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1. [bookmark: _Toc110452190]Introduction  
Samsung is a mobile phone company, and the products of this company are high quality. People really like to use phones from this brand and here in this project, it is going to be discussed how customers are liking this company and the experience of the customers about this brand. The Samsung Company has headquarters in South Korea. However, the company also has an office in Chertsey, Surrey United Kingdom (Samsung, 2022). They would expand their business outside the country. Already they have a lot of outlets outside the country. They should focus on the customers more and strategies on how to solve the issues of the customers in a faster way and here are some theories that they can follow to build a customer and company relationship for a long time. 
In this report, is also going to be discussed the quality of the product because these days customers want high-quality long-lasting products that can make their life easier. The report will outline the customer's experience about the company Samsung, is also going to be discussed and the issues that the customers are facing while using Samsung mobile phones. There are a lot of issues that this company is facing right now to solve the problems of the customers so the Managing Team should arrange surveys for the detailed information about the customers and try to solve their issues as soon as possible to get more profit and include new technologies to their mobile phones.
[bookmark: _Toc110452191]2. Investigation and Impact of Current themes of Mobile Smartphone Company
(a.)     Discuss the following themes with reference to the organisational context:  
i. Customer Touchpoints 
Firstly, Samsung can identify the customer touchpoints for stopping customer touchpoints means any direct or indirect contact that the customer has with the company. It can also be relatable to total customer experience which establishes a healthy relationship with the customers and competitors (Chatzopoulos and Weber, 2018). This can happen within and outside of a company's control and can happen before or after purchasing any product from the company. As opined by Aichner and Gruber (2017), when customers play a vital role in touch points the company can improve the experience of the customer by understanding the customer touch point. For that, the company can take interviews or arrange surveys for the customers to know about their pre-purchase and post-purchase experiences. According to this company, this is a mobile company for every customer. Before purchasing they do their own research about which mobile phone is good and which mobile phone is not and after buying mobile phones from the company, customers always tell their expectations with the product that they got. 
The employees of the company Samsung should track the Expectations of the customer and also the post-experience after buying their mobile phones from the customers so that next time they can improve their product and make customers' life easier. 
The touch points by Samsung before the service includes social media which can help Samsung in reaching a wide range of customers. It also includes the advertisement made by Samsung which reaches the customer and falls under brand control (Roggeveen et al., 2021). Digital marketing contents and company events also fall in the category where Samsung represents advertisements of digital marketing content and discussing about sales and marketing strategy. Touchpoints provided by Samsung include customers visiting the store which falls under customer control. During the visit, conversations with the representatives of Samsung take place along with showing the product catalogue to the customers along with asking for product reviews during the purchase (Batra, 2017).
Finally, when the purchase has been made, thank you letters, product feedback surveys, and cross-selling emails are given out by Samsung along with billing action which has a direct influence on the decision of the customer to make the purchase (Tounekti et al., 2019). Touchpoints during customer service include customers lodging a complaint regarding the brand due to an unsatisfactory product on Samsung does not have control of either of the parties. Customer loyalty programs also involve customer service which includes Samsung users earning reward points by making purchases of various products (Ruiz et al., 2020).
Hence, it proves to be a lot more beneficial in enhancing the customer’s experience in an evaluation of subjective preferences (Sheridan, 2017). As opined by PryHitt et al. (2004), strategic management refers to the process of setting goals and procedures to improve the competitiveness of the organisation. Any company or brand can be easily challenged by customer touchpoints for example after buying a product from the company the customer can tell his neighbour about their services and if they got was service from that store then they will share about the poor service experience with that neighbour and this negative feedback will decrease the amount of customer that the company can have. There are three reasons for the importance of consumer touchpoints and those are:
· Consumer touchpoints are the most important and deciding factors for the consumers to become loyal customers of a particular company and if the company can gain the trust of the consumer, then the relationship between the consumer and the company becomes long-lasting and the company gets a profit out of it.
· Customer touchpoints sometimes are helpful for marketers and product developers because the company doesn’t need to create just one path and miss out on consumers who may not interact with every touchpoint.
· Customer touchpoints also help the company to measure and track the progress that they are having and also apps to make several assets and create new touchpoints. It also refines the strategy for greater success.
The company Samsung has created a huge customer group that only buys their products and trusts this company. This company has already built that community but now they need to work on their innovativeness, product shelf life, security, and service. They need to listen to the customers’ issues and try to solve them fast. Because their servicing is not as good and fast as other companies (Miremadi and Ghanadiof, 2021).
 ii. 	Customer Experience and Brand Experience 
Brand experiences of worldwide thinking or perception of the world at large, whether they are the customers of the company or not, but they have about your company and its products. A successful and well-profitable brand experience never comes to a head when the sale is concluded. A successful brand experiences a successful online and offline interaction with its clients and also the company considers the brand's position against all the competitors and the company always focuses on the big future oral impact that the brand can have on the world.  
One of the biggest examples is of Samsung in customer experience is the openness and transparency where the customers get a better experience by keeping faith upon the organisation (Dwivedi et al., 2021). Here Samsung has been successful in creation of a positive image by providing various customer rewards and other discounts thereby improving the overall customer experience. Another one is providing a personalised experience in enhancing the overall design of the product. According to Kranzbühler et al. (2018), a brand is very crucial in setting high levels of expectations in order to enhance the overall customer experience by improving the reputation of the company as a whole. In Samsung, the phrase “design better” is more reliable since brand management is heavily followed in the company which gathers more customer satisfaction for the products (Chudnovska, 2020).
An example of Samsung’s Brand Experience can also be taken into consideration which is largely based on its brand management processes. Samsung has a consistent policy of aligning all its activities with the brand strategy (Lau et al., 2018). It includes Samsung Display Solutions providing the service of digital canvas for retailers in order to create an immersive experience. Brand experience always starts with the increased creation of awareness and acquisition of the customers, but Samsung always stays with their customers whenever they need the help of the company and the company always keeps the data of the Purchase experience to the product and also the user experience and through these, Samsung can get to know about the loyalty of the customers for the brand. The customer experience of this company is very good, but their servicing is not on point. So, after analysing the data and listening to the customers Samsung should work on it, and then only their customers will become loyal customers of this company (Petrović,2020, pp.40-47).
(b.) Discuss CRM policies of a Mobile phone company and how it impacts customers 
CRM means customer relationship management. Customer relationship enhances with the help of the strategy and the company also gets more profit than previous. This strategy helps the company to reduce the production cost which helps to gain more revenue. This helps organizations to gain data in a simpler way so they can communicate with customers and solve their issues. Mobile customer relationship management helps to increase the cell and also helps the customer service team to handle the information in real-time. This strategy is used to gather customers' interactions and try to improve the customer experiences and solve their problems and make them satisfied. This helps the company to increase customer retention and also helps to increase sales. It has many benefits and those are:
· Better customer service- the CRM software uses credit to improve the business-customer relationship. CRM helps to gather all the contacts and boarding customers' information such as purchase records and previous messages across all channels and makes it very easy for the people who need all the information at a time. This helps the company to know about the customer and their problems and also helps to provide a better customer experience which tends to increase customer satisfaction (Chou, 2019, pp.17-36)
· Improved customer retention- once the company converts lead it is very important for retaining them as a customer to promote their loyalty to the customers. Sometimes the increased rate of customer turnover can also have many negative effects on the company such as decreasing revenue and distracted cash flow.
· Detailed Analytics- this CRM software has already built analytical abilities to contextualize data.
· Higher productivity and efficiency- this software helps in marketing automation Technology and helps the employees to save their time and they can get time for creating new ideas and satisfy the customers. It also makes sure that no tasks slip through the cracks that often happen to the employees.
· Centralized database of information - CRM also gives the opportunity to centralize the database with detailed information about customers and it is easily accessed by the employees of the company.
· Managed Communication- after analysing the customer's statement and their problems through CRM the employees of the company will be able to take action faster and can satisfy the customer easily. This helps to manage the communication between customers and the company and thus the customers will start trusting the company and purchase their products again and again.
· Improve customer segmentation- Improving customer segmentation is another important part of CRM because the software can sort contacts by location, gender, age, buyer stage, and more.
· More accurate sales forecasting- this helps channel the past performance and helps the managers to make innovative strategies for the future.
· Automated sales reports- this CRM software helps to make a list of sales reports, and this helps the employees to understand how much sales they have, and they can calculate the profit margin easily with the help of CRM (Rahimian, et al,2020, pp523-547).
With the help of CRM, this Samsung Company can get to know about the Complaints that the customers are doing against the company products and the employees of this company will get to know where they are lacking to satisfy the customers. After analysing all the Complaints and after discussing the problems of the customers the managers of this company can make proper strategies to handle these issues and the main focus of this company can become the satisfaction of the customers through this CRM. Thus, the problem of the customers can be solved easily, and customers can get proper solutions to their problems.      
[bookmark: _Toc110452192]3. A critical discussion of two quality models in improving customer relationship management.
a. First discuss what quality is and its components.
Quality is a very important thing in any business because this quality -management helps the organisation to be consistent about the product and its services. According to Pryor et al. (1998), strategic quality management refers to the views being placed on the overall performance of the firm. As stated by Boarim and Cavalcanti da Rocha (2020), it has 4 main components and those are quality control, quality improvement, quality planning, and quality assurance. Not only the product or the quality of service but also so it is focused on the goals that should be achieved by the company. Quality depends on the customers because the quality management team is bound to pay the customer's demand to satisfy the customer.
1. Quality planning - According to Gandara et al. (2019), identification of customers, determining customer needs, developing service/product features that respond to customer needs, establishing quality goals that meet the needs of customers and suppliers and do so at a minimum combined cost, develop a process that can produce the needed service/product features and prove that the process can meet the quality goals under operating conditions.
2. Quality control- this includes inspection testing and quality measurement, examining whether the product is fit for purchase and meets stakeholders' expectations or not.
3. Quality improvement- this helps to have opportunities to improve the Management process continuously during any project and the company should continuously improve their product quality to meet the expectation of the customers and satisfy those using new technologies so that their sales can be increased, and they can have a greater profit.
b. Critically analyse two quality models/theories (from this module) that may assist in improving the customer relationship management (CRM) of an organization.
 The goal of any company, especially smartphone companies like Samsung, is to generate profit through satisfying the customers or giving proper service to their customers. CRM focuses on significant customers by capitalizing on the most consistent and valuable customer segments for long-term profit and to beat the competitiveness. There are some different CRM models to understand this CRM briefly. Those are Deming’s Cycle and Juran’s Quality trilogy.
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Figure 1: Deming’s Cycle of Plan, Do, Check and Act
(Source: Nyugen et al., 2020)
Deming’s Cycle
 According to Isniah et al. (2020), Deming’s Cycle consists of 4 stages namely Plan, Do, Study and Act. As opined by Nguyen et al. (2020), the plan stage helps in an understanding of what the company is willing to achieve. The benefits of the given stage. The benefits which the given stage can provide to Samsung are greater efficiency and competitive advantage which can be beneficial for Samsung in improving the overall experience of the customers. On the contrary, Aij and Rapsaniotis (2017) pointed out the limitations of the planning stage where it requires all the staff during the process. From Samsung’s viewpoint, they need to shift their corporate culture in order to enhance their customer’s overall experience. As opined by Isniah et al. (2020), the do stage involves testing out the change by arranging a small-scale study. The given advantage it provides involves helping the team in testing various possible solutions in a controlled environment. Samsung can gain an advantage here by systematically testing the needs and preferences of the customers to ensure a hefty customer relationship. On the contrary, Leis and Shojania (2017) pointed out the limitations of the PDCA cycle which involves a slower process that breaks into smaller steps thereby not being able to deal with urgent problems. It can be an issue for Samsung since urgent problems arising in CRM cannot be dealt with on the spot. 
Nyugen et al. (2020) pointed out the third step which is the check stage. The check stage involves the reviewing and analysis of the results based on the learning outcomes. The benefit it provides involves breaking the analysis into different steps to make gradual improvements. It is crucial for Samsung in making improvements on their weaknesses to enhance their CRM techniques. The final stage stated by Strotmann et al. (2017) involves the act stage where actions are taken based on the steps of planning. The limitations include changes that need to be planned over longer periods which can hamper Samsung’s CRM techniques due to immediate customer requirements.
 Juran’s Quality Trilogy
[image: ]
Figure 2: Juran’s Quality Trilogy
(Source: Juran, 1995)
According to Juran (1995), Juran’s Quality Trilogy involves three steps for ensuring the quality. The three steps are quality planning, quality control and quality improvement. Quality planning involves quality by design procedure which helps in the innovation of the processes including controlling. The benefits of the given theory are crucial in reducing the poor quality costs by making improvements in the quality of planning. It can be used by Samsung in reducing their excess costs and focusing more on the efficiency of their production. On the contrary, Worlu and Obi (2019) pointed out the limitations of Juran’s Quality trilogy which involves requirement of the proper personnel in knowing the statistical process of the given program. 
According to Neyestani (2017), Quality improvement refers to the Lean Six Sigma process of choosing and establishing measures that are beneficial in providing improvements in all aspects of the company. Samsung can undertake a very crucial advantage in the implementation of the step in order to enhance its customer experience by bringing improvements in their quality approach. On the contrary, De Feo (2017) pointed out the limitations of the Quality improvement step which does not give enough success rate for companies with strict policies. It can hamper the CRM techniques of Samsung if the management does not bring any flexibility in its rules and procedures.
Juran (1995) also pointed out the final step of the quality trilogy which involves quality control such as process control and regulation. The benefits of quality control involve being more efficient and providing more consistency in the control. It can dramatically impact the CRM management of Samsung which can help them in the evaluation of the quality of its products and services However, on the contrary, Chenggong et al (2020) pointed out the limitations of Quality control which involves hampering the profitability of the company. It can dent the CRM measures of Samsung due to inaccurate measures ruining the customer experience based on the products and services.
According to Dou et al. (2019), Samsung Company should follow the strategies and these theories to build good communication with the customers and make the customer relationship longer.  The Samsung Company should include new technologies into their mobile phones, and not only should mobile phones launch new other technical products that will make customers' life easier like Apple does. The shelf life of the mobile phone of the company Samsung is very less so they should work on this part of their product, and they should increase their warranty periods also for the segmented valuable customers so that customers can spread good opinions about this company all over the country and the company Samsung can get more profit and can attract more customers faster.
[bookmark: _Toc110452193]4.     Conclusions
Through the project, one can easily be able to understand the importance of customers and their experiences for a company to grow. There are many theories and analysis strategies to attract customers and make them loyal customers of the company. Samsung should apply all the strategies and analyse the theories to attract the customers more than to satisfy the customers so that they can have the benefits of the customer's touchpoints. The company Samsung will launch their new high-tech products like their smartphones and other gadgets so that they can make people's life easier, and they should increase the shelf life of their products so that the customers can become loyal and the relationship between customers and the company become long-lasting. The theories of PDCA implemented by Deming and Juran’s Quality Trilogy have provided a critical outlook of the CRM management in Samsung which can gain benefits and outline the issues to be worked upon to improve customer experience. The company Samsung can increase the security system of their mobile phone like other companies which will help the customers also to feel secure while using the Samsung mobile phones.
[bookmark: _Toc110452194]5.     Recommendations
There are a lot of recommendations that the company can include or exclude from their strategies to become more successful and attract customers and become a trustworthy company. Those are: 
1. Samsung should recruit more employees who will attain all the calls of their service center to know the problems of the customers and those employees should be soft-spoken and patient enough to handle every customer properly without making them feel ignored. And they should make a data list where the customers are facing more problems and use CRM software to sort the list of customers and convey their issues to a higher authority. 
2. This company should work hard to make a brand value like Google and that will help them to gain a lot of customers all over the world. 
3. The company should observe the customer experience and interact with the customers frequently so that they can get to know their needs. They can also open new service centers and branches all over the world so that everybody can have the access to connect with the service centers physically and online also.
4. According to de Oliveira Santini, Ladeira, Sampaio, and Pinto, (2018), they can launch multi-purpose mobile phones and cancel those phones at a very affordable price so that people can get those and make their lives easier.
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