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Abstract

Background: The evolution of after-sales services is intrinsically linked to the development of marketing, which
has transitioned from an operational function to a strategic pillar within organizations. Since its establishment
as a science in the 1950s, marketing has integrated insights from psychology, economics, sociology, and
neuroscience to understand consumer behavior amidst continuous cultural, political, social, and economic
transformations. Simultaneously, marketing has embraced artistic elements, leveraging creativity to craft
compelling narratives and emotionally resonant experiences, fostering deeper consumer engagement and brand
loyalty.

The advancement of information and communication technology (ICT), initially developed for military purposes,
has significantly influenced marketing strategies, notably since the introduction of mass marketing tools in the
mid-20th century. The late 1990s witnessed the emergence of digital marketing, capitalizing on the internet to
provide targeted, personalized consumer interactions. The rise of automation in the 2010s further refined sales
and after-sales services, utilizing sophisticated algorithms to analyze consumer behavior and optimize marketing
campaigns. Consequently, marketing has transitioned from merely attracting customers to maintaining
continuous engagement, reinforcing brand advocacy through enhanced after-sales experiences.

Consumer behavior has evolved in parallel with marketing advancements. The traditional model of consumption,
dictated by social stratification, has given way to a hyper-consumer society driven by individual preferences and
quality-of-life aspirations. This shift has necessitated a focus on customer loyalty over mere customer acquisition.
The COVID-19 pandemic accelerated this transformation, compelling businesses to adopt new technological
tools such as artificial intelligence (Al), big data, and chatbots to address the surge in online commerce.
According to Insper (2022), 30% of online purchases during the pandemic were made by first-time users,
illustrating the expansion of the digital consumer base and the wealth of data collected during this period.
Despite technological advancements, after-sales services face eight primary challenges: high customer
expectations, personalized experiences, data analysis, system integration, skilled personnel, multi-channel
service management, reverse logistics, and online reputation management. Continuous improvements in after-
sales are crucial, with methodologies like the Plan-Do-Check-Act (PDCA)cycle facilitating systematic
identification and resolution of inefficiencies. Employee training remains essential, equipping service
professionals with both technical and behavioral skills to enhance customer interactions.

The role of customer service in fostering lasting relationships is increasingly emphasized, drawing insights from
neuroscience and psychology to improve empathy, communication, conflict resolution, and persuasion.
Understanding cognitive processes allows service professionals to build trust, employ negotiation techniques,
and effectively address consumer concerns. Behavioral marketing, informed by neuroscience, facilitates the
design of strategies that align with decision-making mechanisms and mental triggers, further enhancing customer
retention.

The ongoing digital transformation has redefined after-sales service, incorporating cutting-edge technologies
such as the Internet of Things (1oT), Al, big data, and data-driven strategies. 10T enables predictive monitoring
and anticipatory maintenance, reducing service disruptions, while Al enhances data analysis, allowing for hyper-
personalized customer experiences. The integration of big data optimizes internal processes and resource
management, streamlining service efficiency. Companies leveraging these technologies are better positioned to
meet consumer expectations, ensuring superior after-sales engagement and fostering brand loyalty.

In conclusion, the modernization of after-sales services is not merely an appendage to sales but a vital component
of long-term business success. The convergence of marketing, psychology, technology, and consumer behavior
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insights continues to shape an evolving landscape where personalization, rapid problem resolution, and strategic
customer engagement drive competitive advantage. As consumer needs and market dynamics evolve, businesses
must remain agile, leveraging emerging technologies and behavioral insights to sustain growth and enhance
customer satisfaction.

Conclusion: Despite criticisms of consumerism—whether due to environmental concerns or aggressive corporate
promotion—it continues to thrive, as no viable alternatives have been proposed. The reality is that hyper-
consumption is growing stronger, fueling the cycle of capitalism. Companies, as part of this system, are constantly
adapting to a landscape increasingly shaped by customer sensitivity. This adaptation involves leveraging
available resources to maximize profits, particularly in after-sales, where businesses have recognized the need
for evolution. The focus has shifted to building long-term customer relationships, utilizing methodologies such as
the PDCA cycle and marketing science, alongside technological advancements. The Internet of Things (loT)
enables real-time data collection and analysis, artificial intelligence (Al) identifies behavioral patterns and
personalizes interactions, and Big Data allows for detailed customer profiling and segmentation. A data-driven
approach ensures informed decision-making, optimizing processes, reducing costs, and enhancing
efficiency.However, technology alone is not enough to guarantee success. Companies must invest in training and
development to fully exploit these tools. Additionally, it is crucial to remember that technology should serve
people, not the other way around.
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. Introduction

It's difficult to talk about the future and continuous improvements in the after-sales sector if we don't
give due attention to the marketing department, more precisely, to marketing, science and art, and the use of
information and communication technology tools by this area; as well as looking at the behavior of buyers in the
hyper-consumer society.

Since 1950, when marketing as a science was introduced to companies, its tools and methods have
evolved from merely operational functions to become strategic centers in organizations. The permanent dialogue
established with other sciences, such as psychology, economics, education, sociology, information technology
and neuroscience, together with the use of research tools, data and analysis, have helped to understand consumer
behavior in the face of the constant historical, cultural, political, social and economic transformations that
different societies around the planet are going through, and have allowed marketing departments not only to
develop effective consumer strategies, but above all to connect companies with their customers.

At the same time, going beyond the analytical coldness of data, marketing manifested itself as an art,
requiring creativity and innovation to devise convincing messages and unforgettable experiences. By making use
of artistic ability, it sought to stir the emotions, appealing to human sensibility in the construction of narratives
that identified with the public; and, through creativity, it sought to vivify concepts of beauty, lifestyle and
aesthetics. At this point, marketing entered a field of complex emotions, since its mission went beyond informing,
it was to identify and explore people's deepest needs and desires, inspiring and motivating them to make
purchasing decisions; however, it didn't end there, the idea of engaging with the customer after the sale was to
deepen their pleasure and satisfaction, turning them into loyal consumers and brand advocates.

Many advances in the information and communication technology (ICT) sector developed for military
purposes have been well assimilated for civilian use and, of course, marketing has not remained indifferent; we
take the 1950s as a reference point, firstly because of the popularization of the term consumer society, and
secondly because the literature records the introduction of mass marketing tools into the environment of
organizations. From then on, the marketing/technology duo has been marked by a growing dependence, or rather
partnership.

Fast forward to the late 1990s and digital marketing, taking advantage of the spread of the internet,
emerged as a new frontier, offering companies the opportunity to reach a global audience in a more segmented
and personalized way, all of this revolutionized by the creation of websites, emails and online search engines
(search engines) and intensified with the advent of social networks, a means by which brands conversed more
closely and authentically with their consumers.

From 2010 onwards, marketing automation brought about a change in the personalization and precision
of service in the sales and after-sales departments, using advanced algorithms that allowed large volumes of data
on consumer behaviour to be collected, processed and analysed, and advertising agencies were fed with the aim
of producing segmented and individualized campaigns.

The digital transformation has altered company-customer communication and contributed to the
development of marketing departments, which have adapted their strategies to meet the new demands and
expectations of the market. However, there is no way of highlighting the evolution of this sector without
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highlighting the change in consumer behavior, which, armed with information, has understood its role, and it
must be said, its value, forcing organizations to see it as the protagonist.

Some changes in the economic order have had an impact on social classes and certainly on consumer
culture. The overcoming of consumer dynamics based on social differentiation has given way to consumption
based on the satisfaction of the individual and has left the buyer free to choose; Lipovetsky (2007, p. 41) has
already exposed this situation:

In the wake of the extreme diversification of supply, the democratization of comforts and leisure, access
to market novelties has become trivialized, class regulations have broken down, new aspirations and new
behaviors have come to light. While class habitus and particularisms are being disregarded, consumers are more
unpredictable and volatile, more expectant of quality of life, communication and health, and better able to make
a choice between the different proposals on offer. Every day, consumption is ordered a little more according to
individual purposes, tastes and criteria.

It was no coincidence that the marketing sectors, through after-sales, shifted their focus away from the
product and began to seek a close relationship with customers. Based on this emerging consumer model, it was
understood that it was better in every sense to build loyalty and engagement than to win over new customers.

The popularization, evolution and improvement of after-sales services was catalyzed by the fifth
pandemic in human history, this time beginning in March 2020 and lasting until May 2023. This episode could
have collapsed sales, however, in general, the effect was the opposite, not only the sales sector but also the after-
sales sector paraded an arsenal of strategies, from neighborhood commerce to e-commerce, they had to adapt to
the reality that was being imposed at that time.

When it comes to the sales and after-sales sectors, if websites, social networks and emails once
represented a transformation, during the pandemic modern tools were added: artificial intelligence, big data and
chatbot automation became efficient methods, to give you an idea, according to Insper (2022), data indicates that
during the pandemic period 30% of online purchases were made by people who had never used this channel;
which leads us to estimate the amount of data collected, consumer profiles outlined, feedback and suggestions.

Just as it is not possible to stipulate something like the decline of the consumer society, it is also
impossible to say anything about the ephemerality of after-sales techniques and tools; however, eight challenges
can be listed: high customer expectations, personalization of the customer experience, metrics and data analysis,
integration of systems and tools, qualified service staff, management of various service channels, reverse logistics
and online reputation management; in fact, it is essential to address improvements in after-sales, and these points
indicate a horizon.

It can be seen that the after-sales system is no exception to the rule, although we have ratified its
evolutionary process, modernization, use of new technological tools and benefits, a more accurate analysis is
enough to realize that the system needs regular evaluations; in this sense, continuous improvement measures have
benefited significantly from the application of established methodologies and innovative technologies. The Plan,
Do, Check and Act (PDCA) cycle is a common management method that has been widely used to identify
opportunities for improvement and implement corrective and predictive actions.

We have listed above the challenges of improving the human part of the process, the employees. They
need to be equipped with technical and behavioral skills, which are only possible with constant training and
qualification, the ultimate goal of which is to achieve excellence in service. The convergence of these initiatives
with technological advances, marked by the adoption of the Internet of Things, the expansion and access of
medium and small companies to artificial intelligence, big data and data driven, tend to provide a new level of
personalization, speed of service, problem solving and competence in data management; anchored in emerging
trends and good prospects, despite the challenges, it is possible to see a scenario of growth in the future of after-
sales, given that the demands for solutions go hand in hand with the transformation of consumer needs.

1. Customer Service: The Start Of The Relationship

The consolidation of a consumer mentality is due to the continuous feeding, whether collective or
individual, of a need for satisfaction, whether conscious or unconscious, which guides an entire chain; the idea of
products made to last has long since been forgotten in the hyper-consumer society; on the contrary, as Baudrillard
(1995, p. 15-16) points out, “today, it is we who see them being born, produced and dying, whereas in all previous
civilizations it was the objects, instruments or perennial monuments that survived human generations.” In this
context, obsolescence is an emblematic example of how companies control the production process and the supply
of goods and services.

Of course, our idea here is not to shed light on or criticize consumption, because the obsolescence that
is condemned today served to safeguard many jobs after the 1929 crisis. The intention is to understand that the
dynamic that drives this relationship between production, sales (after-sales) and consumers has its positive side,
where everyone defends their position; the issue here is not just determinism, individuals are not products of the
environment, they are immersed in a model, but there is also a conscience, conditioned by a series of factors,
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which directly interfere in this chain; not without reason, we have a cyclical movement, and from time to time
there is an imbalance in the order, which requires the productive sectors, commerce and the customers themselves,
a change of posture, creativity and readaptation in the face of adversity.

When it comes to commerce, this saturation of needs is not an option, but the opposite. In the introductory
part of this unit, we brought up three after-sales challenges directly related to customer service, starting with this
topic, as it is the gateway to building long-term relationships between companies and customers: personalization
of the customer experience, qualified customer service staff and management of various customer service
channels.

And as we always do, we turn to the origin of the word to demonstrate its applicability: the word service
comes from the Latin attendere and denotes “to pay attention to”, “to observe”, to stretch and extend. If we
translate this meaning into the sphere of services, stores and companies, we have the action of giving attention,
helping a customer, answering their questions, solving problems or simply providing information.

The after-sales service team needs to be qualified, it is imperative and non-negotiable to have the skills
and abilities to develop this division. We will focus our attention on two areas that provide valuable tools on
consumer behavior and emotions: neuroscience and psychology.

The confluence of knowledge produced by these two areas has greatly favored the customer service
sector as it outlines a closer relationship between companies and consumers. Neuroscience, by unraveling the
brain mechanisms behind emotions and behaviors, offers more and more resources for humanized and
personalized interactions; psychology, in its own sphere, has deepened its studies aimed at developing
mechanisms that help sales and marketing techniques, since it perfects tools for understanding the human mind,
and these enable effective communication and conflict resolution.

We start with five points that have the potential to hinder the relationship with the consumer, and when
properly improved, act as facilitators. We start with empathy, a behavior that can be learned and enhanced;
however, it is a fundamental pillar of the customer experience and deeply influenced by neuroscientific knowledge
about the theory of the mind. By understanding the cognitive processes that allow mental states to be attributed
to others, service professionals can connect more genuinely with customers, strengthening the relationship; using
social psychology, the sales and after-sales sectors can make use of strategies aimed at developing empathic skills;
both are fundamental in creating an atmosphere of trust.

Another crucial aspect of customer service is communication, a word that comes from the Latin
communicatio, and means the act of sharing, distributing, literally making common to all; in after-sales this
“making common to all” refers to the sharing of information, originated by understanding the processes of
perception and processing of information, which both the customer and the customer have, listening-processing-
speaking. Neuroscience demonstrates how emotions and past experiences influence the way we interpret
messages; in the other direction, the psychology of language provides tools for crafting clear, concise and
persuasive messages. Both skills can only be assimilated, worked on and optimized through ongoing training.

Good communication, without noise and assertive, has its consequences in two areas: it contributes
immensely to resolving conflicts and through the concatenation of ideas it helps in the challenge of persuasion.
Conflicts are inherent to the after-sales process, but they must be resolved quickly and efficiently, as they have a
direct impact on brand image and increase the rate of purchase cancellations.

At this point, the importance of psychology is once again emphasized, since disputes can never be
resolved randomly. The customer service agent needs to master negotiation and mediation techniques, and these
methods are based on psychological principles such as reciprocity (a mutual correspondence between people - it
involves respect) and social influence - the ability to get other people to make a certain decision (to be influenced).

Here we have the intrinsic correlation of three challenges in after-sales. Added to the previous two,
communication and problem solving, is persuasion, which makes use of communicative skills, and its techniques
can be widely used in negotiations and conflict mediation. You can't understand persuasion and manipulation as
synonyms, you have to be clear that the organization-customer relationship is based on values, including honesty;
persuasion consists of mastering methods that allow you to convince and influence attitudes and behavior, leading
customers to choose a particular brand or product, consciously, on the assumption that during the interaction they
were provided with enough information to make their decision; while manipulation is based on controlling
thought and behavior, usually generating an emotional charge.

Also guided by the knowledge of neuroscience and consumer psychology, behavioral marketing, by
understanding decision-making mechanisms and mental triggers, allows companies to create more effective
strategies to attract and retain customers, based on the development of products and services that meet their needs
and desires. It should be noted that combining this knowledge with emerging technologies such as artificial
intelligence opens up new possibilities for transforming the customer service sector.

Although redundant, it is imperative that we reinforce this information: after-sales has long ceased to be
an appendage or mere complement to sales, and so, like every other department, it needs to live with and resolve
adverse situations. The dynamics of the contemporary consumer market impose increasingly complex challenges
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on this area, and with its relationship-oriented focus, companies live in a very difficult situation, where the worst
can happen, that is, losing the customer.

The motto of after-sales is to attract, retain and convert the customer, so there is a very fine line between
satisfaction and dissatisfaction, a fact that puts pressure on companies to live in an eternal state of pleasing, forcing
them to tirelessly meet consumer expectations.

Easy access to information, massive personalization and the omnichannel shopping experience -
integration of the channels used by the company, i.e. website, app and physical store, all integrated - have shaped
more demanding and at the same time volatile consumers, who are looking not only for quality products and
services, but also for personalized treatment, quick and efficient problem solving, and transparent and empathetic
communication with brands. Meeting these expectations requires companies to invest in after-sales strategies that
go beyond simple customer service, innovative loyalty programs, resolutive and anticipatory after-sales actions,
in other words, building an organizational culture focused on the customer.

However, customer convenience and satisfaction are the subject of fierce competition between
companies; they need to be where their customers want them to be. The proliferation of mobile devices and the
popularization of social networks and e-commerce have expanded the possibilities of shopping, and consequently
the multiplication of channels through which customers can get in touch with organizations. Omnichannel has
been a way for companies to guarantee customer satisfaction, well-being and loyalty by offering an integrated
experience, regardless of the channel they choose. Solving all these demands simultaneously requires effort and
energy on the part of companies, considering the urgent need for integration and information management, as
well as a qualified service team ready to deal with the particularities of each channel.

I11. Plan, Do, Check And Act (PDCA) Cycle

The PDCA cycle, an acronym for Plan, Do, Check and Act, is a quality management tool created in 1939
by American physicist, engineer and statistician Walter Andrew Shewhart, and popularized by American
statistician and university professor William Edwards Deming; the development of this method is closely linked
to the scientific method created by philosopher Francis Bacon, which was characterized by four stages:
hypothesis, experiment, evaluation and repetition, explaining it in a direct way, when a hypothesis was confirmed
or denied, repetition in the making of the cycle would expand knowledge; by applying this methodology,
companies can identify opportunities for improvement, optimize their operations, through continuous process
improvement, including in the after-sales sphere. Each phase is detailed below:

In planning, companies must clearly define their after-sales objectives, such as reducing the response
time to requests, increasing the rate at which problems are resolved on the first attempt and improving the
customer's assessment of the service. At this stage, it is imperative to establish key performance indicators (KPIs)
to monitor progress and gauge the effectiveness of the actions implemented.

Next comes the execution stage, where the planned actions are put into practice. This is exactly when
processes are adjusted and employees are trained to meet the new demands. An important factor at this stage is
the alignment of internal communication, which ensures that everyone involved understands their roles and will
certainly contribute to the success of the enterprise.

The verification/evaluation phase is based on collecting data and analyzing the results obtained; using
satisfaction surveys, analysis of indicators and monitoring of metrics, it is possible to identify the positive and
negative points of the process and measure the effects of the actions implemented; this stage is indispensable for
making informed decisions and making adjustments if and when necessary.

Finally, in the action phase, companies must implement the improvements identified in the previous
stage; it is necessary to standardize processes, record best practices and pass on the changes to everyone involved;
in addition, it is important to set up a continuous monitoring system to ensure that the results are maintained and
that new opportunities for improvement are identified.

IV.  Technological Innovations: Internet Of Things (lot), Artificial Intelligence (Al), Big
Data And Data Driven

We don't know if it's possible to classify this phase as an evolution or a digital revolution, but what is
certain is that improvements and the future of after-sales are being reoriented by technologies such as the Internet
of Things (1oT) and Artificial Intelligence (Al). The 10T, with its network of interconnected devices, enables
predictive monitoring of products, anticipating problems and optimizing maintenance. In other words, the use of
built-in sensors collects data in real time on the equipment used on a daily basis, hence the name Internet of
Things, from which monitoring can detect imminent failures, even allowing companies to contact customers
before significant interruptions occur in their services.

Artificial Intelligence (Al) adds value by processing vast amounts of data generated by the 1oT; advanced
algorithms can analyze usage patterns, identify trends and predict future customer needs; in the same vein, Al can
be used to process and analyze huge amounts of customer feedback data, allowing companies to identify areas
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for improvement in their products and services. And it doesn't stop there, chatbots and virtual assistants,
controlled by Al, offer personalized and instant support, resolving common doubts and problems quickly and
efficiently.

The combination of IoT and Al is gradually transforming the after-sales customer experience;
anticipatory maintenance, for example, reduces equipment downtime, considerably impacting the perception of
customer satisfaction; as far as organizations are concerned, the precision of data analysis has enabled the design
of more personalized loyalty programs, contributing to the consolidation of relationships with their consumers.

But the technological issue is not restricted to these tools, although they are working in the same
direction, the introduction of Big Data and the growing adoption of data-driven strategies have also become a
strategic asset for companies seeking excellence in customer service; by collecting and analyzing vast volumes
of data on customers' purchasing behavior, history of interactions, preferences and feedback, companies in the
after-sales sector are able to build detailed and individualized profiles. This wealth of information makes it
possible to identify patterns, trends and specific needs of each consumer, making it possible to offer highly
personalized solutions and services.

Big Data is optimizing internal processes. For example, the automation of repetitive tasks, such as
generating reports and classifying tickets, frees up professionals to dedicate themselves to higher value-added
activities; after-sales operations are becoming more agile, since data analysis makes it possible to identify
bottlenecks, improve service routes, improve resource management and reduce costs. There is no doubt that the
insertion of these technological tools is profoundly altering after-sales services, giving them a more dynamic
character, which results in considerable gains for both companies and consumers.

V.  Conclusion

In the face of criticism of consumerism, whether it's due to environmental issues and natural resources,
or even in spite of the aggressive way in which companies undertake to promote it, it has managed to resist; the
fact is, they can't find or propose alternatives to replace it, the reality is that the society now of hyper-consumption
is gaining more and more strength, and so is the wheel of capitalism. Organizations, which are part of this
machinery, are constantly seeking to adapt to a scenario dictated more and more by the sensitivity of customers.

The process of companies adapting obviously involves taking advantage of the resources that are
available to them to pursue their objectives, in order to maximize their profits; this is the case with after-sales,
where there has been an understanding that this department should evolve through the adoption of new tools and
strategies, conceptually, its central idea stems from building a lasting relationship with the customer.

In this sense, in addition to making use of existing methodologies such as the PDCA cycle and marketing
science, it began to use technological tools that gave it advantages and optimized its tasks, such as: Internet of
Things (1oT), which allows for deeper and faster analysis of the various stages of after-sales and the collection of
data in real time; artificial intelligence, made it possible to identify patterns of behavior, predict needs and
personalize the solutions offered, made it possible to create more relevant interactions, increasing engagement
and loyalty, for example, through chatbots, instant support can be offered, 24 hours a day, 7 days a week; Big
Data provides a comprehensive view of the customer, allowing detailed profiles to be created and audiences to
be segmented; data-driven is fundamental in this context, making decisions based on concrete data, allowing
companies to optimize their processes, reduce costs and increase efficiency.

However, it is important to note that technology alone does not guarantee success. It is vital that
companies invest in training and developing their teams so that they can make the most of the new tools and
strategies. Furthermore, it must be borne in mind that technology must be at the service of people, and not the
other way around.
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