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Introduction 

Customer relationship management (CRM) is essential because it helps the company or business to create a business relationship with its customers. CRM is the most efficient approach to developing solid individual bonding with people. Understanding customers’ needs help a company to provide them with services and goods in a better way. 
Customer Experience is crucial and determines either the success or failure of any organisation or business. It is a customer perception formed by interaction with an organisation, brand, or business. Customer experience is the entire process, from browsing the brand website to calling customer services.
This report will focus on understanding Customer Touchpoints, Customer Experience and Brand Experience as emerging teams in Customer Relationship Management. In addition, the impact of emerging themes of policies and practices or guidelines in the Mobile phone industry, specifically on Samsung Electronics company, as a case study.
The mobile phones industry has rapidly developed and increased in technical innovations and market size since the first mobile phone came on the mass market in the late 90s (O'Dea, 2021). In addition, the smartphone industry is experiencing significant consumer demand as the customer becalming more dependent on their mobile devices. That fact makes the mobile phone industry a very comitative business.

Emerging Themes and Theories 
Customer touchpoints (CTP)
According to (Corbae et al., 2003), whenever a potential customer or an actual customer has an experience with a particular business, that specific point is known as a touchpoint. Therefore every interaction with a brand or a company is a customer touchpoint, before, during or after buying.
(Corbae et al., 2003) focuses their research on what strategies a brand or company must implement to explore and create a customer touchpoint. The document suggests that the company must explore potential customer touchpoints and then target the customers by these touchpoints. The study focuses on customer touchpoints under firms’ control. This category of CTP is company-created, and it is a well-planned marketing communication. For example, advertising the brand on social media. Today social media has become an essential part of everyday routine. The customers know about brands or products through Facebook, Instagram, Twitter, and LinkedIn in social media. A company needs to understand how to manage brands’ social media. 
Advertising on the company’s websites, where the customer can understand more about the product or service offered by the brand, is also essential in today’s digital era. The more business advertises its brand, product, or service, the more the customers are likely to stay with that business or company.
Another research (Aoki et al., 2019) also recognises that customer touchpoints are crucial for customer experience and satisfaction. The authors of the report talk about the fact that with global digitalisation, there are customer touchpoints that occur even if not intended by the companies. Those touchpoints are another category of CTP where the touchpoint is unexpected. An example is a word-of-mouth (WOM) touchpoint, where conversations between customers are uncontrollable. Still, they are also the most influential source of information when it comes to decisions to make a purchase. So, when WOM has a positive impact, it may become favourable, but it can also harm the brand. There are two more categories of customer touchpoints regarding the authors. First, intrinsic touchpoints occur when a customer interacts with a brand - for example, purchasing a product or service when the customer consumes the brand. Customer initiated touchpoints occur whenever the customer contacts a company. For example, when the customer has an issue with the product or services and contact customer services. 
In the Mobile Phone industry context, Intrinsic customer touchpoints constantly appear. According to (Digital Around the World-Datar Portal-Global Digital Insights, 2022), statistic from the Digital 2022 Global report shows that globally there are 6.26 billion mobile subscriptions associated with smartphones, with a growing rate of 5.7% every year, and an average of 1 million new smartphones coming into use daily. It means that over 70% of the global population experiences CTP with a Smartphone brand every day simply by using their smartphones. This makes the Mobile Phone industry market extremely competitive.
In early 1980, Samsung Electronics entered the worldwide marketplace and started developing and competing in the high-tech business. Today Samsung Electronics is an industry leader in consumer electronics, IT, and mobile communications tech devices ranked as a top ten global brand (Samsung UK, 2022). Furthermore, technologies and futures for smartphones are developing rapidly every year. The competition between the top brands is on one side favourable for the customers, as new models and features are introduced by the companies every year. However, on the other hand, the competitive business environment requires Mobile companies to invest in innovative technologies and an excellent understanding of customer relationship management (CRM)

CRM

Customer relationship management (CRM) is a business strategy that aims to understand, predict, and manage the organisation’s current and potential customers (Payne and Frow, 2005). (“Impact of CRM on customer satisfaction and customer ...”) It is a comprehensive approach that provides smooth integration of every area of business that is touching the customer. CRM’s aims include improved customer experience, collecting and using customer data and information to understand customers and co-create value with them. This process requires integrating practices and operations enabled through knowledge, technology, and applications. Sales, marketing, customer service or any field support, anything which is handling the customer, is something that a company needs to understand in terms of strategising. CRM is the approach to identifying influential customers and investing in a long-term business relationship with them. This approach will also ensure that customer satisfaction increases and develops loyalty and long-term commitment. 
During the Covid pandemic, like many other companies, Samsung found its physical shops closed for an extended period. That became a significant problem for CRM, as the physical shops that offered customers face-to-face touchpoints and where the customer could receive valuable customer support were closed. However, another touchpoint was lost, the opportunity to experience the product and get to know the device before purchasing. Samsung, like many others, solved that problem by focusing on improving the online shopping experience. Samsung Customer Relationship management concentrates on filling that gap by offering more online presence and support (Samsung UK, 2022). 

Customer experience

According to (Batat, 2020), customer experience is the whole pack of interactions between a brand and a customer through all relevant customer touchpoints. Customer experience is not just a single touchpoint with a customer, but it impacts feelings and emotions throughout the entire customer journey. Creating an improved customer strategy that leads to higher revenues as one is less churn would be helpful for many business owners looking into ways to improve customer satisfaction while reducing costs and time spent on resolving the issues or returning products by themselves. The customer experience is not simply the little interaction with a product. It also includes a before and after. Those before and afters are critical to how people understand the product and for the brand’s likelihood of achieving the holy grill, which is word of mouth.

Customer experience has emerged as a critical factor for a successful business to create a memorable customer experience and commitment (McColl-Kennedy et al., 2018). The article focuses on the importance of customer experience and talks about customer experience as a new concept. To be explored and adopted by companies as a game-changing competitive strategy. Customer relationship management focus is the customer as the essential part of the business. It is in the company’s interest to build bonds and commitment with its customers. It is economically profitable to keep an existing customer rather than invest in a new one. The authors suggest different theories and approaches as part of CRM strategies to implement customer experience as a priority in the company’s policies. For example, the company can send out messages to their customers in a customised fashion, birthdays or anniversaries or any significant date in their life by sending out some friendly custom text with the customer's name. Today, companies worldwide try to keep customers by sending out loyalty cards. Loyalty cards allow the customer to shop with the brand and remain with it by giving extra discounts and offers if they use them. A particular kind of CRM software that a company can purchase from any specific window that is selling can be an excellent base for sharing the database of the customers. These are ways IT plays a significant role in customer relationship management. However, the CRM approach to contacting current and potential customers by email, or phone calls, might be problematic sometimes as the customers might find themselves targeted by unwanted correspondence. Collecting personal data might become a problem for both sides and requires an informed decision.
In the Samsung mobile company context, customer experience is significant because people have become more connected with their smartphones. That is an excellent customer touchpoint that can lead more customers to become more connected with the brand. However, there are also disadvantages coming from the highly competitive environment in the smartphone industry.  That requires a good understanding of the market and innovative approaches to keep customer satisfaction with the brand experience.     

Brand experience

Brand experience is why a customer decides to open emails from one retailer while ignoring others. It is the same reason behind all customers’ repeated purchases. Brand experience is how the user fields when engaging or interacting with a brand. From the first time they interact with a brand to the last time, they contact support or customer services. It can be very subjective and changes from person to person because everyone has different experiences and associations. A positive brand experience can earn the brand global recognition, while the poor one causes it to fail in the market. Strengthening or expanding brand experience is a common motivator to enter the product development process and is refreshed with a new product is introduced. (“What is Brand Experience? | Interaction Design Foundation ...”) Positive experiences facilitate deeper connections, inspire audiences, and deliver results. (“Brand Experience: What is it and How Do You ... - Widen”) It includes a broad range of activities to establish a more profound emotional connexion and higher brand affinity, from corporate events to one-on-one interactions between consumers and employees. Brand consistency is critical to delivering a captivating brand experience beyond having just an excellent product. The brand must be able to empathise with multiple diverse audiences. It helps understand customers’ mindsets, goals, challenges, and lifestyles to shift perceptions and support brands resonating with businesses. 
According to (Statcounter, 2022), Samsung and Apple have the leading mobile phone market share worldwide. From March 2021 to March 2022, they both have around 28% of each global market share, while the rest of the brands have 12% or less. That facts show that Samsung as a company has a perfect CRM strategy. For example, Samsung is the first company to launch product registrations on the manufacturer's website to provide the customer with better support (Samsung UK, 2022). The main strengths of Samsung can be mansion their approach to innovative and reliable products and services, hiring talented employees and stepping up into the global market as a leader in the sector. In addition, the company adopts a significant objective to sustain customer relationship management by implementing effective marketing relationships.

Critical review

Definition of quality



There are many ways to approach this topic (Dale et al., 2016); one definition is quality value for money. When a customer pays for a product or service, he has expectations. If they purchase something for less money and do not have too many expectations, but the product does the job, it is an excellent value for the money. Another aspect of quality is the items themselves. If the items are defective or require multiple repayments, then the quality of that product is poor. For some products and services, there are standards and regulations to be met. In other words, if the product does not meet the criteria, it is not an excellent quality product. Those quality standards are essential also regarding the health and safety policies. For example, for the aeroplanes building company, the materials and the technic must follow quality standards to build a safe aeroplane. Quality also refers to doing things right from the first time. That work is quality work. That approach saves time, resources, and money for the companies. Quality is crucial for any business, and it is why customers stay with the brand and keep purchasing it. Quality is vital for customer experience, building customer loyalty, and bonding with a brand.


Quality Models


Deming Model

One person who made a significant contribution to quality management was Edward Deming. Deming brought many concepts to the next level. One of his significant contributions to what is known as the Deming cycle. The Deming cycle is the Plan Do Check Act (PDCA) cycle, known as the basis of continuous improvement. To plan is to design or revise business processes to improve results. To do is to implement the plan and test its performance. To check is to assess the measurements and report the results to decision-makers, and to act is to decide on changes needed to improve the processes. 
After the Second World War, when Japan was rebuilding its economy, Deming spent much time in Japan, working with Japanese leaders and promoting quality techniques. The Japanese quickly adopted those techniques, and helped them grow their companies and rebuild Japan later. Japanese company even took it to the next level with total quality management. Deming had not only promoted tools and methods. He also taught the management what he observed, and thought would be right to support quality improvement in an organisation. He was putting quality as a priority of the overall organisation. 
Deming developed fourteen principles of Total Quality Management (TQM). 

1. Create a constant purpose for improving products and services—long-term thinking and innovations.
2. Adopt the new philosophy by adopting a management style that promotes constant improvement.
3. Stop depending on inspections. Improve the process. Instead of producing bad parts, use preventive technics to avoid them.
4. Use a single supplier for any one item.
5. Improve constantly and forever.
6. Use training on the job.
7. Implement leadership.
8. Eliminate fear so employees work more effectively.
9. Break down barriers between departments. Improve team working. The whole organisation must focuses on the same purpose.
10. Get rid of unclear slogans.
11. Eliminate management by objectives.
12. Remove barriers to pride of quality.
13. Implement education and self-improvement.



Crosby’s Quality model

Philip Crosby also formulated a programme for Total Quality Management. However, Crosby did not engineer principles or steps. Instead, he made TQM easier for the masses to implement by breaking it into an understandable ideology that organisations should adopt There are four absolutes of quality management necessary for conformity quality is defined as conformance to standards. 

Crosby’s first absolute that quality is confirmed to specification limits. If specifications are met, that is a quality product. Another aspect is that the product must fall within the specification’s boundaries every time. Crosby suggested that management has three tasks related to this. Establishing requirements, and specifications, then targeting to achieve that. Management must provide resources and means to fulfil those requirements. The third point direction must do to spend time helping employees meet those requirements. With that, the product will conform to whatever needs have been set. That is what Corby felt that quality is. 

The second absolute of quality is like Deming’s third point on the list of fourteen, and that is quality system is prevention, not inspection. Rather than inspecting the quality of the product, the accent should be on prevention. The secret of that prevention is to look at the process, identify error opportunities, and then provide resources to correct that. 
The third absolute of the quote list is the performance standard as zero defect. Crosby thought that we should be targeting zero-defect weaknesses. Only there is no acceptable level of defects. Programme management must set a zero-defect standard and then provide all the resources to ensure that the zero-defect programme is successful. Management defines the programme, provides the resources, and employees perform to the standard provided by the leadership. 
The fourth absolute of quality is that quality measurement is the price of non-conformance. Crosby understood that management only listens to the language of money. That measurement of quality is the price of non-conformance. If all the issues were in terms of dollars, management would understand that language. 


Customer Relationship Management and Quality Models relation

The quality of products and services must be considered a significant factor in the customer experience and brand experience. Quality theories and models offered ideologies and tools for Customer Relationship Management to increase quality. One direction of CRM is to provide the customer value for money, and this is where quality models can help. Deming councils that businesses should design quality products and services that customers want. (“Quality Guru's Deming, Juran and Crosby.docx - CBM 100 ...”) Develop processes and systems that reduce waste, increase quality, and decrease the cost of production. PDCA enables an organisation to ensure that its operation is resourced and managed and that opportunities for improvement are determined and acted upon. (“PowerPoint Presentation”) PDCA cycle is the complete step model for carrying out change, just as a circle has no end and ensures continuous quality improvement and can be applied by CRM.

For example, Deming’s fourteen points or principles need to be considered a guide for improving quality in small, global, or even individual businesses. Together with the PDCA cycle, those principles can be applied to develop quality products, services, and processes in any organisation or company.
In the context of Samsung electronics, the quality of smartphones, devices and services provided by the brand is a crucial part of its continued success and competitiveness. 




 



Conclusion




