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This paper includes two parts, a report on customer experience within the Porsche Automotive Industry and a critical literature review on Demings' Theories of Quality and Crosbys' Cost of Quality. 
        According to Berry et al. (2002) customer experience can be viewed from the firm’s perspective, and from the customer perspective according to Schmitt (2011). This are two major perspectives with a multidimensional construct.
[bookmark: _Toc110150283] 1- Report: Customer experience at Porsche Automobile Industry
1.1 [bookmark: _Toc110150284]The founder, the vision, and the corporate strategy 
        “In the begging I looked around and could not find the car I dreamed of. So, I decided to build it myself” (Ferry Porsche). With this aspiration Ferry Porsche (Ferdinand Anton Ernst Porsche) has set the tone for the future more than 70 years ago and the appeal of his words still stands (Porsche Company Presentation May 2022). The Porsche vision statement claims that the brand is “for those who follow their dreams” and currently the company is working at Porsche Strategy 2030 according to Porsche Newsroom, 2022. 
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 Figure 1- Porsche Strategy 2030, PorscheNewsroom.com

The corporate strategy include:
· Mission 2030- current mission of the company perfectly portrays Porsche’s statement
· Vision 2030-   helping customers to achieve their lifetime dreams 
· Goals 2030- defining their goals based on the following stakeholders: customers, society, employees, and investors, and investing heavily in sustainability, innovation, digitalisation, and training

Six cross-cutting strategies used by the company:
· The customer
·  Products
· Sustainability
· Digitalisation
· Organisation
· Transformation 
These strategies are aiming for transparency, growth, and profitability, with the focus on environment and society. Brull (2021), state that the Porsche transition to electric mobility as a manufacturer of sport cars, faced issues regarding their legacy “internal combustion engine and brand attributes such as speeding and racing” may no longer be legitimate with the transition to electric mobility. Considering the shift to electric engine after more than 20 years of opposition towards this concept seems the right choice for the organisation (Porsche Newsroom, 2022).
[bookmark: _Toc110150285]1.2. Customer touch points and customer corridor as part of customer service
      According to Homburg, Jozić and Kuehnl (2015) a touch point is any specific interaction between a potential/existing customer and an organisation which involves a product, or a service and it can take place pre-purchase, during or after purchase, and a customer corridor is the touch points experienced by the customer throughout his interaction with the organization. At this point, customer data information (CDI) is used to process the response of the customer towards the touch points used inside the organisation. The CDI can be used only by respecting (GDPR) General Data Protection Regulation (GOV.UK,2022).
[bookmark: _Toc110150286]1.3. Customer touch points inside Porsche Automotive Industry
       The journey of this company started in Ferry’s father office and the first racing car was produced with success in 1948 which gave the company a worldwide reputation (Dellis, 2021). The main customer touch points at Porsche are online, call centres, dealership showrooms but with this era of digitalisation the automotive industry tend to give their consumers the best experience. Following the trends, the automotive industry shift more to digital approach and customer centric (Hendrik, 2018). 
[bookmark: _Toc110150287]1.4. Customer Experience and Brand Experience 
      In the figure below are the steps from buying to owning a Porsche, the research process and all the way to after purchase experience with the brand:
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      Figure 2- Buying and owning Your Porsche, www.Porsche.com/uk

Porsche places great emphasis on the individuality of the cars they built and considers that the purchased Porsche should be as individual as the customer. The selection, customisation, payment of a deposit and the purchase of a Porsche is explained in detail up to the method of collection and the range of services offered by the Porsche Centre selected by customer. The customer knows exactly what to expect and what steps are necessary to buy a Porsche car and the steps that follow the purchase (www.Porsche.com/uk).
 Having the best experience around a brand is what modern customers expecting and make them merge from customers to clients but occasionally by repeated purchase the value of customer experience can decrease (Skard, Nysveen and Pedersen, 2011).
 Customer Experience Management digital platform called Porsche CEM Automotive is the ideal place for Porsche clients to check for showroom proximity, appointment requests, service check, and tracking. Thus, it is possible to locate the nearest showroom, schedule the car for checks, check the previous services and track the progress in real time.
In the previous 50 years, Porsche has been one of the most famous sports and luxury car brands together. However, building a digital experience as a brand in the current century required building a web-app called The Porsche Brand Academy. The history of the brand, the current vehicles, and opportunities for future innovations within the company can be experienced with the help of this platform. From possibility to sit in a virtual Porsche, taking a quiz on brand history, and even the placement of a Porsche in a real-time environment, all these features are created to deliver the best customer brand experience (Bradford, 2020). 
Some of the awards received by Porsche in several markets are shown in the figure bellow.
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Figure 3- 2021 Porsche Awards, Porsche Newsroom 2022
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        Customer Relationship Management (CRM) records and manages the customer's data and activity within a company with the aim of expanding the loyalty of the customer. Usually, the focus is towards important customers to keep a high level of satisfaction, and from firms’ perspective a positive customer experience can provide a good perception about the brand, with positive sway on prospective consumers. Those who purchase the product are contributing directly and indirectly to maximise the firm profit. Directly by buying the product and indirectly by “acting as brand ambassadors for the brand” (Kumar, 2018, pp. 203-206). 
CRM is one of the ways in which Porsche satisfies its customers. In numerous magazines and independent studies, the above average level of customer satisfaction is confirmed, which is possible due to the focus on customer requirements.  Porsche claims that almost 50% of German buyers have purchased the vehicle because of the brand, and Porsche Clubs has exceeded the figure of 230000 members worldwide (Porsche Newsroom, 2022). CRM is important in an organization because depending on the company's administrative strategies it can influence the company's profit through growing sales by analysing customer lifecycle and customer retention. According to Chai, Ehrens and Kiwak (2020) CRM is a system with the following functions:
· Marketing automation: emails sent automatically with marketing content
· Sales force automation: track the customer interaction to obtain future customers and to build their loyalty 
· Geolocation technology: creating campaigns based on location to uncover prospect sales 
· Workflow automation: to ease the employees’ workflow and stimulate creativity  
· Lead management: input, tracking and analysing sales leads in one place 
· Human resources management (HRM): HR can easily manage the workforce based by the information found in CRM systems
· Analytics: analysing customers data for improved satisfaction among customers
· Artificial intelligence (AI): predicting future actions in customers by recognising patterns in purchases and behaviours  
· Project management: tracking the customers across all purchasing journey 
· Integration software: call centre and enterprise resource planning (ERP)
[bookmark: _Toc110150289]     1.6. The sustainability in customer relationship management and the impact on their customer experience
     More and more organizations are trying to implement sustainability strategies to reduce the impact on climate, biodiversity and diminishing natural resources. This factor has a positive effect on customer service as customer satisfaction keep customers loyal and the cost involved is lower compared to attracting new customers or attracting lost clients (Metz, Ilies and Nistor, 2020). The automotive industry requires a sustainable approach, being one of the main industries that affects the environment in an irreversible way. For a greener future, car manufacturers must work more efficiently with raw materials, reduce emissions and waste, recycle, and conserve water, all of this for a greener production within the company. Involvement in sustainability will increase the customer experience value as clients are aware of the ethical norms followed by the organisation (Basáez, Herrero and Bustinza, 2018). As the results of a small survey regarding sustainability, “mobility is not the most important area”. 141 people completed the survey, and the results are in figure 4.
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   Figure 4- Importance of sustainability in different aspects of life (Springer Open)
According to Zühlke et al. (2020) “Sustainability is here to stay”. With the new public mindset, the role of financial markets, political regulations and doing the best for humanity and environment.
In the figure 4 are the four core motivations for sustainability.
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Figure 5- Roland Berger, SUSTAINABILITY- HERE TO STAY

In sustainable marketing companies are meeting customers needs while following an ethical marketing path. 
[bookmark: _Toc110150290]        1.7. Sustainability policies of automobile companies and the impact on customers
       According to Rockström et al. (2009) the state of planet earth demands for social and environmental organisational practices. This way humanity can sustain the regeneration of our planet.  
       As per Porsche Strategy 2030 the company will go more greener and since March last year the aim of the company is to have a neutral carbon footprint by 2030 well ahead of other well-known automakers. Two of the production factories from Germany, from Zuffenhausen and Leipzig are carbon neutral as biogas and renewable energy are used (Sustainable Life Media, Inc., 2021). Another announcement made in 2021 claims that all the suppliers (around 1300) need to use only renewable energy in manufacturing the components. As an example, most of the luxury cars are embracing sustainability by replacing leather with natural fibres, fabric out of recycled plastic bottles, electric engine, and other sustainable materials to make a lighter and a greener vehicle according to Berk, (2020). On the other hand, sustainably involves a higher cost for the buyer and as a U.S. survey conclude, only 68% of respondents are willing to pay the price. As Harrabin (2020) a BBC environment analyst claims that wealthy population are to be blamed because they consume 20 times more energy and 187 times more fuel than a regular person. If thinking critically about this factor, the impact of sustainable policies on customers is positive because most of the cars of the future are purchased by wealthy people. This category shows a great interest for sustainable built vehicles and a greener future in automotive industry. 
[bookmark: _Toc110150291]2- Critical literature review: Quality models used in Automotive Industry that can improve CRM
[bookmark: _Toc110150292]2.1. The concept of ‘quality’ and its link to measuring/improving CRM
    Quality is defined by a product with little to no defect and for an organisation to go beyond satisfaction and customer value, can persuade customers to purchase the companies’ product (Kotler et al. 2017). The increasingly fierce competition between organizations worldwide is determined by customers. This establishes the quality of the product, and the focus of the producers is to deliver the highest value and quality management as an essential factor for a successful automotive company (Kalra and Pant, 2013).  Pryor et al. (2009) state that over the years, quality models and tools have been developed to study this concept. Edwards Deming, Joseph Juran, Philip Crosby, Cullen, Kaoru Ishikawa, Mildred Golden Pryor, Leslie Toombs, and Chris White are some of the minds that deepened the notion of quality’. In the process of production, organisations are often using some of these models and theories to maximize the quality of the services or products provided through Total Quality Management (Martinez-Lorente, Dewhurts and Dale, 1998).
Some examples of quality models and theories:
· Deming’s Theories of Quality
· Crosby’s Cost of Quality
· Juran’s Quality Trilogy and Quality Roadmap
· Kaoru Ishikawa 
Deming’s theories of Quality and Crosby’s Cost of Quality are used in this part of the report to show how each one can improve CRM.
[bookmark: _Toc110150293]2.2. Deming’s Theories of Quality 
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  According to British Library, Deming is known “as the leading management thinker in the field of quality”. Born in 1900 in Iowa, with an engineering degree at the University of Wyoming and a master’s in physics and mathematics at the University of Colorado. He completed his doctorate at Yale University in mathematical physics in 1928. Late in 1970s the USA interact with his achievements and in 1980s some of his work is published. In 1993 before he passed away, he establishes the W. Edward Deming Institute (British Library).  He was one of the pioneers who focused on clients and his philosophy was to satisfy customers expectations and requirements by offering high quality services. To determine this factor, he considered that effective and continuous communication with clients is mandatory and at the same time communication between departments and management it is essential (Pryor et al. 2009). His work comprises more as a philosophy of management, and the Total Quality Management (TQM) is focusing on continuous improvement of quality. Deming divided the TQM in three subcategories as follow:
· Deming’s Cycle
· Deming’s Seven Deadly Diseases 
· Deming’s Fourteen Points
[bookmark: _Toc110150294]2.2.a. Deming’s Cycle
Known as PDCA: Plan- Do- Check- Act, was pioneered by Shewhart and deepened by Deming. 
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Figure 6- Deming’s Cycle (PDCA) https://www.edrawsoft.com/business-diagram/deming-cycle.html 
This requires repetitive action (repeat the process for continue improvement) which involve analysing and developing, set objectives, implement, then evaluate and compare the results with the expected targets. Gathering feedback before committing to production is very important. One example of PDCA implementation is in the manufacturing of better-quality breaks (Jagtap and Teli, 2015).
This PDCA cycle is recommended to be approached preceding the final implementation, especially in automotive industry. As for Porsche after some poor management decisions the company becomes a subsidiary of Volkswagen AG in 2011 even though Porsche was holding 50.7% of Volkswagen AG (Hendrick Porsche). Some speculation claim that Porsche earns more from owning half of Volkswagen. In a headline from Yahoo! Finance, to avoid managerial mistakes investors consider that the CEO Oliver Blume can’t oversee both Volkswagen and Porsche. And still the announcement that Herbert Diess will be replaced by Blume at the end of his contract in 2025. This decision may affect both corporations as many investors avoid investing because they consider hard for Blume to protect the interests of both brands. In this case the use of PDCA could avoid the management bad decision (PDCA- LEAN SIX SIGMA DEFINITION). 
[bookmark: _Toc110150295]2.2.b. Deming’s Seven Deadly Diseases 
In Deming's opinion, the seven sins refer to poor administration by managers who are only able to frighten and make hasty decisions, review of performance only to intimidate workers and provoking competition between employees. Taking visible figures into account without considering customer satisfaction and ignoring quality (Felton, 2006). 
The inconsistency and lack of purpose can be the end of any business and manipulation of great figures without improvement in quality and production is not beneficial for the company. The annual review of performance is lead by fear towards employees and results in competitiveness among workers and lack of teamwork. Employees emphasise more with numbers instead of quality and rating members form a group will divide the group. And lastly is not sufficient to know a business by heart but is mandatory to know how to improve it constantly (Walton, 1986). As an example, is Toyota Motor Corporation who recalled 7 and half million vehicles worldwide in 2012 with lost sales of nearly $880 million. That is a huge financial impact caused by low quality products. The price of prevention is 100 times cheaper than the requirement of fixing and on the long term the poor quality of the product draw bad reputation, customer dissatisfaction, loss on the market share, inventory, and extra management/engineering costs (Teli et al. 2012). 
[bookmark: _Toc110150296]2.2.c. Demings Fourteen Points
The figure bellow displays’ all the steps developed by Deming for good development and a high-quality management of any company.
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Figure 7- Deming’s 14 points https://higherstudy.org/14-points-of-deming-total-quality-management/ 
These 14 points were first described in Deming’s book Out of the Crisis as key points for business tactics. In Tamimi et al. (1995). Deming's 14 points are a principle for quality management and a beneficial way to improve quality and reduce costs. The low quality brings losses to the company, low ability to compete with the competition and extra expenses with the resumption of the production process. He always highlighted the seven diseases of management because they can cause long-term damage but with the effective implementation of his philosophy, it can overcome many obstacles (Neyestani, 2017). 
The next figure is from Out of the Crisis book, and it is known as Deming Chain Reaction.
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The formula is simple if the steps of the theory are followed. Cutting costs by diminution in reworks, mistakes, delays and adopting better time management can improve productivity, create better quality, and decrease the price. Total Quality Management keeps the business running. 
[bookmark: _Toc110150297]2.3. Crosbys Cost of Quality 
Philip Crosby was a philosopher and like Deming he was involved in defining quality and practices of improving it.  
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Born in 1926 in West Virginia, he graduated Western Reserve University and in between his service in World War 2 and Korean War he graduates Ohio College of Podiatric Medicine. As senior engineer in Florida for The Martins Company he developed and implemented the Zero Defects concept. He written his best-seller Quality is free, in 1979 a time when the subject was in great demand. At that time his company, Philip Crosby Associates Incorporated was offering consultancy to 500 companies interested in quality management
(British Library).
His system of TQM is presented in the figure bellow.
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Phill Crosby notes that businesses need to define quality otherwise they will not know what to do to improve it and how to manage it. Any organization must define quality because, to improve this concept, first, you must understand it. In Crosbys’ theory, quality can be good or bad and for a positive result prevention and evaluation can avoid any kind of failure (Gadaf and Sadudin, 2014).
  
[bookmark: _Toc110150298]Conclusion
  In todays’ era of global warming and with so much emphasis towards sustainability, automotive industry must implement the best solutions to reduce the irreversible impact they have on the environment. Sustainable solutions, good quality management and ethical attitude should be on everyone’s agenda.
In Krishnas’ point of view (2021) the switch to electric vehicle is a major adoption as 64% of the worldwide petrol consumption is in transport sector, and 23% of energy related to carbon emissions. Still there are plenty barriers when it comes to sustainable policies as not everyone is concerned about the environmental as much as the cost range and safety (Egbue and Long, 2012).
Recommendations about sustainability in automotive industry are many but the most import stands in simple thinks like energy consumption, water usage and waste that end in the landfill. Currently the sustainability policies in Porsche industry are decarbonisation, partner to society, circular economy, diversity, supply chain responsibility, governance, and transparency. This are the main targets to achieve by 2030 by Porsche.
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-Kelley Blue Book has awarded the sports car brand in 2021 *Best Resale Value - Luxury Brand"
5 years in a row
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~The British newspapers The Sunday Times and The Times additionally named the Taycan Cross
Turismo Adventure Car of the Year 2021 and the 911 GT3 Sports Car of the Year 2021
-Lifestyle magazine GQ recognized the 911 Turbo Cabriolet as Convertible of the Year in 2021





image7.png
Other I 6%
Consumer electronics [ 29%
Energy supply T e 66%
Apparel ENETEETEE—— 40%

Cosmetics N 21%

Mobility I 47%
Food e ] 81%

Habitation ENo e e e e ] 63%

0% 10% 20% 30% 40% 50% 60% 70% 80%

90%




image8.jpeg
Sustainability is inevitable

Four core motivations

PUBLIC MINDSET

Customers' preference for sustainability

FINANCIAL MARKETS

Sustainability considerations are a crucial factor in investing

POLITICAL PRESSURE

Worldwide increasing sustainability-related regulations

CONVICTION

Aspiration to act as a 'good citizen'

BerSEY | §




image9.png
Eighty-five percent of the reasons
for failure are deficiencies in the
systems and process rather than the
employee. The role of management
is to change the process rather than
badgering individuals to do better.

— Ul Shwards Deming, —

AzauoTES





image10.png
Roguest corectve actons on Establsh he objectves and

Signicantdferences between actal processes necossary lo deverresus

and plamed esuls Inaccordance wihihe expected
outpu (netarget ot goais)

Anaize re dierences o detemine.

e oo causes

Study the actal resuls (measured and implement e pian, execte he

colected n "DO" above)and compare: process, make he product Colect

agarst e expecied resuls (argets data fo chartng and anais's n he

or ol fomthe PLAN' {0 asceriin folowng "CHECK" and"ACT" seps.
“any dferences.





image11.png
(5 (S |

\

=
k=

<]

10 /EGU 10
&8

gy o
~

ok 1

[ [

14 Points of Deming — Total Quality Management
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Figure 38
From W. Edwards Deming, Out of the Crisis (MIT Press, 2018). All rights reserved.

phic rendering by Dave Nave.
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As you can see, there are really two ‘good” quality cost categories (Prevention & Appraisal)
and two “bad” categories (Internal Failures & External Failures). These are known as the Cost
of Good Quality & the Cost of Poor Quality.




image1.png




