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Understanding and engaging in the customer experience

[bookmark: _Toc47440528]Preamble / Context
This report aims to assist the Editor of Customer Relations, by contributing to and analysing the current research in engaging in ethical trading and building sustainable resources and the influence of acting in what is deemed to be an ‘ethical’ manner on customer relations.  As part of this report the author will also study the possible impact organisations’ quality systems have on the relationship with customers of the business.  This report will use academic literature in order to investigate the ethical and sustainability policies of three companies in three separate markets, namely the Co-Operative Food Group and Apple and research will be supported with academic theories and a literature review.  The author will include a critical discussion of three quality models and an explanation of theories which can be used to assist an organisation when seeking to improve customer relationship management (hereon referred to as CRM).  Through this the report will also demonstrate the concept of ‘quality’ and the link associated with measuring and improving CRM.

[bookmark: _Toc47440529]Introduction
This report will begin with an explanation of the definition of ethics and sustainability and how this is transferred to the context of organisations and businesses.  The report will also demonstrate knowledge of quality process within an organisation and the ties this has to CRM and customer engagement with the companies selected for the study.  Evidence will provided in the form of academic literature, supporting data and graphs which will in turn show the benefits and barriers which may arise whilst developing and maintaining good customer relationships and the link this shares with a company’s policies on ethics and sustainability.

The Lumen, (2020), defines ethics as ‘written and unwritten principles and values that govern decisions and values within companies’ – this definition can be deferred to the moral principles of a business for the purpose of this report. Ethics therefore could be considered the way in which a business imposes common values and morals, for example the use of what is colloquially known as ‘sweatshops’ (dosomething.org,2020) or lack thereof.  Refusing to use such morally questionable resources could be both due to the business manager’s own moral compass or what they have found to be more adept for improvement CRM.  It is worth noting however, that according to Phillip V Lewis, (1985), that ‘the term business ethics is not adequately defined’ 
The definition given by Costanza and Patten, (1995), for sustainability is as ‘a sustainable system is one which survives or persists’.  However, it is argued that this term can also not be "adequately defined." But in theory, companies try to ensure that they are creating sustainably sourced products, ones that do not cause lasting environmental harm or damage, this in turn allows them to retain and gain new customers and pre-existing ones.
In the context of business management this therefore refers to whether a company’s practices are beneficial, harmful or bear no impact on the global environment – one example to consider in this scenario would be the reaction of BP to their oil spill of 2010 in the Gulf of Mexico – wherein the Chief Executive of the company tried to downplay the event despite 11 people having lost their lives to this (Webb, 2010),and this having had a profoundly negative impact on the immediate environment. 
Therefore, considering such examples and bearing in mind the definitions of ethics and sustainability, the purpose of this brief is to investigate how these two factors will engage or dissipate customer engagement with the companies in question using the aforementioned examples.













[bookmark: _Toc47440530]Task 1
According to Gallup research, a “fully-engaged customer represents 23% more revenue than average.” (clarabridge.com, nd). It is therefore imperative for businesses to consider their target audiences and the majority of the customers’ ethical, political alignments along with their views on how companies should act in an environmentally sustainable manner. As previously discussed, the companies the author will focus on within this report are Apple and the Co-Operative Food Group.

[bookmark: _Toc47440531]Define customer Experience 

Lemon, (2016), defines customer experience as a multidimensional theory, is unambiguous with the opinion; customer experience is a holistic paradigm, involving the customer effectiveness and includes monitoring the movements of the customer, their emotional response, the movements and social interactions and finally their cognitive and physical responsiveness to the brand/ company. 
It is important to remember that customer experience is the customers individual experience apparent in how they perceive it. It is developed via the means of the seller and the product they are offering. Customer engagement is the means in which companies are able to get data on customers that they can use to:
· Develop products to the customer’s needs (responses).
· Intercept and further develop faults in the product based on the customers (feedback).
· Create value via marketing and media (promotion).
This allows the organisation to initiate organisational perspective, in the form of:
· Call centres
· Customer service agents
· Brand behavioural analysis 
There is an importance placed on customer perception, as it can help to link the breaches that can be found between customers and the brand/ product. Feedback plays and essential roll in the development of customer engagement and the future development and implications involved in the evolution of customer demand. 
Customer experiences can also be monitored and charted via customer touch points.
The customer experience interlinks with another aspect what is known in the industry as the customer journey, according to  Følstadand and  Kvale, (2014),   The historical roots of the customer journey perspective are challenging to trace, as it has appeared in different fields of practice and research more or less in parallel. 

[image: ]
[bookmark: _Toc47440532]Fig(1). The customer experience journey (Lemon & Verhoef, 2016)

[bookmark: _Toc47440533]Customer touch points

Customer touch points are interactive points between customers and the company/brand. The touch points are designed to influence customers in a positive nature, helping to build a positive brand perception and association the customer with the brands value. 
Aichner and Gruber, (2017), have defined customer touchpoints in a statement that not only defines but gives relevant examples of touchpoints, “A customer touchpoint can be literally everything that transfers some type of information from the supplier to the client or vice versa. It includes visiting the company’s website or social media page, talking to a sales representative by phone or personally, sending an email or letter, watching a TV ad, and even seeing the company logo on the delivery van.”



Some examples of these touch point are:
· Digital marketing
· Personal referrals 
· Social media platforms
· Product reviews 
· Loyalty schemes 
· Points of sale
· Billing actions &
· Customer on-boarding
Touch points are important in all aspects of customer interaction, be it before, during or after the purchase. Customer feedback can be structure so as to utilize the touch points and convert them into qualitative and quantitative data, this data aids the implementation of many future plans for the company/brand with justifiable and statistically based reasoning.

[bookmark: _Toc47440534]Limitations on Touch points and customer experiences

There are many issues that may arise and contribute to barriers that can be seen within the customer experience and the touch points used by varying companies/brands. These can be represented I many ways; a few examples are:
· Disturbance in customer services
· Loss in finance and health legislation (due to the ever-evolving political aspects).
· Organisational struggles due to the struggle of having to keep u legislations and policies
· Campaigned analytics differ to the data collected 
Sustainable customers are captured via the use of long-term relationship building.
This is because the customer relationships are based on premises that are co-existence with the customer experience and their importance.  This encourages satisfying relationships, which breed both customer loyalty and vice versa.
Most companies are interested in building aforementioned long-term relations; they do this via the use of carefully required, whole company efforts, which can be viewed and improved via the effective correction of:
· Inconsistent meeting
· Customer disproval, no customers = no business
· The focus on meetings and their focus on marketing
· Dissatisfied customers and their failures 
Relationship marketing is mainly based on:
· Customers dissatisfaction interception
· Establishing customers relationships, reassuring customers & conceptualising their satisfaction. 
· Trust, the willing to rely on the brand / company.
· Satisfy, take the advantage and support the psychological and expectations of the brand, commitment and the overall satisfaction of the customer.
· Establish recurring customers via meaningful relationships.
· Retain, customer must be retained via effectiveness of the company/brand maintenance. (Serp stat, 2020)

[bookmark: _Toc47440535]Case study 1 – Apple

Apple was founded in 1976 by Steve Jobs, Ronald Wayne, and Steve Wazniack and is a leader in technological equipment, notably the Apple Mac computers and Apple iPhone.  In 2019 the company made 260.17 billion dollars for overall revenue of which 82% was via the sales of iPhones. In addition to this they still have twice the amount of market shares than their leading competitors Samsung, who have a yearly revenue of 222 Billion dollars, which are predicted to drop by 22 million in 2020 (Statista, 2020).
Apple have had a very controversial past; they have been accused of unethical practices and were suspected of taking part in the purchase of non-sustainable products. This evidence can be seen in the investigation that was started in 2010, China, specifically their links to Foxconn City in Shenzhen and the workers treatments within the Foxconn City company. The Foxconn factory is one of the biggest manufactures of Apple iPhone products in the world, the treatments of workers and unethical standards that had been set for the workers, prompted a 4 year undercover investigation, (Hamilton, 2019), in order to infiltrate and document these unethical practices, the report showed that Apple had been exploiting workers and breaking Chinese labour laws.
According to Merchant, (2017), a few ways in which they broke the Chinese labour laws and exploited their workers were seen via:
· Exceeding the temporary worker contracts (a maximum of 10% of the workforce can be temporary workers, Apple had over 50%)
· Forced overtime, 100 hours a month, Chinas capped at 36 hours per month.
· Worker’s rights violations
· Forced overtime for students during the hight of the seasons.
· Inadequate PPI, when exposed to toxicity on a daily basis
· Unreported injuries on site, the company did not record them. 
· Missed bonuses and pay rise opportunities.
· The controversial “996” work regime in China, 09.00am-21.00pm six days a week.
· Suicidal staff and suicides documented due to the work conditions in the factory.
Apple have also been taken to court by families who claim that they have violated child labour laws and health and safety procedures, this is evident with the data collected from their mines in The Democratic Republic of Congo, reports of;

· Colbalt mining deaths in Congo
· Child labour infringements
·  And deaths and severe injuries to the children working in the mines. (Kelly, 2019)

According to the Apple Supplier Code of Conduct, (2020), ‘Apple is committed to the highest standards of social and environmental responsibility and ethical conduct. Apple’s suppliers are required to provide safe working conditions, treat workers with dignity and respect, act fairly and ethically, and use environmentally responsible practices wherever they make products or perform services for Apple.’ 
However, the code of conduct which Apple has now implemented was only updated on the 1st of January 2020, so one could infer that this is due to the investigation.
They did previously state that they did not violate the ethical codes, after they proceeded to carry out their own internal investigation.
The sustainability of their cobalt mining has also come under fire, which is having a detrimental impact on the natural resource due to overmining, which is predicted to run out in 2030, (European Commission, 2018).

[bookmark: _Toc47440536]Case study 2 Co-operative Group

The Co-Operative Group, which trades under the pseudonym Co-Op was founded in 1884. It is to date one of the biggest British born businesses with a revenue of £9.5 million in 2017 and a net income of £72 million in the same year, and whilst it is most commonly known as a food store, also runs e-pharmacies, legal, financial and insurance services, funeral services across over 3,700 locations in the UK and have stakes in property and housing.
The Co-Op has built a reputation through practice of Fair Trade policies and on using ethically sound and sustainable resources – so much so to the point where their website includes the sections ‘Ethical policies’, ‘Modern Slavery statement and reports’, ‘Gender pay gap report’ and ‘Sustainability report’, thus ensuring a good level of CRM by making their policies transparent; a further point to consider on their transparency is that these sections of their website are easy to find.  In fact a 2014 survey stated that 70% of the British public believed that The Co-Op tried ‘to do the right thing’ (Co-Op, 2010).The Co-Op is considered forwarded thinking and ethical due to it’s stance on sustainability, animal rights and fair-trading.
The Co-Op has to date not had any large-scale scandals in conjunction with the company, as seen previously with Apple, however, they have had their reputation tarnished due to the actions of their employees, specifically the Chairman of their bank Paul Flowers; who in 2013, was linked to an investigation surrounding his unsavoury behaviour, the use of Class A drugs and evidence of the purchase came to light, the Chairman was also linked to sexually questionable practices, in particular the hiring of prostitutes and escorts.  This hit the headlines and impacted the untarnished reputation that the Co-Op held, (Boffey and Treanor, 2013.)
This scandal in turn saw the Co-Op bank miss out on the opportunity to purchase TSB from the Lloyds Banking Group, as they had a short fall of 1.5 billion great British pounds. This loss was due to a substantial drop in loans due to a previous collaboration with the Britannia Building Society, the Chief executive Mr. Tootell later resigned, then was barred from both accounting and the banking industry, and Chairman Mr. Flowers was later suspended from both the Co-Op and his Church duties.
In a fundamental twist, the Co-Op bank did not suffer any major losses of the loyalty of its customers.
[bookmark: _Toc47440537]Conclude

Both Apple and the Co-Op are able to retain their customers due to the loyalty that they have within the companies, the customers have developed a brand loyalty, which both co-operations are interested and investing in keeping.
After the Apple Foxconn incident, Apple have updated their ethical and sustainability policies to reflect on their activism, they have created targets to increase their sustainability and reduce their carbon footprint drastically by 2030 making it net zero, they have taken the initiative after their own internal investigation to; 
· Using recycled materials in all their products
· Installing solar panels to reduce their energy usage
· The decrease of their carbon footprint (to date 4.3 million metric tons in 2019).
· 73% reduction in the use of energy to produce their products 
· Investing in new ways to reduce energy expenditures
· Instilling the Apple’s Supplier Energy Efficiency Program
· Investing in a Carbon-free Aluminium smelting. 
· Implement the cessation of colbalt mining, ensuring that child labour is not used.
· Continuously reduce their fluorinated gasses
(Apple, 2020) 

The Co-Op, already have many ethical and sustainable practices and policies in place, this means that they are more advanced in their customer satisfaction than Apple, they have implemented CRM by understanding their knowledge gap on advance and perusing to fill in any uncharted territory, leading to more sustainable customers and more loyal customer base, seen represented by the lack of loss from bankers and consumers during their very public scandal, they have applied a framework which allows them to continuously provide their current customers with quality and ethical resourcing without negatively impacting their future customer pool .
The Co-Op have to date have set up policies based on;
· Reporting the unethical practices (whistleblowing)
· Taking accountability for the ethical components and ethical standards they are obliged to uphold
· Exploring their customer retention rates in order to maintain a stream of sustainable customers in all aspects of the Co-Op’s branches, ie; banking, funeral services, food standards and sourcing.
· Sharing customer experiences and needs with both the cooperation and future/current customers.
· Invested in the progression of customer relationships and their impact on sustainability.
· Correctly interpreting the stakeholder’s visions and future company prospects

In the words of the Co-Operative “More broadly, the Co-op will be guided by the long-established co-operative values of self-help, self-responsibility, democracy, equality, equity and solidarity, along with the pursuit of legislative compliance.”(Co-operative Group sustainable-development-policy, Nd).
Apple are forever investing in customer’s; in recent years we can see that they are now taking into account the need of ethical resourcing in order to create a sustainable customer assembly. They are drastically improving their customer satisfaction via the use of sustainable and ethical policies that they plan on continuously developing and improving, in order to retain said customers. The new measures that have been introduced within the company, such as audits and assessments, management accountability and responsibility, complying with the Customer Trade against Terrorism, the use of whistleblowing and community engagement just to name a few, (Apple, 2020).
The monitoring process involved in the policy improved Apple, will allow them to continuously profit.
 
[bookmark: _Toc47440538]Task 2
When defining quality in marketing, it is important to embrace the theories and models that play a part in creating CRM and customer value.
This part of the report will focus on defining and giving context to Quality models and Theories.
[bookmark: _Toc47440539]Define Customer Relationships and CRM

In order to define Customer Relationships (abbreviated to CR from here forth) and CRM, it is imperative to understand Customer Value.
To build a successful CR, customers have to build trust with their buyers, one way is to create customer value, it can be set about in two ways; the first is to increase the benefits the customer will receive and experience upon purchase, the second is to decrease any sacrifice the customer may have to make in order to purchase said service. 
This can be explained in a simple equation: Customer Value = Benefits>Sacrifice. (Brainzooming, 2013).
[image: ] 
[bookmark: _Toc47440540](Fig2. Customer value and benefits concept, Brainzooming, 2013.) 

By valuing the customer, the customer reciprocates in kind; this is important as the company needs a monetary exchange in order to succeed. The exchange is testimony to the value, not only of the product but the value the customer receives from the product. This ensures that the targeted audience find value in the purchase and then start to create a relationship with the brand/company.
Another imperative part of creating CR is interaction with customers, be this via purchase, advertisement and marketing, packaging and face to face interactions. Companies and brands try to associate themselves this way in order to show value and retain loyal and new customers.
According to Drotskie et al, (2011), and his definition, customer experiences are being generated by companies initiating Total Customer Experience (referred to here on as TCE) tools, this helps to retain sustainable customers by strengthening their brand loyalty. Organisations who use this technique tend to have quite a few common variables; these include the need to;
· To get ahead of the customers wants and needs and fulfil them before the competition
· Provide customers with real experiences
· Deliver real emotional experiences
· To provide these experiences via suitable market contributions
· Exploring interactive and interactions in experiences
· Developing the experiences into appealing memories
The six aforementioned principles are believed to be engrained in the company, part of its structural DNA, or its company culture. The company’s work force, manufacturers, distributing process and architecture all play a role.
Hamid, (2011), defines CRM as extremely important, this is as customers are the most important aspect of business “important pillars” of the company’s life cycle. Some of the core elements that CRM represent are.
· Improving services
· Customer satisfaction monitoring 
· Cost reductions &
· Face to face communications 
However, it is not assumed that obstacles and barriers are avoided, customers are human beings and they are a very complexed and emotional creatures, their opinions vary person to person, so each individual has their on perceived idea of value and quality, this means that inevitably complications will arise. 
Buttle, (2011), insist that CRM when implemented in the correct way will create “long term, value generating customers”. If the cooperate and social data of customers is combined.
Small/Medium Enterprises, (SME), and Major Enterprises can be affected dramatically by the negative outcome that may present itself, if CRM is not being implemented correctly, this can cause complications in the business.
[image: ]
[bookmark: _Toc47440541](Fig3. Buttle, Maklan, 2011, Understanding customer relationships (CRM) table.)

One of the easiest ways to build a good CRM system is to create a mutual trust between the customer and the company, this can be enforce through the value that a company place on their customers, customer value impacts the success of a companies retention rate. 
[image: ]
[bookmark: _Toc47440542](Fig4. CRM system according to Serp Stat, 2020) 

[bookmark: _Toc47440543]Deming’s Quality cycle

Deming’s is famously known for his stance on cooperate problems and where he believes they originally stem from, he regards them as being managerial problems, he believes it is the responsibility of the managers as the problems are profoundly systematic, which is the responsibility of managers to manage effectively and reduce the chance of reoccurrence. 
Deeming’s theories of quality highlight the importance of better quality (than competitors) and the value of competitively low pricing. This allows the business to accumulate a larger audience, this also enable the company to have a larger market share, it instigates more employment, thereby create a greater profit long-term.
Deeming’s cycle theory also noted that a small percentage of problems can be down to quality issues within the factory, however this is only the case for approximately 10 to 20% of the overall figure.
By prioritizing the product defects via the use of analytically calculating the fault, analysing how they arose and correcting the error, recording the new results and testing its quality after corrections are all used to prevent future defects in the quality of the product/service being provided. This method is cost-effective long term, hight quality is the cornerstone of lower cost, as the product quality will be defect free, needing less investment for corrective alterations.
By implementing the theories of Deming’s cycle, which he himself adapted from Stewarts theory, the plan, do, check, act (PDCA) cycle is an approach for circular planning, testing of products prior to commuting to the singular solution to the quality issues.
The steps of the cycle are as follows:
· Plan- The changes or the testing involved
· Do It- implement the test on the product, (Subject to)
· Check- Record and observe results of the changes
· Act- Use the opportunity to act on the data. 

[bookmark: _Toc47440544] (Fig5. Interpretation of Deemings Cycle)

Crosby’s 1979 Cost of Quality Model, (CoQ as it will be referred to), argues against the testimony and theory presented by Deemings. Crosby’s theories and model set a heavy responsibility on the customers requirements, rather than that of the preventative methods that can be used to counter act defects.
He insists that it will always cost money to prosper in quality, however, the cost can become excessive if the quality result is not achieved. Some of Crosby’s many mantras including “Do it right the first time”, can imply that when a company creates a product or service successfully the first time round, the quality is free, providing the product or service is created without any defects. So only when a company has to remove, revoke or rework a product due to poor quality, it can cost the company significantly more than originally planned, (asq.org, 2020). 
To help easily comprehend the theory, Crosby formatted the theory into 4 sections, these he titled, The Four Absolutes of Quality Management.
They are as followed
· Conformation leads to basic requirements, not to the product absolute
· Quality is achieved through the use of preventative acts, not via the use of appraisals 
· There must be a 100% performance rate, there is no room for compromise 
· Quality is measure through the cost that is incurred when not conforming, not by plans and indexes
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UNDERSTANDING CUSTOMER RELATIONSHIPS

Table 1.2 Types

Type of CRM

Dominant characteristic

Strategic

Strategic CRM is the customer<entric business sirategy that aims at
winning, developing and keeping profitable customers.

Operational

Operational CRM focuses on the integration and automation of customer-
facing processes such as selling, markefing and customer service.

Analytical

Analytical CRM is the process through which organizaions fransform
customerseloted dala info ctionable insight for use in either sirlegic or
operational CRM.
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