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EXECUTIVE SUMMARY

This report presents the internal and external segments of SAMSUNG, a giant company that manufactures and distributes international electronic devices, as well as the effects of the 2019 pandemic (COVID-19) on the company, both in a negative and positive sense.
The pandemic hit every corner of the economy and social life, irreversibly changing it, and forcing trade to modernize, which requires less physical contact between manufacturer and customer.
Online trade began to flourish, as they were able to minimize the spread of the virus and help meet the needs of customers.














1. INTRODUCTION

The importance of quality processes and customer relationship management

Quality processes are the processes that help an organization achieve its goals in the long term.
Among other things, they ensure the high quality of products and the high standard of services.
With these, they can form their loyal customer base, the loyal customer base is also a segment of the long-term goals to achieve the goals of an organization.

“Loyal customers will go out of their way to buy from their favourite businesses.” (Ramroop, 2021)

Quality processes also help to reduce waste, help recycling, maintain the motivation of their employees with the help of different methods, thus encouraging their employees to work better and more qualitatively and to be loyal to the company.

“Employee loyalty is when an employee remains with a company for a lengthy period because they feel valued, appreciated and believe in the company's overall mission.” (Team, 2022)







Customer relationship management (CRM)

CRM enables companies to obtain information based on customer feedback, which they can analyse to determine future changes, prepare for new trends, and contact their customers through the simultaneous use of numerous technological systems.
Thanks to all this, they can receive fast, accurate and reliable information.
Customers can also share their experiences with the given product or service.
Every opinion is important, as negative opinions also help the company in what it needs to change in relation to the given service or product.
Nowadays, companies like to use artificial intelligence to communicate with customers, and thus make their investments more profitable in the long term.
Positive reviews can confirm that companies are on the right track, and their business strategy can become more accurate.
With positive reviews, the circle of loyal customers can begin to grow, which is one of the most important aspects for companies.
The information can also be used to determine how marketable the price-value ratio of a given product or service is and whether it is worth further investments.
Telephone customer service also has a high priority among technological tools.
Customers can call the customer service, where they can get information and help.
Availability is very important in this technology segment, as customers can often call at different times due to their own work and busy schedules.
It is also not negligible how much time it takes for the actual connection after the call is started, because customers do not like to wait a long time.
If the companies can ensure availability and short switching, they will enable further positive opinions and generate more loyal customers.

“Customer relationship management (CRM) refers to the principles, practices, and guidelines that an organization follows when interacting with its customers.” (Hargrave, 2022)

Draft report

In the following, I will present the SWOT and PESTLE analysis I carried out, with the help of which I can shed light on SAMSUNG's internal and external environments and its influence on customer relationship management.








2. COMPANY CONTEXT

Samsung was initially a grocery store, founded in early 1938 by Lee Byung-Chull. The company first started in a Korean city, initially selling noodles and other locally produced food products found in the city's immediate agglomeration.
These were exported to some provinces in China. SAMSUNG is a Chinese term for three stars.
After the end of the war raging in Korea, the company was expanded by its owner, thus the new added profile became the textile industry, which became so successful that it became the largest wool factory.
Lee's goal was to restore the post-war conditions, which is why he focused so much on industrialization.
By the 1950s, he already had such capital that he could own the 3 largest commercial banks in Korea.
SAMSUNG began its activities in the electronics industry in 1969.
Among their first products were black-and-white picture tube televisions.
After that, he started exporting Korean electronic items.
By the 1980s, it had a significant influence and technological level.
Nowadays, it is one of the largest electronics manufacturing companies in the world, which manufactures and sells televisions, smartphones, and many high-quality electronic items.
The company is very strong in the field of research and development, presenting incredible innovations to the world every year.
With its various proprietary technologies, the company can produce amazing displays, bendable and high-quality visual displays.
It can integrate a 200-megapixel camera into its new smartphones, which can be used to take amazingly detailed pictures.

“For 2018, Samsung reported KRW 243.77 trillion in revenue and KRW 58.89 trillion in operating profit.” (January, 2019)

Internal Factors that Influence Quality System

SWOT Analysis

Strengths

SAMSUNG is at the forefront of research and development, it invests a lot of capital in these, thereby guaranteeing its technological improvements and constantly impressing its customers.
Among other things, this also affects brand loyalty, since every year customers can buy the most modern and best quality devices available around the world.
It has one of the highest patent portfolios among technology companies.
The giant spent more than $14 billion on research and development in 2017.
This year, from the point of view of research and updates, only AMAZON surpassed SAMSUNG.
The company used only 7% of its revenues for research and development and still achieved outstanding results in international markets.
A significant part of the markets maintained by SAMSUNG play a leading role around the world, which is why the SAMSUNG brand name is known.
They also spend huge sums on advertising, thus keeping their customers curious about their latest offerings.


Weaknesses

There are many different models among smartphones.
Samsung reduced the number of its smartphones in 2015, as it became clear from the previous year that it is not worth it for them to market so many types of smartphones, even though they reduced the types of models by 30%, they still put too many types of models on the market.
They produce so many types of smartphones to cover as large a market share as possible, but this does not always pay off for them.
In 2017, the giant company came up with 21 new models.
All of these are very difficult to plan, planning, advertising, and finding the right target group for a specific model consumes a lot of money.
As SAMSUNG is the world's largest smartphone manufacturer with the largest number of models, it has unfortunately over-positioned itself in this business, which somewhat weakens its own position compared to its competitors.
Since its portfolio is huge, its production and advertising costs are also huge.
Since the company cannot focus on the stable markets it has won and wants to be the first in every category, it has lost its first place in the high-end smartphone market.

Opportunities

Since in 2017, SAMSUNG's share fell to only 18.9% of the smartphone market, it may be necessary for it to create separate low-end models to regain its position against its competitors, since the downward trend in recent years and the huge costs call for counterbalancing for SAMSUNG.
Since the competitors offer cheaper and similar quality smartphones with weaker hardware, SAMSUNG should also focus on the lower categories, because the number of these customers is also huge, and if they succeed in conquering the market, they could have a larger market share in the smartphone market.
SAMSUNG uses the GALAXY brand no longer only for its high-end models, so customers may misunderstand the brand and interpret mid-range devices as high-end, which in turn can damage the reputation of the manufacturer for its high-end devices.
Hence, they could come up with a new branding for their low-end devices that would make it clear to customers which category they need.

(Jung-a, 2022)

Threats

Due to the slowed down growth of the smartphone industry, huge competition has developed among large companies, every company is trying to reduce its expenses and increase its profits, but for understandable reasons, both options at the same time, without major changes, are impossible.
Due to the huge competition, future goals should be considered, and current strategies should be assigned to them to avoid the further loss of the company's share in the smartphone market.
It is very difficult for them to infringe patents, since everyone is on alert and trying to integrate new things day by day, both in terms of hardware and software.
(Coopers, 2018)











EXTERNAL FACTORS THAT INFLUENCE QUALITY SYSTEM 

PESTEL ANALYSIS


Political

Where the company is doing business, generally the market is good for them, some foreign markets have minor problems for them, for example the Indian market, for the most part it can be said that the markets are quite favourable for SAMSUNG. He recently suffered a major setback in his home country of South Korea. Due to the serious tension in their neighbour North Korea, the possibility of a war on the Korean Peninsula was also on the horizon.
Several African and Latin American countries have difficult-to-follow political changes, where it is difficult to plan, but these concerns have been considered in the affected markets, so they do not have to worry about significant changes either.







Economic

For SAMSUNG, this segment is a critical segment, as the conquest of new markets is not expedient in the current economic situation, because the purchasing power of potential new customers has not recovered following the losses caused by the pandemic.
One of the most important is the macroeconomic environment created by SAMSUNG, thanks to which it gained a global market, it is full of uncertainties, so it had to modify its strategic steps to preserve the value of the company.

Socio-cultural

Although SAMSUNG is a global company, it is still structured locally according to South Korean rules, i.e.
their strategy has been designed accordingly and adapts to rapidly changing market trends, which required a great deal of insight to ensure the right strategic aspects.
The giant company has chosen a market niche where they must consider the customers' lifestyles and cultural and social factors in the profitable sale of appropriate products and services.





Technological

The big company is one of the leaders in the world. from a technological point of view.
SAMSUNG is doing everything possible to use its technologies to stay ahead of its competitors and gain an advantage in the rapidly changing business environment.
It tries to dominate the markets in all categories with the technological breakthroughs it has achieved.
Because it can invest huge capital in its technological innovations, it is always at the forefront.
However, the company made a mistake when it tried to copy Apple's look, and therefore had to face serious legal proceedings.

“By reaching a settlement, that claim will never be presented in court, at least not by Samsung.” (Tibken, 2018)











Legal

As Samsung faced serious legal sanctions for allegedly copying Apple's iPad and iPhone, the company lost the lawsuit, making them a target of public opinion. The company, on the other hand, must find a solution to restore its reputation and continue its never-ending spiral of improvement.

Environmental

As the number of customers who have deep ethical views is constantly increasing, the large company must also assure this customer circle that they are doing everything to be socially and environmentally responsible in the production of products and for the working environment of the employees, and that the wages they pay remain competitive.

Conclusion

Based on the analysis, SAMSUNG needs to position itself and develop new, responsible strategies to maintain and increase its market share.
One must consider the facts that it will not be easy in the future, after the global economic crisis caused by the pandemic.
The company has huge capital, a lot of professionals, and many loyal customers, which is a major driving force in overcoming the current problems.
3. CRM MODEL OVERVIEW

IDIC model
Abbreviation for identification, differentiation, interaction, customization.
It consists of four steps, which are:

-In the first step, customers must be identified, and their needs determined.

-The second step involves uncovering the most profitable customers today and determining who are likely to be the most profitable customers in the future.

- And thirdly, interaction must be initiated, in this step the customer's thinking and decisions must be known in all respects.

-The fourth and last step is the most important, in this step, based on the revealed information, a real decision must be made and applied.

With the help of all this, companies can determine who are the customers who are currently the most profitable for them, and who may be the customers who can bring the most profit to the company in the future.
In addition, the model is suitable for bringing to the surface the expectations and motivational views of customers, so companies can accordingly develop strategies to achieve higher profits and satisfy a more profitable customer base.
(Thomas, 2020)

QCI

Quality Competitive Index (QCI) CRM model This model is about managing customers.

The data must be fully disclosed to find out what the customer thinks of the company and what value he assigns to it.

Proposal.

In this stage, the expectations and needs of the customers must be used to think about how we can satisfy the customers.
After that, this strategy must be proposed to the given customers, the available technology must also be assessed to find out how to add the given customers to the CRM and in what way the data can be analysed.
If necessary, new technologies must be used.

People and organization.

In this section, employees who deal with customer relations, handle their feedback, and can provide help online must be designated.



Process management.

In this section, employees dealing with customer service and sales should be checked.
Segments in these processes that are inefficient should be identified and eliminated, and a more efficient method should be applied.

Customer management activity.

This section consists of three subsections:
acquisition (understanding, finding, and acquiring new customers),
penetration (Information about customers must be obtained so that common goals with the company can be defined)
retention (satisfaction of all customers, and if there is a customer who wants to leave the given company, it must be prevented).

Impact measurement.

Every chat should be checked, and in addition, a lot of attention should be paid to determining customer satisfaction, because if there are no customers, there is no income.
(Freedman, 2023)


Customer Relationship Management (CRM)

my Galaxy and Samsung members

In the UK, IRIS works for SAMSUNG, IRIS' responsibilities include identifying customer retention challenges.
Furthermore, this company worked for 6 years in the SAMSUNG MEMBERS and MY GALAXY loyalty programs, application retention at the same time, and helped to develop the appropriate CRM strategy for SAMSUNG in each segment.

The number of customers reached 4,400,000 in the database they manage.
Direct communication, assistance and updates are also available for SAMSUNG owners.

With this company, SAMSUNG ensured the retention and support of its customers in the United Kingdom.

(myGalaxy & Samsung Members, n.d.)


“Publicis Groupe has set up a dedicated One Publicis Team Samsung team that sits as a separate entity within its Publicis Media’s London White City office.” (Oakes, 2020)
Applying the IDIC model to the SAMSUNG CRM problem.

SAMSUNG invests a lot of capital and time in conquering the markets and developing new high-end devices.
However, the CRM is handed over to certain companies, which do not always handle a specific situation properly.
Below, I would like to present an opinion based on real stories, called a study, which provides insight into the shortcomings of SAMSUNG CMR, after which I will analyse and make suggestions for solving CRM problems.
“Samsung’s corporate headquarters have no authority over resellers, and the replacement department is ineffective and reckless.” (Egesu, 2021)
A quick summary of the story in key sentences:
A customer bought a SAMSUNG television from an authorized reseller. After the delivery of product R, the promised commissioning did not materialize, as the reseller did not provide an invoice for the commissioning. After that, it took 2 days for the above-mentioned document to arrive for the client, in the form of an electronic mail.
The television stopped working on the first day, the customer had to show video evidence of the current fault.
The specialists found out that there are 204 errors on the motherboard, and this is due to a manufacturing error.
The staff of the technical service that arrived did not inform SAMSUNG of the identified manufacturing defect for several days. After four days, the customer was contacted by phone from the replacement service provider and offered to repair the new television, along with $350 in compensation for the inconvenience.
The customer rejected the offer, insisting on a replacement television of the same type and model, since the purchase price of the television was $1,450.
Again, 2 days passed, and SAMSUNG contacted the customer and offered to refund the full purchase price of the television, citing lack of stock.
The customer also insisted on the replacement.
After that, it turned out that the dealer had the television in stock, but they did not offer to exchange it while it was available to them.
More than two weeks of unnecessary conversation followed the procedure on the customer's initiative, and each time, they were kept waiting and did not receive any concrete solution regarding the replacement.
After contacting SAMSUNG, the customer was told that there is a legal law in the event that they have 20 days to respond to requests, when the customer asked for the exact law they were referring to, the customer relations officer admitted that there was no such law, only invented to intimidate customers.
After six days of waiting, the customer called the local SAMSUNG customer service again to say that he had been waiting for an inquiry for more than two weeks, the customer service claimed that he had tried to reach the customer by phone several times, who learned from the gsm service provider that the claims made by SAMSUNG customer service were untrue, as no call received.
After that, the customer complained to the local SAMSUNG customer service at the international SAMSUNG customer service.
The customer revealed the lack of trust between some teams of SAMSUNG, as well as the deficiencies in the entry into the CRM system. After more than a month, the customer was contacted again and asked how satisfied he was with the replacement television set, the customer was surprised and said, that he did not receive his replacement TV, and no one was looking for it. However, it was written in the system that a successful replacement transaction was completed 10 days before. According to the customer, the employees deliberately entered false data to increase customer satisfaction on the platforms available within their systems.
The television was eventually replaced, but the frame purchased for it did not arrive for the customer as it was out of stock.

IDIC model
For SAMSUNG, the IDIC model could be properly applied to data collection, improving customer experiences, and getting to know them.

Identification 
- SAMSUNG acknowledged the manufacturing defects of the television and launched the possibility of a quick solution, which the customer rejected twice and stubbornly insisted on the replacement, which in his opinion was his right, which SAMSUNG was unable to fulfil immediately citing a lack of stock.




Distinction
– SAMSUNG entered the customer's data into the system incompletely, after they filled in the missing data, discrimination was applied to solve the problem, and the customer was hired to replace the stock, for which both the company's warehouse and the customer had to wait.

Interaction
– Samsung contacted the customer directly via phone on several occasions, who was very impatient and did not want to accept the facts.
Since the customer contacted several groups, several error tickets were opened for him at the same time, and with his impatience, he complicated his own work and that of the customer services.

For SAMSUNG, the application of CRM requires adjustments, as they must do everything for customer satisfaction to create and maintain loyal, long-term customer-oriented relationships.
Every customer is different, so every effort should be made to obtain relevant, up-to-date information about their customers and to be able to provide them with appropriate personalized offers.
It is also not to be neglected that by analysing a particular story, it can become clear to everyone that SAMSUNG does not provide adequate training for its employees, and not all employees are able to make quick and appropriate decisions.
The ethical attitude is also questionable, as the study revealed several times that SAMSUNG's customer service employees keep things quiet and deliberately state untruths.
This can probably be attributed to buying time, since those employees who cannot act properly need time to find out what they must do in this case.
This repeatedly increases customer dissatisfaction, which unfortunately also damages the company's reputation.
Even a minor information sharing problem or inadequate training can cause huge losses for the company if the problems are not dealt with in time.

4. RECOMMENDATIONS

I make the following suggestions for SAMSUNG:

- Integration of updates based on the criteria of proper access to CRM.

- Providing and monitoring training for all customer service employees so that they are up-to-date and have good decision-making skills to solve a given situation.

-Creating and analysing surveys for each client to better focus on new trends and meet client needs in rapidly changing markets.

-In case of ethical violations, immediate distancing from the employee and making compensations for clients to ensure reliability for all clients.
- continuous weekly checks, for the integration of the conclusions of the analysis from the collection of sustainability and information.

-Training and monitoring of warehouse purchasing staff, to ensure that all customers can get the given products on time.


5. CONCLUSIONS

Relying on its successes in the markets, SAMSUNG made appropriate decisions with its available information to deal with the economic and shipping problems caused by the pandemic.
However, his efforts are neither sustainable nor expedient for all smart phone types.
Since the company cannot focus on all the smartphone sectors, it would be worthwhile to reduce the model numbers of their phones, which would also reduce the research and development amounts that could be used to improve other deficiencies.
Furthermore, it would be worthwhile to use the name GALAXY exclusively for their high-end devices, and to come up with a new name for their low-end phones, so that customers do not accidentally confuse the two categories, as this could damage the company's reputation.
SAMSUNG commissioned other companies to manage CRMs, which put it at a disadvantage compared to its competitors, because it did not receive the most suitable and effective information for developing its strategic steps. , more customers would probably remain loyal to it, and fewer would leave the company.
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