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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 touchpoints, 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.
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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 smartphones (Huawei, 2021). In a bid to ensure that it cultivates a good relationship with its customers, the company has invested in customer touchpoints designed to provide a quality experience to those who seek and buy its mobile phones. A customer touchpoint is a 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 a 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 touchpoints to increase how people come in contact with its brand. For example, the company runs a series of customer service centers in several countries across the globe. 
The centers are designed to perform maintenance services, sell the company’s products, and advertise them to the people who live next to them. The centers 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 touchpoints, the customer service centers 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 centers near them, thus creating a positive image for the company. To improve on this strategy, Huawei should increase the number of these service centers and build more in countries where it is yet to set up one. 
Another customer touchpoint 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 touchpoint 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 come into contact with 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 touchpoints 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 touchpoint strategy has been successful for the company. However, the strategy can be improved by recruiting more sports stars from other famous sports such as cricket, basketball, and track and field athletes. Such a move will enable the company 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 touchpoints and customer services can also contribute to customer experience (Meyer and Schwager, 2007). Huawei has invested in several strategies designed to boost the customer experience with their smartphones. For example, the company invests funds in the design process 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 center in Paris where it employs 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 a 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 to create 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, 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.
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	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 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 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 being 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 an unforgettable brand experience in the market. 
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A CRM model is a framework designed to help a company create the best possible relationship with its customers (Eid, 2007). In the smartphone industry, CRM models are highly important because the companies are under immense pressure to maintain the customers they already have and entice new ones into their customer base. This is because the industry is highly competitive with customers migrating from one company to another within short periods whenever they do not like the smartphones they buy. The following CRM models can be applied at Huawei to help the company manage its customer relations to its benefit.
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	In all firms, there is a series of activities that take place in the process of developing a product or service to be offered to customers. Developed by Michael Porter, the CRM value chain model of customer relations management advises that companies should identify the most important activities and improve them to produce products that appease the largest group of customers (Lendel, 2009). The model divides the CRM process into two stages namely, the primary and secondary stages. In the primary stage, the company analyses the customer portfolio to establish the most valuable segment. The customer base of a company is often made up of different factions of different value to the company. Analyzing a customer portfolio involves a keen study of the constituents of the customer base to classify the different factions along the lines of their value (Eng, 2004). The model counsels companies to engage in the analysis of their customer portfolio as it will equip them with the knowledge that will enable them to know how to satisfy their different needs and wants (Lendel, 2009). Huawei can use this step to improve its CRM efforts by gaining valuable knowledge of the characteristics of the different segments in its customer base
The next step in the primary stage is known as customer intimacy and involves the engagement of the company with its customers to understand them at a deeper level. The third step in this stage is network development which involves the creation of a network comprised of all entities that take part in the production process to unite their efforts and direct them towards creating the best product for customers (Lendel, 2009). In all companies, CRM is an objective that ought to be achieved time and again because new customers constantly join the customer base. The achievement of objectives in an organization requires unity among all those involved in the efforts towards their achievement (Ropianto et al, 2017).  In light of this, all individuals in a company must be on the same page regarding its CRM practices. This step enables the organization to pull in the same direction by creating a network where everyone is in tune and understands the steps to be carried out in the process of achieving excellence in customer relations management.     
Fourthly, the company implements the step of value proposition development where it uses the information it acquired from customer intimacy and the relationships it created in network development to create a product that presents the best value to customers. The value proposition is important in CRM as it makes customers understand that the organization is concerned with more than just making money and that it care about the value it offers its customers. Finally, the company completes the first stage in the model through relationship management where it evaluates the impact of its activities on customer relations and seeks to find ways of improving its CRM performance (Lendel, 2009).  
	The above five steps as prescribed by the model can help a company in the smartphone industry improve its CRM practices as they are designed to help a company perfect CRM practices by creating a good product. At Huawei, the company can apply the five steps to collect data on its most valuable customer segment and use the data to make smartphones that offer the best value in the smartphone market thus maintaining high CRM standards. Moreover, the model will help Huawei maintain its good customer relations record by availing a framework for the collection and storage of customer data. The company can use the data to continue making smartphones that provide the best value to customers by referring to the data to know their needs. The second stage of the model has comprised of steps that the model refers to as support steps. They include leadership and culture, procurement processes, human resources management processes, data management processes, and organization design. Collectively, these five support processes ensure the smooth operation of the five steps in the primary section of the model. Therefore, Huawei should follow the dictates of the model and ensure that the above five processes are carried out perfectly in its operations. The result of perfecting the support processes will be the increase in the effectiveness achieved by the five steps in the first section of the model, thus improving the company’s overall CRM performance.
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The IDIC model of CRM comprises four main steps that Huawei can follow to ensure that it performs well in its CRM efforts (Ahmadi, 2012). The first step in the model is the identification of customers. In this step, the model advises that Huawei should study its customer base and understand the different segments it comprises. In the process of studying its customer base, Huawei should ensure that it gains information about the needs, wants, and preferences of the different segments. This step will arm the company with information that it can use in multiple CRM strategies, which will make it efficient in improving its customer relations. The second step in the model is the differentiation of the customer segments. Having studied the customer base in the first step, the model now guides the company to categorize the segments in order of their value to the company. As a smartphone company, Huawei can categorize its customer base into customers who buy expensive smartphones and those who buy cheap ones, and customers who buy smartphones frequently and those who do not among other categories. Ranking the segments in its customer base will be of great use to Huawei because it will enable it to produce smartphones that cater to each segment according to the value they present to the company. This is important in the smartphone industry because smartphones can differ from each other based on several aspects, which makes them appeal to different customer segments.
The fourth step in the model is that of customizing products (Ahmadi, 2012). All companies manufacture products and production services with the chief aim of offering them to a group of target customers. Therefore, the ability of a company to make its products and services acceptable to its target market is tied to its ability to make the product meet the needs of its customers. Failure to do this, the customers will develop a negative view of the product and, by extension, the company, which will cause poor relations between them and the company. To avoid this problem, the model advises that a company customizes its products to meet the needs of its customers. This advice is sound to any company in the smartphone industry as it is characterized by customers who are definite about the specifics of the smartphones they buy. Collectively, the four steps will make Huawei a force to reckon with as far as customer relations management is concerned as they are designed to cover all CRM strategies of success. Consequently, the company will be in a better position to achieve its goal of occupying the number one spot in the smartphone industry.           
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	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 several strategies designed to improve customer experience. For example, the company runs customer touchpoints 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 its 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. The report has also established two CRM models from which Huawei can benefit. They include the IDIC and the CRM value chain. These models have been shown to comprise steps that will increase the company’s success in relation to CRM. In conclusion, Huawei stands a chance of increasing its current success by focusing on its CRM practices. 
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