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Introduction.

In this Report I have researched the Company BMW. 
I was intrigued on how their Customer Relationship Management, deal with their customers are they professional enough and how do they maintain their customer service skills after-sale customers, what sort of technology they use is this up-to-date technology, how can the customers get in touch with BMW and what sort out customer service is available.
I was very impressed on how BMW and how their CRM deal with their customers and their service with total professional manner with all up to date technologies on offer, I particularly was impressed with their Mobi App available for their customers, keeping their data all up to date with impeccable service throughout.
But like any other organisations BMW do have their faults and complaints by existing customers and by customers that will not be using BMW again after some bad experiences.










1 - The Automobile company I have chosen is BMW.

BMW needs to own its customer experience from start the finish, the past few years now BMW have wrestled with many questions, what is it like to be a luxury car manufacturer, with rapidly, and increasing customer expectation, what makes the customer happy, and to keep the customer happy with BMW. (Manfred Grunert et al.)2019
As BMW are continuously building digital products with their cars and building outside the car as a channel and their touch points at the same time. They have an APP, a personal assistant, with that they are able you create user profile to their sales team. Today virtually most car manufacturers can talk directly to the customers separately because the customer belongs to that dealership. This helps with any queries after sales financial services and any queries that the dealership can help with. With this APP it gives a personal touch to their customers, also this can deal with any problems promptly and in a professional manner. (Liebl,et el )2007
If BMW want to own the customer through, this means the dealership must change, meaning they will have to grow in a different role over time, maybe sharing data with other dealer, so a “larger piece of the cake would be better than a smaller slice of the cake.” Customers would have to start coming to dealership for their service needs, so that BMW company are not cutting the customers out. (Smyrnov et al.)2019.
By doing this BMW can own a larger part of the relationship with the customer and dealer who represents BMW, whether that’s taking a customer for a test drive or taking a delivery of a car., I think the next step for BMW in this journey would feature an interactive personal assistant in the car, that knows about the customer. BMW have hinted that this will learn for in the future. (Cunningham2002)
The statistics that BMW work on a data consumer satisfaction, vehicles in the United States from 2006 – 20121, BMW scored a recorded score of 81 in 2021 and a 3.8 percent increase compared to previous years. BMW prioritize quality across its value chain to ensure the German car maker maintain and improves it customers satisfaction, it aims to achieve this by implementing excellent quality management in research and production, supply chain and its after sale service to ensure all customers are satisfied with their service. (Freemantle)1993.










2 – BMW Customer Service Interview by Sonia Rafi.


Sonia Rafi iinterviewed Oliver Moebs, head of BMW sales channel development, and CRM. They talk about how BMW focus on their CRM expectations, He discussed how the innovative technologies that are implemented across all aspects of their operations, cars and services so that they able to provide an absolute retail experience for their customers. Oliver also high lights BMW’S commitment and their dedication towards their customers by their “Product Genius Programme”. Which is a non-sale approach this is aimed at assisting the customer and is based on upon their preferences and their requirements. This is an enhanced experience to all touch points from their purchases to ownerships, which shows any quality and performance.
Our customers are at the heart of BMW, we continuously look for ways to exceed their expectations whether that is our products, technology, or retail services. We have developed a future retail strategy which has three core objectives, first one is to increase the number of possible contact points with customers, the second one is to increase benefits and services and our retail channel, and thirdly to enhance retail to all touch points with their interactive portal, which they have not long introduced to BMW Mobi.
Our customer service starts at the showroom, with their very own interactive portal they are able for customers to look at their websites on their devices, or desktops to cater for a growing number of people using today’s technology so they can access information. This is available with two languages which is English and Arabic, with just a couple of clicks you are able to get a 360 view of any of our BMW vehicles and choose a colour you require, By using our App Mobi this enable the customer to custom any make or model required, also for the customer to ask any questions they need answering, then research a vehicle that suite them then the fun begins!Freemantle,(1993)
Our customers journey continues to the showroom with its open floor plans, large screens and one to one interaction, so that we can sit next to our customers with a more personal manner. (Jouret)2019




3 - BMW Middle East Region.

The Middle East region customers have more of a preference, so usually buy more top of the range premium models and wanting to buy something more unique. As a result, our importers are receiving a lot of interest of personalizing their vehicles which is where BMW Individual come in to play, they offer a wide range of exclusive material, paints, and interior trim options, as a pioneering company BMW launch new cars, technologies are all top priority, however offering all their customers good top quality customer service is equally very important. BMW believe that retail experience will change dramatically over the next few years which will result in future retail strategy, this will be implemented on a more international level.
BMW’S role to support customers in depth with their product knowledge to the customer’s needs, also being able to use Mobi App this is equipped with the best state of the art information on a tablet, mobile phone which also you can watch our visual video films.
Quality customer service is essential to meet and exceed in their highest expectations of their customers here and in the Middle East, so that they can keep a perfect balance between the two to succeed, therefore they run an impeccable customer service.


4 - Customer Relationship Management Of BMW.

CRM is an essential means it is the active business lives, to impress all customers with its individuality as a service. CRM of BMW in the UK, all depends on the motivation of their CRM system, by using this system they can overcome any impacts by improving it, CRM. This shows any risks of decreasing sales, and any relaxed profits, leading to any BMW in the UK but also all over the world, this helps with any competitive and complex situations. (Pepper)2015.
CRM is a wide rapping preaches in any modern business that they can gather new customers and maintain them successfully. CRM OF BMW in the UK are aimed to investigate any implications and draw any conclusions which help support CRM, this helps them with any reviews regarding CRM. The aim of this is that you can explore any implications of CRM within BMW setting a service and developing case, CRM are responsible for exploring and making new ways their service and their development new ways that they are able to remain customer focused, and addressing any requirements needed. (Roberts-Lambert-Tait2018)
The decision making of CRM evaluate any appropriate factors in BMW and to expand any existing services.BMW-comp (2020)







5 – BMW Six Factors.

BMW work withing six major categories, they have factors and motivations they have explored and assessed with their organisation this works brilliantly for them. This helps with their customer relationship management. I will be explaining al these six factors, and maybe it could work for other organisations with their CRM.

Problem Statement.
BMW organisation studies in a wide range among any underlying problems of their organisation, hypothetical principles and agendas for any research raising questions and any limitations any scope of study used to present and dissertation. By doing this, this enables them to keep an up to date on any problem that occur and rectify them as soon as they appear, this also helps them to keep an eye on the role.

Literature Review.
This part of the dissertation launches with an indication of CRM and any kind of motivation theories this works more of an up-to-date literature, using modern theories of any accomplishment and framework of CRM, sustaining existing customers, it also means customer loyalty, by helping research any knowledge in the field of the CRM.

Research Method.
This episode explains on how BMW explain on how they research, and how it is collected they describe position and population, data assembly and data analysis, also any explanation that gives their study any conclusions that need to be addressed for the future.
Research questions in the future.
· How does BMW conduct their CRM?
· How effective is BMW’s CRM communicating with their new customers?
· What is BMW’s position in terms or CRM compared to there 
rivals/companies.
Objectives and Questions –
 There is main objective of this is to study the entire CRM of BMW.
This will provide a framework for the CRM.  This paper will ensure CRM by looking at any customer service issues, also providing any loyalty rewards.
Finally, to consider CRM of BMW competitors and how they can compare to BMW’s CRM with any other UK automobile companies, this is used to make sure CRM are doing their work correctly in a professional manner, and ensuring any implication are dealt with. (Peelan-Beltman2013).




Discussion Method.
This selection of work of the study is when CRM of BMW analyse all summaries and process all the information with a business proposal, this gives CRM guidelines for sensible outcomes. (Trost,2013)
The Final Step.
This final step of the six steps constructs any key recommendations, this develops any quality analysis of data and promotes any conclusions, also any implications.

6 - Literature Review.

Framework of CRM, (Baran et el) 2009), (Belch & Belch),2009. “Pointed out that under the present challenge business background signifies of customer relationship management has been growing with new ideas rather than the traditional CRM, the new CRM raises more promotional activities. Customers know how to increase any profit by overcoming any risks. CRM now generated definition maximising customers values, integrating proper management of customers knowledge and long-term relationship with them.”

Buttle argues that “CRM has facilitated the business world by improved data management, huge data gatherings in a single data by using innovative software” (Buttle)2008.

Greenberg also mentions “that with the perception customers relationship for a period his life span value, value for money has gone forward distinguishing the profit from entire market segments, where they served. Furthermore, loyalty markets are paying attention to current customers and improving retained customers would reduce costs”. (Greenberg)2009.

Buttle, explained “that a lifetime value customers would be calculated by determining the generated revenue flow for a span on time, total of expenses to gather all customers of period, to be subtracted from generated revenue” (Buttle)2009 
Basically, multiplying the result and apply a discounted rate based upon gross profit and present, and value the customers with this process and apply any discounts for several years.










Conclusion. 

BMW.

As a company, I thought that there CRM was 100 percent very professional in every aspect that they use. The Mobi App is such brilliant technology, this help the customers to be able to look at everything BMW has to offer also and leaves a very professional service, by using the Mobi App the BMW are able  to offer such a service this not  just for CRM this technology this helps keep an eye on there customers in such a vast way, sales, customer after care but by using this technology the customer is also able to see what model what colour they require.
BMW operate a sophisticated customer relationship Management programme captured from multiple programmes, including dealerships, online call centres a via there new Mobi App.
BMW are always keen to improve the overall data with the aims of maintaining customer data to manage loyalty programmes more efficiently, improve the effectiveness of marketing campaigns reducing returned mail.
BMW are continuing to update all technology needed to keep all there CRM up to date with all their customers.
This can also help the customer contact BMW online contact forms provide an experience that compliments BMW’s reputation for their excellent customer services.



Researching BMW there was a few poor experiences, as any organisations you must take the good with the bad, there was only a couple of bad reports regarding this organisation. There was one of the poor reviews stating that they have been a long-standing customer or BMW with their third vehicle in the past 15 years, they had their vehicle booked in for some maintenance work, during that maintenance they were advised that the car needed more replacements on the vehicle, which they decided to take it upon themselves to do independently. The customer tried to call several BMW garages but found that the service advisors wasn’t calling the customer. (Totally unprofessional). He also says that their call centre was not up to their high professional standards, as they just wouldn’t give him the advice he was asking for and carries on saying a total waste of time!!
BMW “fails customer service”.

Another customer had arrived at 10am booking for a service and she was still waiting 7 hours later for an answer she didn’t feel like a valued customer, and she left the dealership with the same problem, she carries on saying that the customer service was non-existent! the car still needs repairing. There’s another customer stating that he tried to speak to the senior customer service manager, which BMW but the advisor said that there was not a senior advisor, is it that difficult to speak to an advisor to help a customer with there problem or advise them whom to talk to about it. He states that he would never buy another car off BMW again as they couldn’t be bothered to help you after you have bought a car, he carries on saying once they have taken your money, they cannot be bothered supporting you thereafter.
“After sales customer service does not exist”.
He couldn’t be bothered to constantly repeat himself; he blames it on the high volume of calls possibly all the poor customers are wasting their time calling the customer service, and the branch didn’t want to help him either.

This saddens me thinking that BMW who do have an impeccable organisation that these complaints are quite minor, if there is supposed to be a good customer service call centre then why are they not that bothered to help with the customers need’s, there not even big complaint’s the customers are just  annoyed that they are not being honest with them there not giving the customer any professional help as is said by the organisation when buying a vehicle something so little by not communicating and not helping your after care customer leads to much higher consequences like losing remaining customers and the customers leaving bad reports on BMW.
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