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[bookmark: _Toc100620586]Introduction

The importance of customer relationship methodology will be discussed in detail in the research, which will cover a wide range of subjects. The Samsung will be explained in detail, and its many aspects will be explored in detail. Furthermore, it will be proved that the firm's system, tools, as well as technologies have an impact on and support the quality of its products. A number of marketing ideas, as well as the function they play in building brand awareness and establishing long-term customer ties, will be discussed. The report will speak about the advantages and disadvantages of establishing a relationship with the clients and consumers. At the end of the discussion, the report will discuss how this has an impact on the development of good customer connections. In this presentation, students will learn about the internal and external factors that influence quality of product and service, as well as Samsung's influence on customers and their relationships.
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[bookmark: _Toc100620588](a)Examine the customer experience of an organisation in the Mobile Industry based on the following themes:
Points of contact with the customer
Samsung is one of the world's most prominent technology company, offering a wide range of products and services to both businesses and consumers. Samsung is one of the world's most renowned technological corporations. Customers may engage with the brand as well as provide feedback via a variety of customer contact channels provided on the company website. Samsung products may be found in practically every aspect of its customers' life, from mobile phones and tablets to televisions and home appliances, to name a few (Terra and Casais, 2021). These contact points encompass everything from in-store interactions to call centres and online chat options, as well as social media channels like as Twitter, Facebook, and YouTube. Nonetheless, Samsung's products account for just a minor portion of how people perceive the corporation. Samsung is a well-known name in the world of technological innovation. Every day, millions of people take use of the company's products and services, and the number is growing. At each of the company's digital and physical touch points, the firm's major aims are to increase customer happiness as well as brand loyalty.
Everyone know that Samsung is a prominent participant in the consumer electronics sector, and this is no secret. Because it wants to reach a larger audience, the corporation makes considerable use of the internet, such as the creation of online stores where customers could make purchases from the comfort of their own homes. Samsung is a big participant in the world of electronics, and its name is among the most well-known in the industry. Customers may reach Samsung via a variety of channels, including physical stores, the company's website, including phone lines.




Customer Experience and Brand Experience

A long-held conviction in the significance of customer service as well as brand experience has led in the development of Samsung's customer and brand experience strategies. As a consequence, it has come to be linked with the company's approach to conducting its operations. Samsung's emphasis on product design, manufacturing, as well as marketing, on the other hand, is just one component of the whole customer experience (Lee et al., 2018). As a consequence of this concept, some of the world's most popular products, such as the Samsung smartphone, have been developed. When it comes to smartphones, it's difficult to find a company with a more illustrious history than Samsung. The company has a lengthy history as a leading manufacturer of radios and televisions for more than 80 years.
As a consequence, in the past few years, Samsung has emerged as a serious competitor to Apple as well as other major players in the smartphone market. Over the previous five years, Samsung has built a strong brand with the introduction of sleek and stylish devices that provide a unique blend of professional functions. The "consumer experience," which is a distinct but similar concept, refers to a consumer's sentiments and behaviours toward a particular brand. As the name implies, the brand experience refers to the complete impression that the client has of the company. The word "customer experience" refers to the whole path a consumer makes to get to a point of sale, as well as the experience they have after completing a purchase and leaving the business's premises or premises. Customer experience, on the other hand, relates to how a consumer interacts with a firm in a certain manner (Beig and Nika, 2019).
Importance and suitability of the Customer touch points, Customer Experience and Brand Experience of Samsung and critically discuss their impact on customer relationship management
Successful organisations must have a customer relationship management (CRM) system in place to achieve their objectives. The several points at which clients come into touch with the CRM system are crucial to the system's overall performance and effectiveness. 
To provide customers with the best possible experience, it is critical that products and services be available at all hours of the day and night. 
In a constantly changing world, being able to adapt swiftly to customer requests is critical to achieving corporate success. Organizations may stay in the present and respond quickly to the needs of their customers if they use the appropriate contact points as well as channels to communicate with them (Das et al., 2019). A company's reputation might well be damaged or destroyed if the wrong channels and contact points are employed to communicate with customers. When companies engage with customers via the appropriate channels and touch points, they have the chance to create an experience that people will remember and cherish.
CRM has become a critical component of modern business for decades.  Consumer wants and aspirations change constantly, and successful organisations are those who are adept at anticipating, anticipating, and anticipating even more. Because of the internet and the widespread use of marketing as well as advertising automation tools, customer touch points have never been more critical to a team's operations than they are now. Samsung is committed to developing goods that are cutting-edge. Building the most incredible things, on either extreme, comes at a high cost: it takes a very long time and a tremendous deal of work to achieve perfection. When a company realises that it must first establish the best relationships with its customers in order to produce the highest quality products, it takes action. Because of this, Samsung has invested much in the many channels via which customers may engage with the company.
The term "customer experience" refers to a consumer's overall view of a company's products and services. The customer's impression of a firm is referred to as the brand experience.

[bookmark: _Toc100620589](b) A critical literature review on two quality models/theories that may assist a mobile phone brand (organisation) in improving its customer relationship management.
The Customer Relationship Management (CRM) Pyramid
A customer relationship management tool or approach, the CRM pyramid focuses on the management of existing customers. It is possible for an organisation to achieve a significant increase in revenue margin by using a broad-based approach to target the desired audience. This enables an organisation to recognize its most significant customers and, under certain circumstances, to strengthen its principles. Customer relationship management (CRM) is used by many businesses to better manage their customers and increase income. Company may split customers into groups based on how much money they generate by using a CRM pyramid. CRM might assist an organisation in gaining a competitive advantage by managing prospects as well as new customers throughout their on-boarding procedure, as well as by scheduling projects in a timely manner (Bendul et al., 2017).
Samsung's customer relationship management approach may assist the company acquire a competitive advantage and execute on its product and service commitments. According to this strategy, diverse places' customers are marketed to and managed differently; marketing and sales funds are assigned to each section in a different manner.
In the vast majority of businesses, CRM (customer relationship management) is used to manage potential new sales opportunities and customers. Sales must increase while marketing as well as sales expenditures are reduced, amongst other objectives, as part of this strategy, which has many particular targets. The customer relationship management pyramid (CRM pyramid) is a marketing concept that is commonly utilised to manage client interactions. When comparing the successfulness of a strategy to that of an able to compete approach, the CRM pyramid can be utilised to make comparisons. The CRM framework categorises objectives, techniques, and outcomes into three separate categories, each of which is described below (Tandon et al., 2017). 
A customer relationship management (CRM) framework is used in sales management. In this design, the CRM pyramid is a three-tiered hierarchy that is utilised to determine sales objectives. The CRM pyramid's hierarchical structure is shown in the diagram below, with the focus placed on advancing from bottom to top.
The CRM pyramid was created to assist managers in greater understanding the 3Cs (channel, customer, and contract), as well as how to leverage them to their advantage successfully. In order to better comprehend their contracts, distribution networks, and end customers, company owners and executives should familiarise themselves with this pyramid. 
As a result, the organisation may devise incentive programmes to assist business in retaining and growing their most loyal consumers. Before getting into the topic of customer relationship management, it's necessary to understand what CRM is as well as how it may assist a company. The customer relationship management (CRM) pyramid is a straightforward and successful approach for growing the number of clients a company has.
The theory of the Kamin customer
The requirements and expectations of customers are at the foundation of customer service philosophy, particularly focuses on achieving those needs and wants while also boosting customers' expectations for future advantages and benefits to come. According to customer service philosophy, the fundamental objective is to keep consumers for a prolonged period of time. As Kamin has discovered, the first step in increasing client satisfaction is to pay attention to the essentials, such as the overall environment (Kamin et al., 2018). Every firm, in order to stay relevant in today's market, must stick to the core principles of delivering exceptional customer service on a consistent basis. It is necessary for Samsung to enhance their service dependability, to be more sensitive to the demands and preferences of their customers, to be more adaptive, and to have personnel who are sympathetic to the requirements of their potential customers. 
Kamin consumer theory is a paradigm for customer behaviour analysis that businesses may use to enhance the quality of their consumer relationships with their customers. This framework is utilised by firms in order to deliver the best possible service to their clients by fully knowing their requirements and requirements. Customers and their requirements are better understood when this technique is used, which results in improved customer relationship management. 
The goal of CRM (customer relationship management), which is the process of establishing, developing, as well as maintaining customer relationships, is to increase market share or sales (Rahimian et al., 2020).
CRM's mission is to improve the customer connection by anticipating the requirements of the client and fulfilling those needs in a timely and cost-effective way while offering excellent customer service to that client. Customer relationship management (CRM) best practises are included in Kamin's customer theory, which strives to promote customer happiness and loyalty by incorporating them into business processes. According to the Kamin customer theory, improving customer service can be accomplished via the use of a variety of methods and practises that improve the possibility of a customer recurring in the future.
Balance scorecard
To keep track of how activities are being carried out and how problems that develop as a result of those activities are being controlled, the balanced scorecard is a strategy as well as performance management system that is utilised by the organization's management. The adoption of a balanced scorecard by a company may result in higher customer satisfaction, which could then be utilised to provide better products and services to its consumers. Balancing scorecards assist in the measuring of performance measures that are used to enhance the management of business activities and the outcomes that arise from such improvements. Samsung can improve their service to customers by using a performance measurement system for customer satisfaction analysis and key performance indicators (KPIs) that are linked to their pleasure.
When it comes to recruiting new customers and addressing their shifting needs, Samsung should place a strong emphasis on continuous development via continuous learning in order to stay ahead of the competition (Tan et al., 2017).

[bookmark: _Toc100620590]Part 2
Benefits of developing great client relationships
There are several benefits and challenges to building great customer relationships, the most significant of these is the fact that happy consumers are more likely to return to a business. Relationships assist the organisation in identifying potential consumers and prospects, resulting in money savings for the organisation. This results in enhanced decision-making and development for the organisation, as well as a better knowledge of the wants of customers, which in turn aids in the expansion of the company. The most significant benefit of this technique is the ability to retain existing customers while acquiring new ones. Consumer demands are detected, and the firm is likely to construct modifications in response, gaining as well as maintaining consumers; as a consequence, the number of complaints decreases significantly (Kumar and Reinartz, 2018).
Customer service indicators
As per the current situation of Covid-19, the quality of corporate operations has decreased as a consequence of a number of factors, including a shortage of employees, many of whom have returned to their native lands as a result of shutdowns conducted in the city, while others who have been dropped from the workforce in order to cut costs. The employees were terrified of failing, which resulted in a decline in productivity; they were afraid of losing their jobs as a consequence. Because to the complete closure of suppliers, there was a lack of resources, which resulted in a decline in quality as lower items were substituted for higher-quality ones. Employees' low levels of motivation were influenced by a variety of factors, including fear of losing their jobs, inadequate compensation, and a great deal of pressure
It was difficult to keep workers motivated because they were fearful of contracting diseases; they were also concerned about losing their employment since they were terrified of being laid off. For Samsung, tech was used to better communication with current and prospective customers, as well as to keep a check on various properties, while payments were refunded and clients were assured of their safety via the use of technology. 
When Samsung forced to close its brand shops in order to avoid crowds, it had a significant impact on customer service because customers' expectations were not met. As a result, the company's bottom line suffered as a result.
[bookmark: _Toc100620591]Application of theories
Samsung, for example, may aim different marketing and sales efforts towards several groups of customers in order to attract them as they wish, according to a customer relationship management pyramid. This has an impact on the operations of the organisation during the covid-19 outbreak. However, the lack of resources, unpredictability, as well as motivation have had a negative impact on the firm, and it now provides less customer service, enabling Samsung's rivals to draw more customers as a result of the lack of resources. As a result of this strategy, Samsung is able to better serve its higher- and middle-income consumers by luring them in the most effective manner possible, diverting them in the direction they choose, and inspiring them in the process.
The use of a feedback system is the most effective method of gathering information from clients when it comes to technology. Samsung's management then develops strategies to fulfil those requirements in order to encourage and satisfy those desires. If these objectives are fulfilled or exceeded, the customer will be satisfied or thrilled. Workers are now less engaged than they would otherwise be, as well as the theory will assist in motivating them as well as increasing Samsung's capacity to keep consumers while preserving a competitive advantage.
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After considering the afor ementioned topics, it can be stated that every organisation must have a deep understanding of its consumers' expectations in order to give them with a valuable experience. Furthermore, in order to increase the profit for its consumers, a firm must identify components that may have an impact on its business activities as well as operations. By knowing these characteristics, management can make more informed decisions and develop more successful business approaches. Because of this, administration will be more capable of  developing effective methods or plans for expanding market share.
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