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I. Introduction
II. Body
III. ASM 1
A. [bookmark: _Toc223452198]Analysis of Customer Characteristics
Industry Sector and Core Products
CellphoneS operates in the retail sector for technology devices, with a core product portfolio that includes smartphones, tablets, laptops, technology accessories, and consumer electronics. Among these, smartphones and laptops constitute the two flagship product categories, serving as central elements in the company's business strategy and brand positioning. In addition, CellphoneS has developed a complementary service ecosystem, including extended warranties, trade‑in programs, installment financing, and technical support, aimed at enhancing value for customers. The enterprise has expanded to several hundred retail outlets and established strategic partnerships with major brands such as Samsung, Apple, Xiaomi, and OPPO, attributable to its competitive pricing strategy and integrated service offerings. (SHIRO, 2022)
Target Customer Segments
CellphoneS concentrates on the segment of young, technologically literate consumers who play a formative role in shaping consumption trends in the market. This cohort exhibits rapid information uptake, high responsiveness to novel technological products, and frequent participation in digital media platforms. They function not only as direct purchasers but also as catalysts for broader purchasing behaviors through reviews, experience-sharing, and online interactions. From a demographic perspective, this segment predominantly comprises students and young professionals aged approximately 18 to 35, with middle to upper-middle income levels and a willingness to pay for genuine branded technology products at competitive prices. From a psychographic standpoint, they prioritize experiential attributes, transparency, brand credibility, and after-sales service. Their purchasing behavior is typically characterized by thorough information search, online price comparison, and a preference for retailers with robust online communication capabilities. The strategic focus on a young, tech-savvy segment indicates CellphoneS’s positioning toward cultivating a dynamic, contemporary brand image distinct from traditional retailers. Concurrently, the firm invests in its retail network and digital communication platforms to optimize an omnichannel experience, thereby enhancing customer engagement and loyalty within a highly competitive consumer electronics retail environment. (Thom, 2023)
Strategic Alignment: Customer Needs and Value Propositions
Customers of CellphoneS exhibit representative needs that reflect consumption trends in retail markets for technology devices in Vietnam. These needs pertain not only to products but also to service policies, pricing, and purchase confidence. Firstly, economic considerations—cost control and flexible payment options—have become increasingly pronounced amid a context of market volatility. Observations from market descriptions indicate that Vietnamese consumers tend to rationalize spending and seek value-oriented options, including pre-owned products and flexible installment plans to alleviate financial burden. This dynamic prompts retailers such as CellphoneS to implement a diverse range of promotional programs and form financial partnerships to stimulate purchasing power (Vinh, 2023). Third, psychological needs — trust and peace of mind when purchasing genuine products are an important factor. CellphoneS is committed to selling genuine products with warranty and after-sales support; this helps customers minimize risks associated with expensive electronic products and creates a sense of security in their spending decisions. Finally, customers today also want a seamless experience between online and in-person channels, as they often consult product information on the website before visiting a store. CellphoneS's expansion into diverse sales channels reflects this response, making the shopping experience more convenient for customers in both online and offline environments (Janh, 2023).
The value that CellphoneS brings to customers can be analyzed from the integrated perspectives of functional, economic, and relational value. First, the company provides genuine technology products with transparent information about origin, warranty policies, and after-sales services, thereby reducing perceived risk for consumers during the purchase decision-making process. In addition, implementing flexible installment programs and trade-in offers helps increase product accessibility for middle-income customers, thereby creating practical economic value. Against the backdrop of the Vietnamese smartphone market maintaining a significant revenue size and steady demand for device upgrades, these factors help the company strengthen its competitive position. Therefore, it can be affirmed that the core value the organization delivers is not limited to tangible products but is also reflected in assurances of quality, financial flexibility, and a reliable service experience, creating a foundation for long-term relationships with customers (CellPhoneS).
B. [bookmark: _Toc223452199]Decision making process
The cognitive decision-making model conceptualizes consumers as rational individuals who approach purchasing situations through a structured and sequential reasoning process. Rather than acting spontaneously, they evaluate problems, gather relevant information, and assess alternatives in order to arrive at a choice that maximizes satisfaction. This framework is especially significant within the banking sector, where financial services are typically classified as high-involvement products. Such offerings involve substantial monetary commitment and potential risk, thereby requiring deliberate analysis and careful consideration before a final decision is made.
Detailed Analysis of the Five Stages of Consumer Decision-Making
Step 1: Recognition of Need
The process begins when consumers identify a discrepancy between their current technological condition and their desired level of functionality or performance. This recognition may arise when an existing device becomes outdated, experiences technical issues, or fails to meet evolving professional and lifestyle demands. Additionally, exposure to new product launches and promotional campaigns can stimulate aspirational needs, even if the current device remains operational. In the case of CellphoneS, marketing communications, seasonal discounts, and the introduction of newly released products function as external stimuli that trigger awareness and motivate customers to consider upgrading their devices (Schiffman & Wisenblit, 2019).
Step 2: Information Search
Once the need has been acknowledged, consumers actively seek information to reduce uncertainty and minimize perceived risk. Given the relatively high price of electronic products, buyers often conduct extensive research prior to purchase. This may involve recalling previous experiences (internal search) as well as consulting external sources such as online reviews, social media discussions, and product comparison websites. CellphoneS supports this stage by offering transparent information regarding product specifications, pricing, warranty policies, and installment options on its digital platforms. The availability of detailed and accessible information facilitates rational evaluation and strengthens consumer confidence (Schiffman & Wisenblit, 2019)
Step 3: Evaluation of Alternatives
During the evaluation phase, consumers compare brands and retailers using criteria aligned with personal priorities such as price competitiveness, authenticity, service quality, and brand reputation (Kotler & Keller, 2016). Consumers typically narrow their options into a limited “consideration set,” selecting the alternative that delivers the highest perceived value. In Vietnam’s competitive electronics market, CellphoneS differentiates itself through official product distribution, trade-in programs, installment financing, and consistent after-sales support. These value-enhancing strategies increase the likelihood that the brand remains within the consumer’s preferred choice set.
Step 4: Purchase Decision
After evaluating alternatives, the consumer selects the option that best satisfies both functional and financial requirements. In technology retail, the final decision is influenced not only by product attributes but also by transaction convenience and retailer reliability. CellphoneS enhances the purchase stage through integrated online and offline channels, streamlined checkout processes, and responsive customer service. By reducing procedural complexity and offering financial flexibility, the company minimizes cognitive dissonance and reinforces the consumer’s confidence in their choice (Schiffman & Wisenblit, 2019).
Step 5: Post-Purchase Evaluation
The final stage occurs after the transaction, when consumers assess whether the product and service performance meet their initial expectations. Satisfaction can result in repeat purchases, positive word-of-mouth communication, and long-term brand loyalty. Conversely, dissatisfaction may lead to negative reviews and switching behavior. For CellphoneS, maintaining consistent product quality and honoring warranty commitments are essential in shaping favorable post-purchase perceptions. This stage serves as a feedback mechanism that influences future consumer decisions and the retailer’s long-term competitive position (Schiffman & Wisenblit, 2019).
The Consumer Decision-Making Process at CellphoneS ( viết lại áp dụng vào từng Step ở trên )
In the technology retail sector, consumer purchasing behavior is typically characterized by high involvement due to the significant financial value and perceived risk associated with electronic products. At CellphoneS, the consumer decision-making process can be analyzed through five interconnected stages.
The process begins with need recognition. Customers become aware of a discrepancy between their current device performance and their desired level of functionality. This may occur when a smartphone operates slowly, lacks sufficient storage, or no longer supports work and entertainment demands. In addition to functional needs, psychological factors such as exposure to new technological trends and marketing communications may stimulate the desire to upgrade. The second stage involves information search. Given the relatively high price of technology products, consumers actively gather information from various sources, including official websites, social media platforms, online reviews, and price comparison channels. At this stage, CellphoneS plays a crucial role by providing transparent information regarding product specifications, pricing, installment plans, and warranty policies. Such transparency reduces uncertainty and enhances consumer confidence. The third stage is the evaluation of alternatives. Consumers compare different product brands (e.g., Apple, Samsung, Xiaomi) as well as competing retailers. Key evaluation criteria often include price competitiveness, brand credibility, service quality, and additional promotional benefits. By positioning itself as an authorized retailer with clear after-sales policies and competitive offers, CellphoneS increases the likelihood of being included in the consumer’s consideration set. Following evaluation, consumers move to the purchase decision stage. At this point, convenience, payment flexibility, and the overall shopping experience may significantly influence the final choice. CellphoneS enhances this stage through an integrated omnichannel approach, combining online and in-store purchasing options, streamlined checkout procedures, and multiple payment methods. These elements help reduce hesitation and strengthen purchase commitment. The final stage is post-purchase evaluation. After using the product, customers assess whether its actual performance meets their initial expectations. If satisfaction is achieved, they are more likely to repurchase and recommend the retailer to others. Conversely, dissatisfaction may result in negative feedback or brand switching. Therefore, effective warranty services and responsive customer support are essential for maintaining long-term customer loyalty.
C. Map to purchase and understand decision makeing process
In modern marketing, understanding customers' purchase decision-making processes serves as a foundation for developing effective strategies. According to (Kotler & Keller, 2016), consumer buying behavior is a process comprising multiple interconnected stages, from need recognition to post-purchase evaluation. The three-stage model consisting of pre-purchase, purchase, and post-purchase fully reflects the cognitive and behavioral transitions of customers. These three stages do not exist independently but are closely interrelated, in which post-purchase experiences directly influence perceptions and behaviors in subsequent purchases. Therefore, if a business fails to understand this entire process, its marketing activities will lack consistency and struggle to achieve optimal effectiveness.
During the pre-purchase stage, customers begin to recognize their needs and seek information to address their problems. According to (Kotler & Keller, 2016), consumers typically form a "consideration set" based on information sources such as advertisements, online reviews, and word-of-mouth. For CellphoneS, the company has effectively leveraged digital channels such as its website, search engine optimization (SEO), and social media to increase its presence during the customer information search stage. By implementing online content strategies and maintaining a consistent presence across digital platforms, CellphoneS can expand its reach, enhance brand recognition, and reinforce its position in consumers' minds. In the context where shopping behavior is increasingly tied to the digital environment, investing in digital channels not only helps the business reach the right target audience but also increases the likelihood of being included in their consideration set from the early stages of the purchase decision-making process (PangoCDP, 2024).
In the purchase stage, customers make decisions based on a combination of rational and emotional factors. According to (Schiffman & Wisenblit, 2019), point-of-sale factors such as hands-on experience, staff consultation, and pricing policies can directly influence purchase decisions. At CellphoneS, the company focuses on developing its store network to enable customers to experience products directly, while implementing support policies such as 0% installment plans and transparent warranty services. This approach not only enhances the shopping experience but also reduces financial barriers in customers' decision-making processes, thereby contributing to higher conversion rates and promoting purchasing behavior (cellphones, 2026).
In the post-purchase stage, customers evaluate the product based on a comparison between expectations and actual experiences. According to (Festinger, 1957), if a discrepancy exists between expectations and outcomes, customers may experience cognitive dissonance, which negatively affects their attitudes toward the brand. For CellphoneS, the company has implemented clear return and warranty policies to minimize post-purchase risks and increase customer peace of mind. In addition, factors such as after-sales service and the company's responses on social media significantly influence consumer satisfaction and loyalty in the technology retail sector. This indicates that the post-purchase stage is not merely about completing a transaction but also plays a crucial role in building positive experiences and maintaining long-term customer relationships (Tung, 2024).
To fully understand this process, businesses often employ methods such as Customer Journey Mapping (CJM) and Data Analytics. CJM enables businesses to visualize the customer journey through touchpoints, thereby identifying issues in the customer experience. Meanwhile, Data Analytics helps measure customer behavior based on actual data, supporting more accurate decision-making. However, each method has its own limitations: CJM is qualitative and relies on assumptions, whereas Data Analytics struggles to explain emotional factors. Therefore, for CellphoneS, combining both methods is necessary to both understand overall customer behavior and optimize data-driven marketing effectiveness.
In summary, understanding the purchase decision-making process enables businesses to approach customers more accurately and comprehensively. The three stages—pre-purchase, purchase, and post-purchase—form a tightly interconnected system, in which each stage plays an important role in shaping customer behavior and attitudes. Through the application of methods such as CJM and Data Analytics, businesses not only gain deeper insights into customers but also enhance the effectiveness of their marketing strategies and build sustainable competitive advantages.
D. Strategy design for elevating customer experience quality
1. HeartBeat Map
To develop effective marketing strategies, businesses need to thoroughly understand the entire customer purchase journey. For retail technology products at CellphoneS, this process can be described through four main stages: need recognition, information search, purchase decision, and post-use evaluation.
Customers begin the journey when they recognize a personal need, which may involve upgrading an old device, purchasing additional accessories, or acquiring equipment for study, work, or entertainment purposes. This is a crucial step as all purchase decisions originate from this need. Businesses can influence this stage through communication, introducing new products, or offering attractive promotional programs to create awareness and stimulate demand.
After recognizing the need, customers actively gather information about products, comparing options in terms of price, quality, features, and accompanying services. They may search on websites, social media, or consult reviews and evaluations from other consumers. This stage is important as it helps customers form a "consideration set" of viable options, during which businesses can guide information to increase the likelihood of being chosen.
This stage occurs when customers synthesize the information collected and weigh factors such as price, quality, service, shopping experience, along with emotions and brand trust. The purchase decision can be made either in-store or online. A convenient, friendly, and transparent shopping experience increases the likelihood of customers completing the transaction, while also laying the foundation for long-term relationships.
After using the product, customers compare their actual experience with initial expectations. If the product meets or exceeds expectations, satisfaction will encourage repurchase and positive word-of-mouth. Conversely, a poor experience may diminish brand trust and loyalty. Therefore, businesses need to emphasize after-sales policies, technical support, return and warranty services to maintain positive experiences and strengthen customer relationships.
Overall, analyzing the entire journey from need recognition to post-use evaluation enables businesses to comprehensively understand customer behavior. This not only helps optimize touchpoints within the customer experience but also enhances marketing strategy effectiveness, increases conversion rates, builds loyalty, and creates sustainable competitive advantages.
2. Journey Map
Understanding the customer purchase journey is a key factor in developing effective marketing strategies. For retail technology products at CellphoneS, this journey can be divided into three main stages: pre-purchase, purchase, and post-purchase.
The pre-purchase stage is when customers begin to recognize their personal needs, such as upgrading an old device, purchasing accessories, or seeking products for study, work, and entertainment. Key touchpoints in this stage include pre-order advertisements, product experience livestreams, and email notifications, which help stimulate needs and place CellphoneS in customers' minds. The advantage of these touchpoints is that they create awareness and encourage customers to explore products; to maintain effectiveness, the company should personalize messages, diversify channels, and continuously update content. A potential disadvantage arises when customers ignore advertisements or feel overwhelmed by information, thus requiring content optimization, precise targeting, and limited display frequency.
The purchase stage is when customers gather information, compare options regarding price, quality, features, and accompanying services, and make purchase decisions. Important touchpoints include online comparison tools, in-store product trial experiences, and direct staff consultations. These touchpoints help customers recognize CellphoneS's competitive advantages over rivals, reinforce trust, and facilitate purchase decisions. The advantage is increased conversion rates and confident customer decision-making; to sustain this, CellphoneS should continuously update product information, optimize in-store experiences, and train sales staff. Disadvantages may emerge if the in-store experience is poor or online tools are not user-friendly, in which case improving comparison tool interfaces, visual product displays, and convenient trial experiences is necessary.
The post-purchase stage is when customers evaluate their experience after using the product, comparing expectations with reality and providing feedback on quality or service. Notable touchpoints include AI-powered chatbots to handle issues immediately and follow-up emails or customer care notifications. The advantage is rapid issue resolution, increased satisfaction, and reinforced loyalty; to maintain effectiveness, the AI system should be optimized, combined with direct staff support when needed, and after-sales processes should be streamlined. Disadvantages occur if chatbots respond inaccurately or after-sales service is slow, requiring improvements through AI system upgrades, quality control of support, and reduced issue resolution time.
Overall, analyzing the steps in the customer journey from pre-purchase to post-purchase with specific touchpoints enables CellphoneS to comprehensively understand customer behavior, optimize experiences, increase conversion rates, enhance satisfaction, and build loyalty, thereby creating sustainable competitive advantages in the technology device retail industry.
IV. ASM 2
E. Evaluation of Methods for Monitoring and Improving Customer Experience
1. Data Sources Definition
In Marketing Insights and Analytics, feedback data sources refer to the collection of information channels that provide input for analyzing customer behavior, attitudes, and experiences, supporting marketing decision-making with greater accuracy and effectiveness.
Direct Feedback Sources: These sources refer to channels through which customers directly express their perceptions, needs, satisfaction levels, or complaints. Common examples include surveys, interviews, feedback forms, product reviews, and Net Promoter Score (NPS) surveys. This type of data is particularly valuable because it provides clear and explicit insights into what customers think (Porte, 2021).
Indirect Feedback Sources: refer to feedback channels where insights are not collected through direct questioning, but instead inferred from customer behavior or content they generate. Examples include social listening, website behavior, clickstream data, social media comments, search history, and interaction data with the brand. This type of data is valuable because it helps uncover natural, unprompted insights—even when customers do not complete surveys or explicitly respond to questions (Porte, 2021).
To monitor and improve customer experience in its retail operations, CellphoneS integrates both primary and secondary data sources. Primary data is collected directly from customers through online surveys to measure satisfaction levels, purchasing behavior, and product needs. In addition, the company conducts in-depth interviews to better understand customers’ real experiences with devices and after-sales services. Direct observation at stores or during product trial sessions is also applied to capture actual customer behavior and reactions. This approach enables a combination of quantitative and qualitative research methods. Moreover, CellphoneS leverages indirect feedback methods to obtain more objective market insights. Specifically, the company analyzes customer reviews and comments on social media platforms and e-commerce channels, while also monitoring discussions within tech communities. At the same time, internal data such as return rates, complaints, and customer service records are utilized to identify hidden issues and emerging trends. According to industry reports, analyzing behavioral data and indirect customer feedback has become a critical factor in enhancing customer experience and service quality.
The combination of these data sources, together with a variety of research methods, enables CellphoneS to continuously track and evaluate customer experience across its retail system. This integrated approach provides valuable insights that support the marketing function in refining product offerings, improving service quality, and optimizing customer relationship management strategies to better meet evolving consumer expectations.
2. Specific Research Methods
Quantitative methods use data that can be counted or measured, such as quantity, scores, time, and income. This approach is often analyzed statistically to identify trends, magnitudes, and relationships among variables (PACE, 2026).
Qualitative research uses descriptive data such as speech, perceptions, behaviors, images, or opinions to gain an in-depth understanding of the nature, experiences, and motivations of the research subjects (PACE, 2026).
When analyzing customer behavior in the context of retail electronics, CellphoneS can adopt a mixed-method research approach to capture both in-depth customer insights and measurable data on overall consumption patterns. By combining qualitative techniques, such as interviews and observations, with quantitative methods like surveys and sales data analysis, the company is able to gain a comprehensive understanding of customer preferences, decision-making processes, and emerging market trends.
In studying customer behavior in the retail sector of technology devices, CellphoneS can conduct in-depth interviews with purchasers or customers who have experienced products at the store to explore their perceptions, needs, shopping motivations, and service experiences. Simultaneously, the company can organize focus groups consisting of approximately 6–10 target customers to discuss factors such as product design, technological features, pricing, and after-sales service quality. This qualitative approach enables the recording of opinions, attitudes, and behaviors in a natural setting, thereby providing deep insights that quantitative data may not fully capture. Furthermore, direct observation at the store allows the company to understand how customers interact with products (e.g., experiencing test devices, comparing different models, or reacting to sales consultations).
Concurrently, CellphoneS may apply quantitative research through online surveys using standardized questionnaires with a 5-point Likert scale to assess customer satisfaction and attitudes. The Net Promoter Score (NPS) can also be employed to measure the likelihood of customers recommending the brand to others. The survey sample should be sufficiently large (several hundred respondents or more), including both customers who have made a purchase and those who have only experienced the store, to ensure representativeness. Additionally, the company can extract transactional data from the CRM system, such as purchase frequency, return rates, warranty history, and feedback from customer service interactions. These data help reflect actual customer behavior and loyalty levels more accurately.
3. The Role of Technology in Data Management
In the context of digital transformation in the retail industry, CellphoneS has applied technology to enhance data management efficiency and improve customer experience. The company collects data from multiple touchpoints, including its e-commerce website, store systems, and customer service channels, thereby forming a database for analyzing consumer behavior and supporting business decision-making. To manage data effectively, CellphoneS implements customer relationship management (CRM) systems to integrate and store data from various sources, helping to build comprehensive customer profiles. According to Salesforce, combining CRM with artificial intelligence (AI) enables the company to automatically analyze customer data, thereby generating personalized recommendations such as product suggestions or promotional offers tailored to specific customer segments (salesforce, 2023).
Furthermore, Big Data technology combined with cloud computing plays an essential role in processing the large volumes of data generated from retail operations. Modern cloud computing platforms enable businesses to store, integrate, and analyze data at high speed, while supporting real-time data processing to enhance operational efficiency. According to IBM, the application of Big Data and cloud computing allows businesses to extract insights from multiple data sources to detect consumption trends, optimize business processes, and improve decision-making capabilities (Badman & Kosinski, 2023). In this context, the adoption of these technologies enables CellphoneS to continuously monitor customer behavior, identify shifts in market demand, and adjust business strategies in a flexible manner.
 The application of these technologies helps CellphoneS monitor customer behavior, identify consumption trends, and adjust business strategies flexibly. In addition, data visualization tools such as Tableau and Microsoft Power BI are used to transform complex data into visual reports. This allows managers to quickly grasp key information and make data-driven decisions rather than relying on intuition.
Overall, the adoption of CRM, AI, and Big Data demonstrates that CellphoneS is progressively transitioning toward a data-driven operating model. This not only enhances management efficiency but also contributes to improving customer experience and strengthening competitive advantage in the marketplace.
F. Comparing the Merits and Drawbacks of Key Customer Experience Metrics
1. [bookmark: _Toc225837929]Benefits and Limitations of Key Metrics
The Customer Satisfaction Score (CSAT) is an important metric for measuring customer satisfaction immediately after they experience a product or service. For CellphoneS, CSAT can be collected through short surveys following specific touchpoints such as in-store purchases, online shopping experiences, or warranty services. This enables the company to quickly identify emerging issues and improve service quality at each stage of the customer journey. A notable advantage of CSAT is its simplicity, ease of implementation, and interpretability. According to (Brown, 2020), CSAT helps businesses directly measure customer perceptions at each touchpoint and track changes in satisfaction levels over time. Consequently, CellphoneS can flexibly evaluate the performance of departments such as sales and customer care. However, CSAT primarily reflects short-term perceptions and is easily influenced by emotional factors at the time of the survey. Furthermore, customers tend to select neutral options, reducing the ability to differentiate between varying levels of satisfaction (Brown, 2020). Therefore, this metric alone is insufficient to reflect long-term customer loyalty.
The Net Promoter Score (NPS) is used to assess customer loyalty through their likelihood of recommending the brand to others. For CellphoneS, NPS can be measured after a purchase or service experience to determine the degree of customer engagement with the brand. One of the main advantages of NPS is its ability to predict growth and evaluate long-term loyalty. According to (Markey & Reichheld, 2011), NPS is closely linked to revenue growth and helps businesses identify loyal customer segments to develop effective customer retention strategies. Furthermore, NPS is highly standardized, enabling comparisons across companies within the same industry. However, as it relies on a single core question, NPS does not provide detailed information about the reasons underlying customer satisfaction or dissatisfaction. Additionally, the results may be influenced by cultural factors and consumer evaluation behaviors, thereby reducing accuracy in certain contexts (Markey & Reichheld, 2011).
First Response Time (FRT) is a metric that measures the time a business takes to provide the first response to a customer inquiry. For CellphoneS, FRT can be applied across channels such as live chat, fanpages, or call centers to ensure customers receive timely responses. This contributes to improving the initial experience and reducing customer waiting time. According to (Intercom, 2024), FRT is one of the key factors influencing customer satisfaction, particularly in digital environments where response speed is highly expected. Accordingly, CellphoneS can use this metric to monitor service performance and optimize customer care processes. However, FRT only reflects response speed without evaluating the quality of the content. A fast but ineffective response may still lead to a negative customer experience. Therefore, FRT should be combined with metrics such as CSAT and NPS to comprehensively assess customer experience (Intercom, 2024).
2. Comparison of the Three Metrics
	Criteria
	Customer Satisfaction Score (CSAT)
	Net Promoter Score (NPS)
	First Response Time (FRT)

	Primary focus
	Evaluates satisfaction with a specific interaction or service moment
	Assesses overall willingness to recommend the brand
	Tracks how quickly a business responds to customer inquiries

	Time perspective
	Immediate, after each interaction
	Long-term relationship and loyalty
	Real-time operational performance

	Measurement approach
	Short survey using rating scales (e.g., Likert scale)
	Single-question survey using a 0–10 scoring system
	Automatically recorded response time from systems

	Nature of insight
	Detailed feedback on individual touchpoints
	General perception of brand loyalty
	Efficiency of service response processes

	Data characteristics
	Subjective, perception-based data
	Simplified quantitative scoring
	Objective, system-generated data

	Managerial use
	Identify and fix service issues quickly
	Support strategic decisions on customer retention
	Improve responsiveness and resource allocation

	Strength in practice
	Easy to implement and interpret
	Strong indicator of long-term growth potential
	Enables continuous monitoring of service speed

	Key drawback
	Influenced by temporary emotions
	Does not explain reasons behind scores
	Ignores quality of the response



The comparison table highlights that CSAT, NPS, and FRT capture different but complementary dimensions of customer experience. Specifically, CSAT focuses on customers’ immediate satisfaction at individual touchpoints, providing detailed insights for short-term service improvements. In contrast, NPS reflects customers’ overall perception and long-term loyalty toward a brand, making it more suitable for strategic evaluation and growth prediction. Meanwhile, FRT represents an operational metric that measures service responsiveness in real time, supporting process efficiency and timely customer support. Therefore, each metric has distinct strengths and limitations, and their combined use enables organisations to achieve a more comprehensive and balanced assessment of customer experience performance.
The application of CSAT, NPS, and FRT enables CellphoneS to manage customer experience across multiple dimensions. CSAT measures satisfaction after each interaction (e.g., purchase, warranty), helping to quickly detect and improve service issues. NPS assesses loyalty through customers' willingness to recommend the brand, supporting long-term retention strategies. FRT measures first response time, enhancing service speed and initial experience. Although no official disclosure exists, combining these three metrics is appropriate for CellphoneS's retail model, improving customer experience in both the short and long term (OCD, 2026).
3. Strategic Recommendations for CellPhoneS
CellphoneS should develop a comprehensive customer experience strategy focused on enhancing satisfaction and promoting long-term loyalty. On this basis, the company needs to establish systems for collecting and analyzing customer data, including CSAT, NPS, FRT, and purchase history, and integrate these with CRM to identify pain points and implement timely improvements. Specific actions include deploying AI chatbots on fanpages and hotlines to reduce response time, segmenting customers to personalize offers and product recommendations, synchronizing experiences across physical stores, websites, and social media, and providing regular staff training on communication skills, product knowledge, and problem-solving. Finally, continuously monitoring CSAT, NPS, and FRT metrics combined with data analysis will help evaluate strategic effectiveness, adjust processes, and continuously improve service quality, thereby ensuring that all activities are aligned with the company's strategic objectives.
G. Proposed Improvements using Measures and Metrics
Customer Journey Map (CJM) Optimization
In the context of CellphoneS, applying the Customer Journey Map (CJM) plays an important role in identifying key touchpoints within the customer journey, thereby prioritizing improvements at points that have the greatest impact on the overall experience.
In the awareness and consideration stage (pre-purchase), touchpoints such as the website, social media fanpages, product experience livestreams, and pre-order notifications should be evaluated using NPS and CSAT. NPS measures the likelihood of customers recommending CellphoneS to others, while CSAT reflects the specific experience when interacting with information. Combined with qualitative methods such as monitoring social media feedback, CellphoneS can gain deeper insights into customer expectations and natural perceptions, thereby adjusting communication content and product information more effectively.
In the experience and purchase stage (purchase), key touchpoints that directly influence purchase decisions include in-store product trial experiences, online comparison tools, and direct staff consultations. CSAT should be applied to capture satisfaction immediately after the experience, while NPS assesses the likelihood of recommending the product or brand after customers have tried the product. Combining quantitative surveys with qualitative questions allows CellphoneS not only to measure satisfaction levels but also to identify specific factors such as consultation quality or staff attitudes, thereby improving sales processes and enhancing staff training.
In the ordering and payment stage (purchase), touchpoints related to online ordering, payment, and product delivery processes should be optimized using CSAT and FRT (First Response Time, target under 2 hours). CSAT helps evaluate satisfaction with the transaction process, while FRT measures the ability to respond promptly to customer inquiries. Improving these metrics will reduce waiting time and increase transaction transparency, thereby building customer trust.
Finally, in the post-purchase stage, particularly regarding after-sales service, touchpoints significantly influence customer loyalty. NPS is used to assess long-term engagement, while CSAT and FRT support improvements in service quality and complaint resolution speed. Additionally, incorporating qualitative methods, such as interviewing dissatisfied customers, helps CellphoneS identify the root causes of issues and implement specific improvement solutions, thereby enhancing the overall experience and retaining customers in the long term.
Applying the Customer Journey Map in combination with CSAT, NPS, and FRT provides CellphoneS with a comprehensive view of the customer experience from need recognition to after-sales service. Continuous measurement of key touchpoints enables the identification of positive experiences and areas requiring improvement, thereby optimizing resources to enhance satisfaction and loyalty. CSAT evaluates satisfaction levels at each touchpoint, NPS reflects the likelihood of brand recommendation, and FRT measures response speed. Integrating these three metrics facilitates immediate experience improvements, drives repeat purchases, generates positive word-of-mouth, and establishes a practical and sustainable marketing strategy foundation, thereby reinforcing competitive advantage in the technology retail market.











