for purposes of management and analysis. The process will enable the company to maintain its competitive advantage by supplying with data on how to continuously customize its mobile phones to suit the different market segments.   
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	Customer Relations Management for companies in a competitive market such the mobile phone industry is important for their financial sustainability and competitive advantage. The report has established that Samsung understands the importance of CRM as it has implemented strategies to optimize the benefits of their customer touch points and customer experience. However, the company can improve each of the above strategies by following the recommendations in the report. Moreover, Samsung can benefit from the IDIC and the Payne’s Five-Process CRM models as they provide frameworks that guide companies to maximize their CRM practices. In summary, Samsung can be commended for its CRM practices so far but can also benefit from improvements recommended in the report. 
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