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The customer relationship management in short CRM is the process of analyzing the customers interactions and data using different strategies and technologies throughout the customer lifecycle (Rababah, 2011). It is a very beneficial tool for the companies to reach their targeted customers. CRM helps the companies to improve their customer service relationships also it assists them in customer retention and sales growth (Rahimi, 2018). The four components of customer relationship management are loyalty, satisfaction, profitability, and customer retention (Almotairi, 2009). These four components of CRM provide a clear understanding for companies to view their customer base and find the ways to increase customer satisfaction, loyalty, and profitability.  The main purpose of this report is to determine the importance and suitability of customer experience themes in relation to the automobile brand Mercedes Benz and their impact on CRM. This report also seeks to provide a clear understanding on two CRM models that may assist an automobile organization in improving its customer relationship management. 
A. [bookmark: _Toc109495752]Customer experience themes

Customer experience is how the customers feel about a brand based on the experience and interaction they had with that brand (Shaw, 2002). It is very much important for a brand for their future growth. A good customer experience acts as a blessing for a brand and it differentiate them from their competitors. A good customer experience results customer loyalty (Barker, 2004). It ensures that the customer will repurchase their product and have a long association with the brand. The customer will also spread positive words about the brand to the others. Ultimately that will be beneficial for the specific brand. There are several emerging themes in customer experience. These themes have a great importance in terms of customer satisfaction and their experiences. The themes are often used by the managers to provide a good customer experience. In this part of the report there will be a discussion on two most emerging customer experience themes which are Customer touch points and Customer Experience and Brand Experience and analyze customer experience of Mercedes Ben based on these themes.
[bookmark: _Toc109495753]Customer touch point

A customer touch point is any direct or indirect interaction between the customer and the organization (Wind, 2016). It can be person to person or through a website or any social media platform. Customer touch points give customers the opportunity to compare with their previous perception about the brand. Touchpoints are the ways that companies use to interact with their customers and display their products to the old and new customers. Touchpoints allow the different customers to get information about that brand when they touch any kind of product or services of that specific brand in multiple channels or points (Roto, 2016). Customers perception and opinion can be fully influenced by the contact that is made between them and the touch points. That can be positive or negative depending on the specific individual. The touch points can influence the customers to buy the products or intent to buy. There are five stages of buyer purchasing decision making process. Which is problem recognition, search the information, evaluating the alternatives, purchase decision and post purchase behavior (Chen, 2017). Touch points influence the buyer in each stage of the decision-making process.  Touch points provide the appropriate information’s, solve the doubt of the customers, create a brand image in the targeted market. Although touchpoints can happen business to business and business to consumer setting. This touch points are a message or a way by which a brand reaches to their targeted customers and make engagement, it also creates an opportunity for the purchaser to choose their brand over other competitors. The touch points can be direct or indirect.
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The Mercedes Benz is a German brand which was established in 1926. They operate their business all over the world. This German brand has established many impressive touch points worldwide. They have their selling points almost in every major city of the world. The showrooms display their cars, provides information, and gives the best customers support. These selling points work as an important touch point for the brand. Mercedes Benz is social media king. Because this brand uses the social media very effectively to reach their targeted market. The brand has the highest number of followers in social media platforms among the automobile brands which is approximately 47.7 million (Singh, 2020). Mercedes Benz publishes 4-6 post in a day in this platform. In 2019 this renowned brand was awarded the Social Media award by the Raphael Pohn of Stroyclash. In the present time these social media platforms are the most effective touch point for every company. The customer engagement rate in this touch points are very high. Almost every people of the world use social media platforms. It is a good opportunity for the brands to reach their targeted customers through social media platforms. These platforms provide information about their products and services. That influences the people to purchase these products. Which helps them to increase their profitability and brand image. 
 The value of customer confidence index is currently 60.7 percent for the car manufacturers. This brand has the highest level of customer confidence. Mercedes Benz has the best personal assistance onsite. They provide replacement vehicles to the customers until the optimal repair of the damaged vehicles. Their customer service is available 24 hour. Which is called “Service 24h”. This customer service gives the customers a good experience with the brand. Which ultimately creates a goodwill of the company in the market. The brand has their own museum in Stuttgart. The name of this museum is The Mercedes Benz Museum. This the world’s largest automobile museum. This museum holds the history of automobiles from the beginning. There are 160 vehicles and 1500 exhibits in the museum. These exhibits describe the history of Mercedes Benz. That museum is used as a touch point of that company because it gives an impression of the journey of the Mercedes Benz and creates a brand image among the people. The brand should increase their touchpoints in numerous destinations and provide the top-level customer support.  
[bookmark: _Toc109495754]Customer experience and brand Experience 

Customer experience is totally sensory and behavioral consumer responses during the process of consumption. Customer experience and brand experience includes every aspect the company is offering mainly the quality of customer care also the packaging, service features, packaging, and reliability. The customer experience and the brand experience mean the same thing (Bombbomb, 2019). The customer experience and brand experience acts as a blessing for the organization. A superior customer experience differentiates the organization from its competitors among the customers. This results the customer loyalty. A good customer experience and brand experience ensures that the customer will stay with the brand for a long time and will have positive words on mouth among the people. 
The Mercedes Benz is one of the most renowned automobile brands all over the world. The brand is very much concern in terms of providing a good customer experience. During the Covid-19 pandemic almost every sector of the world was fully collapsed. Mercedes Benz adopted digital technologies in sales and after sales operations (Wen, 2022). So that their customers can contact them via digital channels. Mercedes Benz massively investing in digital experts. Investing in development of digital competence is a part of providing the best customer experience. The brand is opening me stores in numerous destinations. With a good brand experience these stores provides top class gastronomy, modern architects, and lots of events.  The brand is focusing the wishes and the needs of the women. They introduced a platform “She Mercedes”. Which is totally a new initiative. The brand should participate in more exhibitions worldwide and provide all the employees high quality training so that they can provide a good customer support.
This customer experience themes have significant impact on the customer relationship management. This theme helps the companies to understand the customers requirement and preferences. The objective of CRM is to build a good relationship between the customer and the company. CRM uses the customer information and provides the strategies to satisfy them. 
B. [bookmark: _Toc109495755]Literature review 

According to Rahimi (2018) customer relationship management is the process in which the business or the organization do the interactions with customers and potential customers by using data analysis to study large amount of information. In the early 1970s the concept of CRM was started. CRM system includes a range of different communication channels such as company’s website, email, telephone, live chat, social media pages etc. Customer relationship management allow the businesses to understand their target customers preferences and how to improve their service to the customers (Mohammadhossein, 2012). Ultimately that leads them to the sales growth. Customer relationship management can be used with present, past and the potential customers. Shaw (1999) stated that CRM consists of three elements which are people, process, and technology. That should be integrated carefully by the top management to make the customers satisfied. This recent technology helps to build a strong relation between the consumer and the company for an extended period of time. 
In the recent time CRM has become a necessity for the organizations. Kalatoka (2012) stated that CRM follows three approaches to reach the customers which are creating new customers by offering better products and services, improve the benefit of the existing consumers and provide the profitability to the customer for life. There are a few CRM models that companies use in their operation. According to Henneberg (2006) the procedures, rules and concepts company use while communicating with their customers are known as CRM models. CRM models covers the direct contact with the customers. For example, sales and service-related operations, analysis the customer behavior, forecasting. All these things are determined from the perspective of the company. The most popular CRM models are IDIC model and CRM value chain. This CRM models were developed over the past few decades by the researchers to manage their customer base.
[bookmark: _Toc109495756]IDIC model 

The IDIC model was developed in 1995 by the Papers and Rogers group for implementing customer relationship management in various situations (Fabio, 2014). Urbanskiene (2008) opined the view that, IDIC model helps the company to assess the preference of the customer and their value to the business. In the IDIC model there are 4 steps which a company should follow to build a closer relationship with their customers.
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Identify customers
The relationships can be possible with the individuals, not with the population or market. To implement the IDIC model the first task is to identify individuals. According to the company’s product and service who are their targeted customers. Many of the companies don’t have the identity of their customers. Which becomes a barrier for them to make a relationship with their customers. Identifying the customers is indeed a difficult part but it plays a crucial part in CRM process (Chaudhry, 2007). This identification system is essential for the companies because it also helps to gather various information resources so that company can include customers preferences to their business. This system not only helps the business in tagging the specific customers also it identifies which product is sold. This customer code provides information about the customer choices and buying behavior. Kamakura (2005) holds that, every organization must recognize their customer when they come back physically, by phone or internet. They need to know as much information possible about the customer like their preferences, habits, or other characteristics. For example, Mercedes Benz collects every necessary information of their potential customers and analyze their preferences. 
Differentiate Customers
For meeting the customer expectations, it is very crucial to differentiate customer base into need and value (Chawdhry, 2007). Differentiating customers helps the organization to develop the strategies to achieve their goals and customer satisfaction. Differentiating customers by the value helps to identify loyal customers. The opinion of the loyal customer helps to improve the product quality, increase the performance. Which lead the organization to revenue generation. Differentiating by need helps to strategies promotions. Customer needs reflects their behavior. This behavior helps the company to estimate the customers value.
Interact with customers
Interaction with the customer is an important process to understand the customer needs and preferences and how they relate to business product and services. Expertise should improve the effectiveness of their interaction with the consumers. The interaction based on the customers value and need gives a chance to get opinion, feedback and wants. Mercedes Benz sales and customer care executives always ready to discuss with their customers on the possible improvements they can do on their cars. This strategy helps them to make customer-oriented product.

Customize treatment 
After identifying, differentiating, and interacting with customers a clear idea can be drawn to develop new strategies and product customization. Ultimately the customers are the soul of the business. Without selling the products the companies cannot expand. According to Marolt (2015), to engage the customers in the ongoing relationship the company need to adopt their preference to satisfy the customers. By analyzing the customer preferences, they need to take customization to their products. Mercedes Benz introduced eco friendly cars in the market as the preference of their loyal customer base. Customize treatment make the customers satisfied and build a relationship with the organization.
The steps of IDIC model gathers the customers information and helps to develop strategies to improve the customer relationship management
[bookmark: _Toc109495757]CRM value chain model

Buttle (2001) stated that, CRM value chain is a high-level model that identifies the processes a company uses to develop a product or service for their customers. The main purpose of value chain model is to identify the company’s most valuable activities and improve the activities to get the competitive advantages (Lendel, 2009). This model evaluates all the stages and activities that is required to make relationship with the customers. CRM value chain model is a set of strategies that business needs to follow when developing their CRM strategies. CRM delivers value to the customer and creates relationship with them. An effective relationship with the customers can lead to customer retention, loyalty, and referrals to the new potential customers. 
According to Buttle (2001) The activities of value chain model divided into two parts: primary and support. The primary stage of CRM value chain model includes five processes. 
Customer portfolio analysis
In this process the company needs to analyze the customers to identify which customers create the most value for the company. This helps the company to understand their customers needs and expectations to improve their product and services. The BMW follow these approaches to analyze their customer portfolio. 

Customer intimacy 
In this step the company needs to engage with the customers to build a real database of customers information (Nemati, 2022). To know the targeted customers and give them more value than the competitors would, the company requires information. The company collects this information through every touch points. This information of the customers helps the company to better understand them and provide the best services. 
Network development
A business network includes all people involved with the business. Those are partners, investors, suppliers, customer service etc. In this step the company analyze the customer data and inform the processes to each level of the business network (Nemati, 2022). So that they can work togethers to meet the customer satisfaction. BMW focuses on network developing to get the best output. 
Value proposition development 
Once the company has learned about their targeted customers and made decisions what they will serve now they can create sources of values of their customers. By having the customer information on hand, the companies can create value for their targeted customers. This can be done by providing offers or experiences which will meet the customer preferences and expectations. The company can shift the focus from the product to the service and technically reduce the process cost to provide more value to the customers. For example, the BMW company offers their customers free services and discounts on their new purchases.

Relationship management 
The last stage of value chain model is relationship management. To manage the relationship between customer and the company the company needs to look both the company structure and the processes. The structure will focus on the ways to manage the relationship with the customer. The processes require involvement to the retention, acquisition and lastly the development of the customer.

Support stages
To implement the strategic processes of the primary stage effectively there are five supporting conditions. Supporting conditions are as follows:

Leadership and culture
The leadership and the culture of a business determines the business goals. If the leadership considers CRM as an important part, then it will provide directions to implement the customer relationship. 
Procurement processes
The business process is to set the task and work together to produce a particular goods or service. The product may be required according to the customers preference. This process also includes customer support, technical support which helps to develop customer relationship.

HRM management 
The people of the business interact with the customers. The way of their interaction is an important part of CRM. The marketing staffs, customer support staffs, delivery and logistics staffs directly interacts with the customers. It is essential for company to train them so that they can do the interactions in a positive way. They also need to know how they will deal with all kinds of situations. 
Data management
The CRM totally depends on the data and information. CRM requires high quality data. Customer information is required to determine the strategies and implement the CRM. In the primary stages the data requirement for CRM are determined. 

Organization design
 According to Acharyulu (2015) The organization design defines how activities such as task implementation, coordination and supervision will be directed to achieve the organizational goals. If the management is inclined toward CRM, then the necessary directions will be given to the employees to implement customer relationship. 
CRM value chain model can assist an automobile organization to improve its customer relationship management. Because the four stages of these model evaluate the customers behavior and needs and provides solution according to the customer preference which creates a positive brand image

[bookmark: _Toc109495758]Conclusion

The customer relationship management is a particularly important tool for the organizations to build relationships with the customers. The customer experience themes help business to assist the customers and create a good brand image among them. This also helps to collect the information about the customers’ expectations and preference. The CRM models analyzes the customers behavior and expectations and provides framework. Organizations can follow that to retain and acquire customers. 
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