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[bookmark: _Toc120878204]Introduction


Understanding customer experience is one of the most important aspects of organizational management. The customer experience is important to a for-profit organization because it determines its ability to retain customers and potential customers that have interacted with it at any meaningful level (Meyer and Schwager, 2007). The process of understanding customer experience is enabled by the discipline of customer relationship management. In CRM, a company employs strategies and approaches designed to manage the relationship it has with its customer base. CRM is especially important in industries where firms deal with stiff competition and have to maintain their customer base to survive, and hope for thriving in the future (Jackson, 2005). There are numerous ways through which organizations achieve quality customer relations management. In this paper, three of these approaches, namely customer touch points, customer experience and brand experience will be investigated, using Huawei as a case study. Moreover, the paper will name and explain two customer relationship management models that the company can use to maximize its CRM results.

[bookmark: _Toc120878205]Huawei Customer Touch Points

Huawei Technologies Co., LTD is a Chinese tech company involved in the manufacturing and selling of a wide range of technology products chief among them being its Huawei smart phones (Huawei, 2021). In a bid to ensure that it cultivates a good relationship with its customers, the company has invested in customer touch points designed to provide quality experience to those who seek and buy its mobile phones. A customer touch point is the contact that a customer makes with a firm or brand. It can happen before purchase as in cases where potential customers come across a firm’s product. It can happen during purchase as in case when a customer knows about the brand when purchasing their product. It can happen after purchase as in cases where a customer sees an advert after buying a product (Patterson and Marketing, 2009). Huawei has invested in different forms of customer touch points in order to increase the ways in which people come in contact with its brand. For example, the company runs a series of customer service centres in several countries across the globe. 
The centres are designed to perform maintenance services, selling of the company’s products and advertising them to the people who live next to them. The centres are supplied with products from head offices and are physically designed to be attractive and conspicuous enough to stand out in their surroundings (Huawei, 2021). As touch points, the customer service centres have value to the company in terms of customer relationship management. Because they provide points where people with Huawei smartphones can have their gadgets repaired, they portray the company as mindful of their customers’ needs. While some companies only care about their customers when they are shopping for smartphones, Huawei continues to care for their customers even after purchasing the products by availing service centres near them, thus creating a positive image for the company. In order to improve on this strategy, Huawei should increase the number of these service centres and build more in countries where it is yet to set up one. 
Another customer touch point strategy that the company uses is contracting famous sports stars to act as their brand ambassadors. In Colombia and South America at large, the brand recruited the footballer James Rodrigues to be its brand ambassador. The company also recruited the Chilean footballer Alexis Sanchez to be their brand ambassador in Chile. In 2016, Huawei gave the world-famous Argentine footballer Lionel Messi a contract to be their global ambassador. This strategy as a touch point works tremendously as football is a sport with billions of fans around the globe (Huawei, 2016). Therefore, as fans follow their footballers on social media, they encounter Huawei and the smartphones that these footballers use in their ambassadorship roles. The strategy works through the influencer marketing concept. This concept involves using the influence of an influential figure to attract customers to a particular brand by making them associate the brand with the figure (Jin, Muqaddam, and Ryu, 2019). 
The use of football stars as customer touch points is a strategy that has a positive impact on Huawei’s customer relations management. Football stars are adored by the fans of the football clubs they play for. As a result, their association with Huawei smartphones makes their fans across the world view Huawei in a positive light thus improving the relationship the smartphone manufacturer has with its customers. The above customer touch point strategy has been successful for the company. However, the strategy can be improved by recruiting more sport stars from other famous sports such as cricket, basketball and track and field athletes. Such a move will enable the company to cast a wider net in the sports market and increase the chances of different sports fans coming into contact with its brand.
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	Customer experience is how a product affects a customer’s perception and feelings. It is often triggered by the product produced by a brand, although some other means such as customer touch points and customer services can also contribute to customer experience (Meyer and Schwager, 2007). Huawei has invested in a number of strategies designed to boost the customer experience in relation to their smartphones. For example, the company invests funds in the design process in order to provide its smartphone customers with the sensation of owning a gadget designed with aesthetics in mind. To achieve this goal, the company has a design centre in Paris where it employees’ world-class designers to work on its new designs (Pawlicki, 2017). As a result of this investment, the company produces smartphones that have new design features in every new production.
The design of Huawei phones is not limited to the gadgets’ exterior but extends to its cameras and screens. The company produces smartphones with cameras that capture a great deal of light. This makes them efficient cameras that produce qualities photographs. On the whole, the design of Huawei smartphones contributes to good customer experience as it provides luxury and functionality. The design of Huawei as a customer experience strategy helps the company manage its relationship with its customers by keeping them in awe of its mobile phones. Once a customer has bought a Huawei smartphone, the design gives them a good experience hence forming a positive sentiment about the company. The company can improve on this strategy by investing more in its research and development with the aim of creating the best design for its customers. In the process of research, the company can collect data on designs that are trendy and more likely to attract the attention of customers visually as well as interest them through the sense of touch. Such information will be valuable in the design process as it will inform the company on the best designs that the market needs.
Another strategy that Huawei uses to maximize customer experience is durability. Huawei is famous for making durable smartphones that give customers value for their money. The company’s phones have durable batteries that need not be changed for extended periods. In addition, the smartphones have a tough exterior that makes it possible for them to survive accidental knocks thus lasting longer (Alvim, 2017). The durability of Huawei’s smartphones is also evident in their software. Unlike most smartphones, the company makes smartphones that run on software whose utility lasts long and do not need constant updates. In CRM, the durability of a product is one of the key determiners of how customers feel about the company producing it (Stanković, Ðukić, and Popović, 2011). For this reason, Huawei’s customer experience strategy of durability helps the company manage its customer relationships by offering them durable smartphones, which makes customers like the company and have a good relationship with it. The customer experience strategy of durability can be improved by investing in research that will afford the company ways of making more durable smartphones in the future that will make customers gravitate more towards its products.

[bookmark: _Toc120878207]Huawei Brand Experience

	Brand experience is the sensation that a customer or a non-customer gets as a result of coming into contact with a particular brand. Unlike customer experience, brand experience is not targeted to a company’s customers, but to the entire market. At Huawei, the company has invested in strategies to enhance its brand experience. The company has built its brand experience through aggressive marketing that enabled it to depose Apple as the number two smartphone brand. In the advertising, the company sells the idea that its brand is based on technology and modernity. As a result, the first idea that comes into the minds of people across the globe when they encounter the company is that of technological sophistication. Additionally, the company has a Chinese-sounding name, a feature that it has admitted to be a big part of its brand excellence and experience. Customers across the globe struggle to pronounce the name at first, but cannot forget it once they learn it. This makes them associate the brand with Chinese culture and traditions, which generates an experience of newness (Mao et al., 2020). In brief, the company has invested in technology and leveraged its name to provide unforgettable brand experience in the market. 
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Customer relations management is an aspect of management that an organization has to engage in at all times as it needs to constantly engage with its new and existing customers (Payne, and Frow, 2016). Similarly for Huawei, the smartphone manufacturer will need to apply proven models in it customer relations management. The following are two academic models/theories that Huawei can apply in order to constantly improve its customer relations management.
[bookmark: _Toc120878209]The Deming Cycle

The Deming cycle, also known as PDCA, is a tool designed to help managers improve on the processes in their organizations for purposes of efficiency (Free, 2012). Huawei can use the steps in the PDCA model to improve the process of customer relations management that it uses to manage their customers.
[bookmark: _Toc120878210]Plan – the first step of improving any managerial process according to the Deming cycle is to plan on how to improve it. In this step, an organization is supposed to investigate the state of the target process and understand all the shortcomings it has (Free, 2012). Having understood the issues that hold back the performance of the process, the organization is supposed to create a plan of action and a framework designed to address the problems in the process. At Huawei, the organization should, therefore, begin the process of improving its CRM practices with this step where it investigates the current CRM practices with the aim of discovering the weaknesses in the process. Subsequently, the organization should create a plan of action that addresses the weaknesses in its CRM practices.   
[bookmark: _Toc120878211]Do – once an organization has identified the weaknesses in the process it seeks to improve and creates a plan to address them, the model advises that it should move to the next step that it calls ‘do.’ In this step, the organization is expected to come up with a solution to implement the solutions to the weaknesses in the process (Free, 2012). For Huawei, this step will involve implementing solutions that improve its CRM processes. However, the model advises Huawei should implement the solutions incrementally and in small bits in order to reduce interruptions and provide employees who implement the processes to understand the new aspects of the process. Moreover, the solutions at Huawei should focus on the improvement of the quality of the CRM processes above anything else. In doing so, the company will gradually increase the process of customer relations that takes place in its outlets.  
[bookmark: _Toc120878212]Check – the third step in the Deming cycle model of process improvement requires that an organization should check the impact of the solutions it has implemented in the previous step. The organization should check by monitoring the effects of the solution both during and after implementation (Free, 2012). During implementation, the organization should monitor the effects of the solutions on the process to determine whether it is necessary to improve the solutions designed in the first step. At Huawei, the organization should conduct a check while implementing the solutions it designed in order to understand how its CRM processes are responding to the solutions, and how the solutions can be improved. After the implementation process, the model requires that an organization should do another check that informs it on the successes and failures of the solutions for purposes of improvement in the future. At Huawei, the organization should do a check upon completion of the implementation process to determine how the quality of its CRM processes has improved. 
[bookmark: _Toc120878213]Act – in the final step, the model advises that an organization should act on the lessons learnt during all the previous steps. The lessons can include the failures of the solutions that were unforeseen in the planning process and how they can be improved. Additionally, the lessons can also include the successes that have been observed to have room for improvement (Free, 2012). Huawei should implement this step by collecting all the lessons learnt during the previous step and acting on them by tweaking the solutions to further serve to improve its CRM processes.
[bookmark: _Toc120878214]Deming's 14 Points

Deming’s 14 points is a model designed to help organizations improve on the processes that are important to their success (Neave, 2015). Given the importance of CRM processes to Huawei’s success, the organization can adopt the model to improve on its CRM process by implementing the following steps:

Create a constant purpose towards improvement

To improve on its CRM processes, the model advises that Huawei should create a constant purpose towards improvement by planning on quality in the long-term. This step further warns Huawei from reacting with short-term CRM solutions.
Adopt a new philosophy
Another step that the model advises Huawei to take is the adoption of a new philosophy that places the needs of the customers at the center of all its CRM processes. The step further advises that the smartphone manufacturer should design its products around the customer needs. 
Stop depending on inspections
The third step advises that Huawei should invest in quality processes from the beginning to the end rather than depending on inspections. In doing so, the model predicts that the CRM processes at Huawei will improve because inspections are ineffective, costly and do not help the company solve the issues in the process.  
Maintain consistency
According to Deming, quality depends on consistency (Neave, 2015). Therefore, Huawei can improve on the quality of its CRM processes by ensuring that it consistently provides quality CRM services. The step also advices Huawei to use quality statistics to monitor the quality of supplies related to CRM so as to ensure consistency in quality.    
Improve constantly
Deming advises that the aim of every organizational process is to achieve perfection. Therefore, the organization should constantly aim at improving. To implement this step, Huawei should invest in constant training and education so its employees can learn new CRM tactics.    
Use on-job training
In addition to formal training programs, Huawei should invest in on-job training programs where it helps its employees build a foundation for common knowledge and achieve consistency in their CRM practices. 
Implement leadership
Deming emphasizes that quality depends on leadership that ensures the employees adhere to the quality standards (Neave, 2015). Therefore, to improve on its CRM practices, Huawei should implement leadership at different level. In doing so, the leaders installed will help the organization remain consistent in its quality in relation to its CRM practices. 
Eliminate fear
According to Deming, fear in employees restrains them from expressing themselves hence limiting their creativity (Neave, 2015). Therefore, in order to improve on its CRM practices, Huawei should assure employees that they are free to express their creativity while serving customers. 
Break down barriers between departments
The model also notes that barriers between departments work against the quality of processes in an organization. Therefore, Huawei should break the barriers by encouraging different organizations to join efforts in provision of customer services. In doing so, the CRM processes in the organization will improve due to collaboration between departments.
Eliminate unclear slogans
Huawei should do away with all CRM slogans that are not clear to employees as these cause confusion as to the objectives of the organization. In order to improve its CRM activities, Huawei should ensure that its processes are based on simple and clear statements that leave no room for misinterpretation. 
Eliminate management by objectives
Management by objectives, according to Deming, improves output but neglects quality. Therefore, he advised that a manager should focus on the process rather than the end results (Neave, 2015). In light of this, Huawei should improve their CRM processes by focusing on the process of customer relation rather than their CRM objectives. In doing so, the quality will be the center of attention, which will enable the organization to constantly improve its CRM processes. 


Remove barriers to pride of workmanship
	Deming advocates for taking pride in workmanship without having to worry about being compared with other employees (Neave, 2015). In order to improve on its CRM processes, Huawei should eliminate barriers that hinder employees from taking pride in their CRM successes. In doing so, employees will be keen to improve their CRM performances thus contributing to the overall improvement of the organization’s CRM practices. 
Implement education and self-improvement
	The improvement of the quality of CRM practices at Huawei can also be achieved by creating the culture of self-improvement at the organization. In doing so, employees will get in the habit of taking the initiative to learn new CRM skills that prepare them to meet the CRM challenges that situations bring forth.    
Make ‘transformation’ everyone’s job
	Finally, Huawei can improve on the quality of its CRM practices by creating a culture where every employee in the organization takes it as their duty to act in a manner that facilitates the improvement of CRM. Implementing this step, according to Deming, will increase the quality of processes by improving overall organization quality.       
[bookmark: _Toc120878215]Conclusion

	The report has established that customer relations management is vital in the smartphones industry as companies in the industry face tough competition. To make CRM work in its favor, Huawei has implemented a number of strategies designed to improve customer experience. For example, the company runs customer touch points through the strategies of customer service centers and the use of football stars to influence potential customers. In addition, the company has implemented strategies that aim to improve its customer experience by uniquely designing their smartphones and ensuring their durability. Regarding its brand experience, the company banks on its technology and advertising where it markets the sophisticated nature of its smartphones. Finally, the report has demonstrated that Huawei can employ the Deming’s cycle and Deming’s 14 points to improve its CRM processes.
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