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Section 1

1.0 Introduction

The purpose of this essay is to analyse critically the factors that influence TK Maxx organisation ability to maximize their customer value and to provide a critical understanding of the systems that supports the quality processes of the organisation and how effective they are related to customer requirements. 

1.1 Background information about customer service in TK Maxx

TK Maxx is a part of TJX Companies was founded by Bernard Cammarata in United States and their first international store opened across the Europe was in Bristol later being expanded in more European countries like: Poland, Austria, Germany, Netherlands.

According with their official website TK Maxx represent an off-price retailer untraditional as they don't do promotions or sales, their mission being to sell already up to 60% off the recommended retail price thousands of big labels and designer gems. As their are saying via their official website value is to offer to customers a combination of brand, fashion, price and quality. The company value and their goal is to offer the best combination of price, quality and trend. Buyers targeted by this organisation described to have a keen eye for fashion, quality and brands or put simply entrepreneurial and opportunistic. Based on this, the company is trying to get the lowest price from their suppliers to pass the savings to their customers, negotiating and buying constantly for them. Following this strategy they do not need to keep anything in stockrooms and will always keep up the trends and will keep the customers and associates engaged making them to feel excited and curious.

Section 2
2.0 An analysis of customer service of TK Maxx
In order to discover how TK Maxx maximize their customer value and the factors that influence this process. Maximising customer value represent the main goal of any company and in my opinion creating and maximising the customer value should be the reason for the company existence and success. As the business environment is more and more changing and is becoming more competitive the company needs to stay competitive to survive and develop and has to find new ways to get this advantage. For this advantage to 
be achieved by companies, managers have to pass from quality tools, that they used before to improve the products and internal processes to customers satisfaction. Nowadays managers needs to consider their customers opinion as a new tool for competitive advantage and combine both of them, quality and customer service in order to do the improvements needed. (Woodruff, 1997)

According with Maund (2018) customer value is constituted more than just the psychical product is including: the customer service the guaranties and warranties that are offered by the company plus their policies for returns and exchanges or financing arrangements. All of them are representing a total product. The company have to offer more total value to the total costs to maximise the customer value as this is representing the most important factor which drive the company to achieve their goals.


2.1 Factors that influence TK Maxx ability to maximise customers value

In my opinion customer value is representing the most important advantage that a company can have. In retail this type of advantage will make your business to grow and be successful much easier, as a happy customer is the best advertising that you can get. A customer who find value in the business will remain loyal and will come again to buy products, recommending the company to their friends as well. For an organisation to offer value to their customers is needed to look closely at some factors that influence the ability to maximize it as people are looking to get qualitative products and services at the lowest price and as fast as possible. it has to analyse some key factors that can maximise it and make the business successful. For TK Maxx value means to offer the perfect combination between quality, price, brand and fashion and is representing the heart of any action that they do. In this case study i will analyze the factors which can maximise the customer value in order to see TK Maxx organisation manage them.

2.1.1 Quality in terms of products and services

First of all quality is one of the most important factors in terms of value. Many businesses believe that quality means to meet the technical standards but the important aspect is to analyse this factor from the customer satisfaction perspective to keep up with the market competition. Understanding how market perceived the quality it will increase the customers satisfaction. (Gale and Wood, 1994) Nowadays the balance between service quality, customer value and satisfaction it is a priority for the company as a service but for the suppliers as well as products and is increasing the competition for customers. (Wang, Lo and Yang, 2004) According with their official website the quality in TK Maxx is brought by the designer and brand name products that can be found on the high street stores. The comun misunderstanding about the quality is that TK Maxx buys just irregular items or overstock but that turn out as fals and that they buy directly from vendors.

In terms of qualitative services TK Maxx can be analysed from few different perspectives like reliability, responsiveness, assurance, empathy and tangibles.
Respecting the programme (opening and closing hours), bringing new stock few times per week it makes the business to be reliable to customers. The responsiveness of the business to their customers in TK Maxx means to have enough tills opened to make the waiting time shorter for the customers who are queueing and also to solve their problems like returns, exchanges, finding a specific item fast. Assurance is provided to company customers by having competent and well trained employees and competent and also by having a trusted company status being a high street chain. The TK Maxx organisation is offering empathy to their customers anticipating their needs and understanding their individual needs by keeping up with the trends and receiving products several times a week. Last but not the less important aspect are the tangibles. The store needs to be clean and tidy all the time, keeping the products organised with sizes tags and prices, also the staff needs to be presentable wearing a clean and tidy uniform. Moreover the store is representing the business itself, flexible, as they states on their official website. The stores are organised modern and bright with no walls between department to maximise the possibility to arrange the categories depending on the newest trends.

2.1.2 Price and its influence

The consumers are often looking at the relationship between price and quality or brand name and sometimes use the price as a sign of quality when they are not familiar with the brand or product. The price perception is important in the market competition and this comparation will give to customer the information about price fairness. This evaluation will affect the customer decision for buying. Therefor the customer value is representing the balance between quality and price and the value is increasing when the balance is in favor of quality. Put simply, the higher the product quality and the lower the price, the consumers value will be increased. (Oh, 2000)

Regarding to this aspect TK Maxx is from the beginning an off price retailer. Their aim is to offer great quality products, brand names up to 60% off than the recommended retail price. There are articles about how to find the best bargains in TK Maxx as this is the perfect place to look for them. Described as one of the most popular retailer in the UK, TK Maxx offer a big selection of products like clothing, shoes, homeware, beauty, accessories and toys for massive discounted prices. (Forsey and Whelan, 2019)

2.1.3 Time and its influence

Waiting is one of the most negative experience that a customer can have and it happens frequently even if it is for a product, a delivery or a service. This experience is influencing negatively the business from economic perspective and psychological. As the popular phrase says “time is money” while waiting, customers lose time which is a scarce resource. From psychological perspective the loss of time means stress and anxiety for customers. (Demoulin and Bielen, 2007)

2.1.4 How ethics can increase the satisfaction of TK Maxx customers 

According with the informations provided by the company official website, TK Maxx is having responsible practices and policies that are regularly reviewed in order to meet the standards from ethical and environmental perspectives. Practice like recycling, “no fur”, fairtrade programmes and many charities donation influence TK Maxx customers satisfaction. By recycling they reduce their carbon footprint with over 15% and are continuing to increase this percentage. They recycle tonnes of clothes through the programme “ Give Up Clothes for Good” and raise money for different charities like Cancer research. TK Maxx company does not sell any item that have any type of real fur in order to protect the animals. In terms of fairtrade this organisation include items that are fairtrade and support help Western Uganda farmers by programme named TK Maxx`s sustainable trade to grow fairtrade cotton which company use to create the T-shirts from Red Nose-Day campagne. These farmers from Uganda are receiving an increased income to help their communities and send their kids to school. The company relationship with their vendors is based on trust and honesty ensuring that the products they sell meet all the laws and regulation.

2.1.5 The loyalty effect

Loyalty is an effect created by customers who stay true a specific organisation. This effect can influence positively or negatively customers behaviour to continue to be loyal or not and as well help the organisation to predict this behaviour. To obtain this effect the company need to know how to manage the communication with their customer. Any company has different touchpoints like email, website, telephone number or employees. In TK Maxx case study the business is taking place online but retail stores as well. The touchpoints between customers and company are starting before buying through advertisement, emails, social-media then continue in the moment of the purchase with website, sales person, calls, and after purchase by survey or customers service call center. All these touchpoints are factors that can determine the customer to continue to stay loyal if they are well managed or not if the customer is not satisfied. (Lam et al, 2004)

2.1.6 How the ecosystem has influenced the customer satisfaction

A customer ecosystem is representing by the total of the interactions with the customer. Back in time the marketing was not so competitive as nowadays and the customers did not have so many information to help them to decide on a product or company. Nowadays the interactions between customers and company are more and the relationship is focusing more on the value than the profit. With the technology development the customers expectation has increased as they could find plenty of information on the internet. As a result of the developments in technology the retail industry was developed as well. The retailers was had to increase the quality of their products to continue to satisfy their customers. The internet development expanded the competition in online marketing as well and companies had to create websites and start to sell online to keep up with the competitors. Courier services become more advanced and customers have the alternative to get the products faster and cheaper and also they have the possibility to obtain information from them. All these changes help to save time and make money being helpful to both customers and companies as the problems can be solved faster by telephone or e-mail and online shopping.

As TK Maxx mission statement is to offer great value to their customers everyday it means they use all these factors and trying to meet all the requirements to increase their customer value.

2.2 An analysis of TK Maxx systems and its effectiveness to meet customers requirements

A quality management system it means a system which manage successfully the processes, responsibilities and procedures in order to achieve quality objectives and policies. The purpose of these systems related to the retail industry is to facilitate the training opportunities, engage the staff, reduce the waste and their benefits that result are to meet the customers and the organisation requirements. 

2.2.1 How the system is actually works to respond to the customers requirements 

As a tactical approach of the TK Maxx customer relationship management system TK Maxx aims to have well trained staff in order to respond over 90% to the requirements from customers. In order to get this staff the company has a specific team named Talent Acquisition team which role is to find the talented people to continue the success of the business. According with their associate handbook this team is analysing the marketplace and  recruit the right people to develop the business with their experience. There is another team Talent Development one, which has the aim to ensure that all their employees have all the necessary tools for making their best. The role of this team is also to collaborate with the Talent Acquisition team in order to make sure that they have at the right time and place the right people. And also after this team is ensuring that their employees have the right skills and behaviour they offer possibilities for development. For example if you have the right skills and prove to be the right person for the role the company support your training to become team leader, then assistant manager or many other different opportunities for development like jewelry course and cash office course.

TK Maxx organisation has been developed online as well starting in 2009 with only handbags for sale. They developed the website by asking for feedback from their customers to say what else they would buy from the site. This e-commerce website contribute to the customer value in a positive way as they reassure the consumers with trustmarks like verified by visa when they checkout for an order and provide information about delivery or returns clearly. (Charlton, 2009)

An important factor in process of maximising the customer value is communication. In TK Maxx there are some different touchpoints. Starting from the moment of purchase the customers have contact with the sales person in the store and website for online sellings. TK Maxx is trying to increase the customer value by anticipating their consumers needs and offering help through their shop floor associates they have the responsibility to organise the stock but to help the customers as well. After purchase they offer a customer service call center for support. One of any company aim is to solve the problems fast without losing time. For that Tk Maxx has a specific team leader which have the responsibility to take care about the online purchases, refunds and returns and all of them can be done in store without the need to post them and wait for the refund. TK Maxx is also able to exchange or refund the amount paid if an item does not meet the standard quality. They have another good service which maximise the customer value, they can search in the system for your purchase if you do not have the proof anymore but know the date and amount. Also they to gift cards if you do not have the card that you paid with in the moment of the return. Another good aspect which influence the ability of maximising the customer value is that the TK Maxx team leaders have the freedom to take action if needed. For example to offer gift vouchers for people who had a problem with the company.
 
2.2.2 How people are organised to work to increase the customers value 

In TK Maxx people share the responsibility and they are organised to accomplish all their task. Everything starts with the store manager who have the responsibility of the payroll, health and safety induction and verification, then is the assistant manager which responsibility include the recruiting process and holiday management for the employees. In my opinion in this case study the most important person which make the business successful with the most responsibilities is the team leader. There are three different team leaders with different tasks.

One is in charge with merchandising and team management, second one is taking care about opening and closing the store, receiving deliveries, preparing the registers and money for the trading day and the last one is the customer service team leader which deals with customer problems like refunds, exchange, online purchases and customer feedback management. 

Inside of TK Maxx are three more departaments organised in order to meet the customers requirements: finance department, delivery and loss prevention department. Finance department is divided in three as well each part with different responsibilities: team leader which manage the customers service in the front line and support the cashiers during the trading hours to offer the best customer service in addition to the rest of the tasks like handling the cash, cashiers which serve the customers , handling the cash, vouchers and cards payments and process the returns and exchanges, and the cash offices which does not have direct contact with the customers but they take care to have everything ready to start the sellings: counting the cash and banking them, balance the sales and send reports in order to use the for improvement. Delivery department is also a sector which does not have direct contact with the customers but put everything in order for them. They receive and process the deliveries and take care of merchandising: alarm the products and organise the stock for customers to enter in a tidy store with the newest trends. The Loss Prevention department is there to make customers to feel protect and they work against the fraud, stock loss and also manage the damages if needed.

As a strategy of meeting the customers requirements TK Maxx is trying to organise their associates who works in shifts on specific department to cover the same department everyday. For example same person will take care of the accessories department for the whole week doing different tasks. This strategy is helpful for customers as the employees will have enough information to respond to their questions about that department.

Technology had a big impact on customer value in TK Maxx but in other retailers as well. In addition to all others services that can be provided with it help, technology can be also useful to collect feedback, analyse it and develop strategies for improvement. At this moment the company have the online service for contacting and they aim to respond in maximum 48 hours and also on their website is a Customer Satisfaction Survey that can be completed by anyone.This feedback can be used to improve their customers satisfaction.

Section 3 
Summary of findings, conclusions and recommendation

In conclusion TK Maxx has a quality management system as they manage with success to share the responsibilities with store managers, assistant manager, team leaders and associates between departments like finance, delivery, loss prevention. The quality of management it is proved also by their ethical objectives and policies like increasing the recycled waste, “no fur” policy, fairtrade programmes and many charities donation which influence positively the satisfaction of TK Maxx customers. The purpose of these quality systems of management has been achieved in TK Maxx company as the organisation offer opportunities to the staff: all the necessary tools to make their best and different possibilities for development: courses to learn a new skill or to develop something that they have already engaging them to advance. The result of applying these systems is to meet the organisation requirements and also to meet the customer requirements by analysing the feedback and the factors that can improve their satisfaction.

Therefore, TK Maxx is an organisation from retail industry which have strategies for improving their customer satisfaction but there is still potential to develop new tools to maximise their customer value.

As customer of TK Maxx I can recommend some improvements that can be done in order to maximise the customer value. Even if they are good at customer service and e-commerce they still have to learn how to combine them. Their click and collect service still need improvements as is representing a wasting of time for a customer to collect their parcel because they have to queue to the tills with the rest of the clients from the store. I would suggest to develop a new strategy to collect the parcel from the fitting room assistant. The queue will be significantly reduce and the customer can try on the products that they order in a shorter time than before. In this situation the customers will save time and will be happy to stay loyal to the company and recommended further to friends and family. Another recommendation is to develop the methods of collecting feedback. Technology nowadays offers a lot of possibilities to collect customers opinion by message, surveys, e-mails, loyalty schemes that can help to collect information about customers to predict their behaviour, to gain their loyalty and maximise their satisfaction.
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