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Introduction
 
This report analyses emerging themes within Samsung mobile, Customer touch points their importance and the impact they have on customer relationship management and HR policies and practices within the company.. Examining Customer and brand Experience to give recommendations, improve customer experience and enhance Customer Relationship Management within the company. Samsung were originally founded in 1938. Their electronics have been in production since 1969.  The SGH-100 was deemed their very first mobile phone. Released in 1988. (Nick, 2022). 
But how have they kept their customers satisfied and ensured a positive customer experience? How do Samsung ensure a satisfactory service for customers, and is there any way they can enhance or improve customer relationship management to improve services?
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What is Customer experience and why is it important to understand and engage with the customer?  
Customer experience is defined as “the sum of impressions regarding a brand”. It may include both positive and negative thoughts, feelings, and expectations”. (Tidio, 2022). What a customer thinks and feels towards a particular product or service can alter their impressions on a brand. The customer perception on a brand or product can improve or worsen depending on the service provided currently in comparison to their previous experience and how well they have been treated throughout their purchasing journey. It is important to understand the customer, their  expectations, personal wants and needs and ensure the product and service provided meets their level of satisfaction. Customer experience can increase or decrease the customer satisfaction and the sacrifices customers make. The Customers perception on a product helps them determine weather or not to purchase a product or service. As the world changes so does technology. Samsung have adapted a different attitude towards customer experience, instead of what is known as the “break and fix “ model where  customers only came to Samsung for repairs on their broken devices. Samsung now focuses on building relationships that last, going beyond the one off fixes and enhancing their customer relationships by increasing the relationship between the customer and the brand itself. More devices and options have seen many of Samsung’s customers purchase various devices from smart phones to tablets and household appliances building better customer relations and creating more opportunity to keep customers for life. (Morgan, 2019)
Samsung believe that customer satisfaction plays a huge part in the retention of loyal customers as well as attracting new ones through referrals and great customer service portfolios. (Samsung Newsroom 2017). In a modern-day workplace, it is vital to understand the customer and what they require from you as a company. Using Customer Relationship Management to collect and analyse customer data can help leadership gain a better understanding of the customers they provide with products and services, Samsung’s Feedback forms, Surveys, and face to face interaction, help them understand their customers and meet their needs. To ensure sustainability Samsung must ensure they meet the needs of their customers through vital touch points and communicate effectively to provide the best service possible. creating value for the customer, encouraging repurchases and increasing productivity 
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Customer touch points and emerging themes
Customer touch points are the point of contact between the customer and company. (Bergeron, 2002).  Engagement with the customers at the prepurchase stage, purchase stage and post purchase stage are vital. During the Prepurchase stage according to Phil Kotler “As a first step, marketers need to understand customer needs and wants and the marketplace in which they operate” ( Kotler, 2019). Samsung engage with customers via social media platforms, websites, mobile phone companies and large businesses, including curry’s and pc world who promote their products when showing their branded items in their own adverts. Giving customers a short overview of the products and services, they offer. Enabling word to spread and the opportunity for new custom. During the purchase stage Samsung Mobile engage with customers via audio calls or in person, in store. Customer service representatives are on hand to deal with any queries and assist with any requirements the customer may have. Asking questions like what are you aiming to use the device for, Do you have a colour preference and what GB would you require on your device helping staff get a clear understanding on what the individual wants from their product or device.
 In 2017 Samsung received retail touch point customer engagement award for endless aisle solutions. (Wanner, n.d).  Samsung’s focus on the End-to-end journey of customers ensures one if the main priorities is not just to sell a product or fix something that is broken but also to build great relationships with customers through the whole customer journey. By delivering outstanding experiences to the customers. Samsung mobile has a moto for their services, “done plus done” which means not only is the problem solved by the company, but employees are encouraged to go above and beyond to add value for customers and in turn increase productivity. Making their customers “fans for life”. (Morgan, n.d.). Engaging with customers via touch points is crucial at all stages of the customers journey, from pre purchase, purchase and post purchase stage this will ensure Samsung are providing an outstanding service to customers throughout, Doing this builds loyalty among customers and Samsung mobile, Samsung keeping a record of customer data and constantly analysing their production to make constant improvements enables them to understand the individual. Samsung have a loyalty policy that works in three tiers. The first is Basic value of the products they provide to customers. 
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The second tier offers loyal customers contract services where they pay a monthly fee for their handset with inclusive data minutes and texts giving the customer more for their money, and finally the third stage (known as a platinum membership) offers a range of upgrade offers and also offers additional handsets and free gadgets to encourage its most loyal customers to continue their journey with Samsung mobile, (Samsung India, n.d.).
It is important for Samsung to ensure customers are given the best possible service when communicating with the company via touch points. An effort should be made to ensure a positive experience for the customer. Staff should strive to meet the needs of the customer. ensuring general enquiries, orders or complaints are managed and dealt with accordingly and effectively. Touch points are also a great way to obtain vital feedback from customers. Surveys, feedback forms, and questionnaires help understand the customer and assess how Samsung can improve the experience for their customers.
Brand Experience
Brand experience is described as sensations, feelings, and behavioural responses towards a particular brand's logo, design, and identity. (Brakus et el 2009). Samsung have a simple yet effective logo that is recognised globally as a trusted company. Giving customers a sense of security, safe working practice and reason for loyalty towards Samsung products, Samsung have many returning customers which has seen them achieve their high success rate, enabling them to continue producing smart phones and other devices, even throughout challenging times. Up there with the likes of apple, the android phones Samsung create boast great features, keeping a keen eye on customer wants, needs and requirements as well as monitoring competitors’ progression to create unique mobiles suited to their valuable customers.  
Samsung need to maintain their brand personality in order to continue thriving and ensure survival in the mobile phone market, The market currently offers strong competitors of all different types daily. Also, The quality standard of mobile phones are high, it must provide great customer satisfaction as one of the key element to ensure they maintain and improve customer loyalty. (Teimouri et al., 2016). Customers should feel a sense of security, Samsung’s brand personality encourages a high-level brand experience, Many of Samsung’s customers are returning customers showing there is a level of satisfaction towards the brand and customers are happy to continue their services or purchase new products. 
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Samsung also have Samsung experience stores where you can find a wide variety of products they offer, Business solution Experts are to hand to answer questions, give in store, online or workplace demonstrations on their products and services. They also offer one to one session.  (Samsung uk, n.d.).
Samsung and its Challenges to CRM  
Customer relationship management is the combination of practices, strategies, and tools that businesses use to manage and assess customer interactions whilst analysing the data collections. Monitoring customer relationships and their satisfaction with services provided, looking at customer touch points With aims to improve or offer something appealing to their customers.(Customer relationship management, 2022). Phil Kotler states “Customer relationship management is perhaps the most important concept of modern marketing.” (Kotler, 2019). Samsung highlight the importance of CRM within their company. With the customer and their requirements being top priority. Soo-Bong Kim a vice president in samsungs regional strategy team said CRM solution are being used to drive Samsung's transformation into a more customer focused company and they create an “integrated platform for measuring and improve the performance of its marketing investments.” (Supply and Demand Chain Executive, 2003). 
Samsung need to ensure quality runs through every level of the business ensuring the data, information, staff, and other key resources are working effectively and that data collections are correct to give a clear understanding on areas excelling or that need improvement. Customer relationship management or CRM is also known as a system used to manage and monitor the interactions with current and potential customers. These systems help organise and build great customer relations and smooth operations as to increase sales, services and enhance profitability. (Salesforce, 2019).  Studies show Samsung have a lack of customer profiling and no demographic targeting (Author, 2021). Samsung need to adopt a more sustainable way of building customer profiles to better understand the market and what their customers like, dislike and habits associated with their Samsung Device or services. Samsung’s non demographic targeting means it is harder to meet the needs of the customer as there is no defined target market meaning Samsung’s understanding of its customers may be  less accurate and actually be harbouring their true potential, this will have an effect on C.R.M within Samsung as the data may be a reflection of the lack of understanding for their customers.
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Customer feedback can help gain a wider understanding on what the customer wants and needs, keeping a record of data showing areas excelling and areas that may need intervention to improve the experience for the customer. Continuous customer relation marketing and monitoring the progression of customer relations in relation to customer profiling may help Samsung improve.   
Planning for customer relationships is vital for any business. Samsung need to look at where they are now, where they aim to be, how they aim to get there and choose an appropriate path to take, to ensure they reach their destination and can thrive and survive. Customers go through four steppingstones, before the end of their purchase journey they start as prospective customers, people with the potential or who are considered the target market the business is targeting. On to developing customers these are customers who are interacting with Samsung via touch points showing a keen interest to purchase a product or service. The third tier is establishing customers, customers who are purchasing or have already with Samsung and have purchased their product or service, this would be the purchase and post purchase stage where customers may still interact with Samsung via key touch points, ensuring continuous satisfaction. And finally declining when the customers want or needs for products and services decline or seize.          

Customer Experience Management within Samsung
Customer experience management or CEM is defined as a business strategy developed to manage customer experience. (Grewal et al,. 2009). Ensuring the customer experience is a positive experience is essential in creating loyal customers and continued growth within the business. Constant CEM and CRM development and monitoring will ensure Samsung are thriving in the industry not just in the current climate but in years to come. Offering future customers the best service possible, providing them with a high service that meets modern requirements. CEM within Samsung may need improvement, Samsung must ensure they understand their customers and meet their individual needs and requirements. Poor CEM can lead to huge problems. Every business is perishable and ensuring a great customer experience is vital to the growth and success of the company going forward Samsung. Policies and regulations help Samsung ensure customers are being treated fairly and there is a high standard throughout the company. 
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Quality models that may improve CRM for Samsung Mobile
Quality is the measurement of characteristics, attributes and standards of a particular product or service. The quality of a product can be defined by the office of national statistics as “fitness for purpose” (gov.uk, 2009.). Although Samsung have a great reputation there are ways in which they can enhance the quality of the services they provide. Using effective Quality models will lay down framework enabling Samsung to improve CRM within the company. Homing in on those areas of improvement to ensure they are giving not only quality products but also an outstanding service for its customers. Managing quality means constantly monitoring progression and pursuing excellence within every element of business. Making sure that the organisation and its services are sustainable and fit for purpose, not only now but in the future too. Constant improvements. Quality planning and quality management all play a key role in ensuring the quality of interactions, engagements, services, or goods. Quality should be in bedded in all stages of business. From the first initial interaction with customers to the last. meeting their needs and ensuring a positive brand experience for customers.

Juran’s Quality trilogy 
Joseph M Juran developed the juran model in 1986, as a means to manage quality within a business setting. (DeFeo, 2019). Juran also highlights the importance of TQM he states quality starts at the top and works its way down (theknowledgeburrow, 2009). The juran’s quality trilogy consists of three elements, Quality planning, Quality controls and quality improvement. This model may be beneficial to Samsung and help improve CRM within the business. Jurans quality trilogy aims to instil quality in all stages of business, from customer services and staff skill set and training to ethical conduct and hi spec products being produced. reducing costs by ensuring products are fit for purpose. (Juran, 1986). Constant Quality improvement and reducing the risk of waste or reworks. Jurans quality trilogy will reduce the risk of poor practice within Samsung and ensure they really do meet their customers needs by quality planning, quality control and quality improvements. Constant monitoring and improvements will ensure Samsung are marketing correctly and the data collections are accurate helping meet the customer’s true needs. Quality planning helps develop processes to deliver a greater service whilst relaying plans to the current workforce and allocating tasks. (Singer, 2018)
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The jurans quality trilogy helps prevent poor judgement and waste by ensuring every element is took into consideration. Quality controls will help compare company performance with their targets and goals with the aims to improve or resolve impediments. . (Juran, 1986) Quality improvement helps analyse and identify quality issues within the company (Quality improvements, 2015). enabling Samsung to better improve their products, services, and customer satisfaction. Looking at Samsung’s customer comments and feedback on Trustpilot it highlighted that Samsung struggle to meet their customers’ needs when delivering products within the time frame stated. Customers also complain about reviews regarding customer service not being accepted as it is not relating to the product performance. This is a negative as Samsung are not ensuring complete quality, customers feedback and experience with customer service must be taken seriously and Samsung may choose to use the jurans quality roadmap to allow for vital feedback regarding their customer services to ensure staff are providing a great service and there is a complete level of satisfaction and ethical practice.

Crosby’s model
The Crosby model was developed by Philip B Crosby, born in west virginia in 1926. Crosby has been known as a Quality professional who promotes the concept zero defects.    (Shmula, 2019). He believed “mistakes are caused by two factors: lack of knowledge and lack of attention”. (1library.net, 2018).  Crosby believed in “do it right the first time” (QualityGurus, 2018) The four absolutes of the Crosby quality model are referring to quality as a conformance to requirements, this ensures everyone has a set job to do and requirements of the task are met.the next absolute is the systems of quality prevention which ensures quality performance and the prevention of issues and arising issues. The next is performance standard with zero defects ensuring minimal waste, reworks and recalls. And the final absolute is the level of quality is seen as the price of non-conformance meaning there is a price to pay for poor quality. (Quality gurus, 2019). the Crosby’s model may also help ensure the issue regarding customer service feedback options is addressed. The Crosby model pays particular attention to the customers’ requirements and the prevention of defects and errors. A conformance to requirements ensures quality without the excessive costs that may be bought forward with fixing and rectifying issues.
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Ensuring zero defects and quality products and services. This model may also help address the issue of delivery time scaling. (anon, 2021)
The Crosby model of quality focuses on meeting the customers requirements the first time to avoid poor practice and quality paying particular attention to the customers wants and needs. Samsung may do well from adapting this quality model into their business when ensuring multi-dimensional feedback options ensuring they truly understand their customers thoughts and feelings towards the brand. In order to make accurate and appropriate decisions to best prevent arising issues ensuring total quality management within Samsung and satisfied customers receiving the best quality and practice possible‌
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Conclusion
Samsung have proved to be one of the companies that can survive through tough times, their success and progression shows how well the company does and shows they take pride in the business paying particular attention to the customers wants, needs and requirements.
Samsung also homes in on the area of customer touch points and ensuring a great experience for the customer at every point of their purchasing journey. Samsung however have a lack of customer profiling and no demographic targeting. This may be harbouring Samsung, keeping them from reaching their full potential and labouring their ability to truly meet their customers’ needs. A lack of understanding is a negative attribute that Samsung may wish to correct or enhance to ensure maximum performance. 
Adopting the right quality models will help rectify the current issues within Samsung ensuring customers have the option to truly express their thoughts and feelings towards the company not just the products they provide. Quality models will give guidance and help assess what Samsung can do to better meet the needs and timescales set for their customers ensuring customer satisfaction and a high-quality service which customers will value. 
The models provided will help Samsung identify issues and arising issues, whilst helping  maintain value for the customer and ensure deliverance of high quality products and services.
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