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Understanding and engaging the customers to depend on the organization standard performance. When business operations can understand the customer's proper way then it can serve the service based on the requirements of the customers. Customer relationship provides long term benefits towards the business operation and customers spiritually attested with the operation. In the scenario, The OXO Tower restaurant is to offer special dining gives concentration on provincial seasonal food (Ali et al., 2016). Managing the relationship with the customers’ business operation has to offer some benefits and advantages to the customers for building a relationship for a long time business. Most of the operation of the services attract the customers by carrying out promotion and gives the assurance to offer expected services in the standard way. If customers do not get committed and promises services in the operation they feel disappointed that affects the next year's performance of the operation (Kang et al., 2015). The main values and purpose of the CRM are to make more values of B2C relationship in the market and for the service operation, this CRM is mostly aided to get number customer for the continuous business revenue in the market. 
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The OXO Tower restaurant is excellent dining and it is located in the most amazing places Oxo Tower Wharf, London. This restaurant stands on the southwest landmark and this restaurant gives an extraordinary view to the guest when the customers taking food in the restaurant (Tripadvisor, 2019). The specialty of this restaurant is a big terrace and ceiling window that attract the customers to get unique views. This restaurant has gained popularity for seasonal food items of the UK and it also offers 800 wines to the guest for special experiences. On the array occasion, people more gather in the restaurant to take a meal and this restaurant special thing is that it always provides provincial food items for offering a better quality experience. The OXO Tower restaurant takes all of the action to consider the more involvement of the customers. This restaurant aims to engage a greater number of the customer and gains more financial advantages from the operation (harveynichols.com, 2020). For the customer's satisfaction, this restaurant offers training for the employees and special items for the customers. By taking feedback from the customer this restaurant goes on the action on how to make pleased the customers in a more way. Online communication and digital technology also aid this hotel to offer satisfactory services. 
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Customer value maximization is the way of providing the highest level of services to the customers that complete the customer's requirement to meet with the needs accurately. Customers set in mind to purchase the services from where they can get their requirements of the demand entirely. Service operation always thinks about how to offer more valuable service and maximize the customer value to make successful the aims of customers in the market(Solomon,2004).. The OXO Tower restaurant can enable the operation of the operation in the standard profit for dint of different value services and maximize the customer's values. This restaurant emphasizes the customer’s needs, price, quality, product, and brand to maximize the value of the services. In below explaining how The OXO Tower restaurant can attain the ability to maximize customer value for running expected profitable business by the following way:
Conformance to requirements
 Conformance to requirements encompasses the actual purpose of the buying services and customers' current demand in the market. Customers involve in the purchasing to accomplish their existing needs and to complete needs customers have individual demands based on their perception (Hwang et al., 2016).
Customers want and need: To meet the customer requirements requires to explore the customers want and need correction. The OXO Tower restaurant takes action to collects information about the customer's wants and needs through the research in the market. When this restaurant gets proper information and offers the services by giving focus on the existing demand in the market then it can cover the huge number of customers' existing demand. Customers always choose the first where they properly get their expected services.
Better quality and time: For maximize the value of the customers better quality services have the power in a great way. Quality services and serving commitment to serve the services at the specified time are considered as main factors to make the pleased of the customers. The OXO Tower restaurant arranges and sets all of the functions to manage the better quality food and offers in the limited time for reducing the boring waiting time before the food consumption. Better quality services easily can meet the customer requirements and pleased the customers at the highest level. For maximizing the customer values and operation long term beneficiary purposes need to facilitate better quality and time management.
CRM and Privacy concern: Customer relationship management also a crucial factor for maximizing the value of the customers. Employees of The OXO Tower restaurant manages the standard relationship with customers through better communication and offering continuous quality services to the customers (Lemon et al., 2016). Customers expect the privacy concerns and The OXO Tower restaurant manage the privacy of the customers by hiding all of the information and seating arrangement.
Product selection
Ranges and types of products can maximize the values of the customers and can create earning opportunities in the market. Wide ranges of the products and unique products of the restaurant can draw the attention of the huge number of customers group and meet with a large number of expected desires demand in the market. The OXO Tower restaurant selects the products that have the need in the market and offer various ranges of product for raising the sales volume. This restaurant serves the services in 24 hours by offering breakfast, lunch, and dinner with in reasonable price and variety of products. Customers get the facilities to tastes a variety of product and that can maximize the services in the right way. Different party and buffet services with an extensive level of demand product can make the attention of the customers and the restaurant can gain aims of the business with the standard level of revenue (Berguson, 2002). Lack of the types of products customers sometimes switch off the restaurant and involves other operations. By losing the existing customers, the business operation can faces loss in the performance. Therefore, by choosing the better quality and desires products types of business operation can draw attraction and engage with the business for gaining enough level of financial advantages in the market. Customers can choose the products that they expect from the operation. Wide ranges of products make the profit more and customers never think to go another’s operation for exploring new services.



Price and brand
Price and brand both are considered maximizing the customer's values in the United Kingdom. The price of the products defines the target market and the brand of the product psychologically makes the comfort of the customers. Brand services related to quality services with assurance and when the customers consume from the branded restaurant it makes a more mental satisfaction of the customers. Brand service always offers a comparatively reasonable price with the quality services in the market. The OXO Tower restaurant sets the price withy very much reasonable and to match the quality and cost of the services. This restaurant always establishes comfortable prices to consider the competitor's pricing system (Zhou et al., 2019). This restaurant can enable to gain profit for the excellent performance and this restaurant never impose to set the price in the more way for gaining more profit. The higher price of products never can make happy the customer and it directly affects the brand of the operation. Reasonable price with the quality and brand can maximize the values of the customers and long term business opportunities in the hugely competitive market.
The brand acts as a guaranty for quality:  Brand makes a positive expression psychologically and when the customers engage with any brand products, customers get more confidence and conformity of standard reliance services. This mental satisfaction can assist to make more values of the customers and this also a part of social status. For the raising social values and guaranteed service, this brand service of The OXO Tower restaurant makes more opportunities for business (Manhas et al., 2015).
Customer value-based Pricing: Customer value-based pricing illustrates that customers have the power to afford the product price with their affordability and it is reasonable with the quality and cost of the products. The OXO Tower restaurant makes the prices through the power evaluation of the value of the product creating of the customers. Based on the customer's values and overall cost of the products this restaurant offers the prices and it makes the more values of the customers for the reasonable pricing.
Value-added services
Value-added services are the service that adds more value to the core services. In the service operation there are huge competitive races and to maintain the competition in the serving market need to offer some extra value services to the customers that can easily differentiate from the competitors. The OXO Tower restaurant alerts about the values add services and to be different from others it works good factors. This restaurant offers the core meal with the prices and for making service more valuable this added beverage items with free services. By getting more value services without any cost the customers can attain more pleased and meet with the expected demand (Bishop, 2012). Value-added service is the extra services to maximize the revenue and most of the customers make buying decisions further for the next time demand fulfillment. In below explaining how The OXO Tower restaurant can add more value-added services by the following:
Problem-solving value-added services: Customers expect more facilities besides the main services and based on the current problems when the customers more extra services that greatly satisfy the customers (Lemon et al., 2016). The OXO Tower restaurant offers air condition in the summer season for making a good atmosphere for the customers and ensures more relaxation.
After-sales services: After the sales, the business operation can offer gifts and awards for being repeated business part. After the sales services operation needs to communicate without any gap and ensure in the future provide more values added services for the regular customers of the operations. The OXO Tower restaurant employees accept the customer customers' comments and based on this gives assurance to offer more value-added services (Manhas et al., 2015).
Relationships and experience
Customer relationship provides long term benefits towards the business operation and customers spiritually attested with the operation (Cetin et al., 2016). Managing the relationship with the customers’ business operation has to offer some benefits and advantages to the customers for building a relationship for a long time business. The OXO Tower restaurant communicates with the customer in a continuous process and tries to offer packages and discounted services to the regular customer besides this restaurant tries to make happy through giving the proper feedback of the complaints.
Make an emotional connection with customers: When the organization employees and customers have good relationship employees purchase the services regularly. In the long term relationship operation employees and customers involves an emotional connection with each other. This type of connection supports employees to get the services reliably and The OXO Tower restaurant can reach its target selling every year in a targeted way. Therefore this emotional connection makes the customers more satisfactory and acts as motivation factors to engage with the business for better services.
Provide customer feedback: Proving customer feedback can make a good relationship with the customers. The OXO Tower restaurant employees take immediate action about the customer's feedback and employees try to offer a better solution to the customers that satisfy the customers in a reliance way. Through the feedback, customers can understand his priority and again involves better services (Kandampully et al., 2015).
Understand the customer and their vision: To make a relationship with the customers understands the customer properly and serves the services to consider the customer requirements. The OXO Tower restaurant identifies the customers and evaluates what they demand from the operation. Making matching with the vision and customers' requirements of the services The OXO Tower restaurant performs the operations.
Customer’s touchpoints of The OXO Tower restaurant
Customers' touchpoints refer to a contract between customers and the company. The customer's touchpoints start the journey from before purchasing to after the purchasing of the customer's services. The OXO Tower restaurant establishes its brand and it maintains customers' touchpoints to takes action before purchasing, purchasing and after purchasing time mostly on Gmail and websites (Ali et al., 2016). For its customer touchpoints, customers encourage to involve with the restaurant brand for properly accomplishing the needs:  
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Figure: Customer touchpoints model (Manhas et al., 2015).
Pre-purchase: Pre-purchase touchpoints indicates organization action before the sales of the services to customers. The OXO Tower restaurant makes the customer's customers touchpoints through the proper arrangement of pre-purchasing action. This restaurant carries out pre-purchasing action by providing advertisements for the services on social media, newspaper and television coverages (Cetin et al., 2016). The satisfied customer world mouth of recommendation greatly assist to promote the services of The OXO Tower restaurant and this restaurant tries to collect the Gmail address of the customers through the Gmail it informs all of the services to the customers and motivates them to have participated.
Purchase: For the customer touchpoints appropriately purchase time plays significant roles and at the time of purchasing employees of an organization can get the opportunities to make interact face to face. The OXO Tower restaurant salesperson has the skills to interact with the customers in well manner and employees serve the services to the customers in the demand way. This restaurant also ensure proper packaging for the home delivery of the food. Employees of this restaurant are ready to assist the customers and give the right information about the beneficiary of the services significant of uses (Solomon, 2004. The OXO Tower restaurant also can perform the purchasing of the customers on the online websites of the company with proper communication.
Post-purchase:  At the post-purchase stage The OXO Tower restaurant carries out Survey for knowing the customer satisfaction level. Employees of the restaurant collect feedback from the customers and take action to manage the customer's requirement services. The support team of the restaurant assures that in the future customers will get their demand services without any kind of faults in a proper way. For the dissatisfied customers, this restaurant makes sure to solve the problems and it gives assurance this restaurant offers better services than the existing competitors (Bishop, 2012). The OXO Tower restaurant makes a contract with the customers with Gmail and websites for regularly updates information for further purchasing.
 
[bookmark: _Toc37025658]Critical understanding of The OXO Tower restaurant quality systems and its effectiveness in meeting customer requirements 
Service quality indicates the proper arrangement of the customer’s expected facilities and amenities to create the proper satisfaction of the customers. In the restaurant business operation filling the customers’ requirements is the way of offering quality services to the customers. Service quality is justified based on the different factors such as physical environment, interaction quality and offering expected services to the customers (Bishop, 2012). The OXO Tower restaurant in London tries to identify the gap of the services between the perceived and expected value of the services in the operation by applying the SERVQUAL quality dimension model. This model explores the gap in the services in the different stages to fill the customer's requirement by following:
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Figure: Customers preference percentage of SERVQUAL quality dimension (Ali et al., 2016)
Reliability: Reliability is the capability of offering services in the standard way through the maintenance of credibility, quality and within a particular time. Most of the operation of the services attract the customers by carrying out promotion and gives the assurance to offer expected services in the standard way (Solomon, 2004). If customers do not get committed and promises services in the operation they feel disappointed that affects the next year's performance of the operation. The OXO Tower restaurant takes the concern to implement the reliability in the services to fill the customer requirements serving the standard and promising services to the customers. This reliability is required for the customers’ needs and demands acquiring the highest level of satisfaction with the operation.
Responsiveness: Responsiveness is the action of problem-solving and customer complaints within a very short time to meet with customers’ requirements in the proper way. Customer satisfaction greatly depends on the action of responsiveness and for this dimension customers get their expected services very quickly from the operation. The staff of the operation can significantly play the role to adapt to the responsiveness by serving the demand services and taking action based on the complaints (Kandampully et al., 2015). The OXO Tower restaurant gives more emphasizes on the customer's complaints and tries to solve the complaints in a satisfactory way rapidly and this restaurant also tries to provide their customer’s preference services to the customer's demand. This quality dimension of support The OXO Tower restaurant gives more caring about the customers and fill their demands in very quickly (Solomon, 2004). This restaurant also gives proper feedback for any complaints on the websites and ensures customer’s reliable services.
Assurance: Assurance of the service supports increasing the trust and confidence of the customers in a large way. For growing the assurance needs professional, technical and operational knowledge of the employees. Marketing promotion of the operation can grow the confidence of the customers and employees needs to express the real information of offering services to meet the customer's expected services (Cetin et al., 2016). The OXO Tower restaurant communicates with all of the potential customers and expresses its capability to offer the standard services to the customers. Through the assurance, the target customer gets confidence and motivates to make a purchasing decision for filling the individual existing demand. This restaurant exposes its rating of services and previous comment of the customers for growing assurance to motivate more customers to take chance for filling demand.
Empathy: Empathy is the quality of dimension that ensures individual priority of requirements to meet desires services properly. Business operation requires concern about target customers' expectations and desires of the existing market. For meeting with customers, requirements require to focus on the individual expected services and arrange facilities to satisfy the customers in a great way (Zhou et al., 2019). The OXO Tower restaurant sets target customers and it also tries to fill the current demand of customers individually in the market. By offering extended services for satisfying the customer personally and it motivates visiting repeatedly in the market. Achieving competitive benefits in the market business operation needs to alert about the individual requirements and serves that expect from the operation to fill their demand in the market.
Tangibles: The quality dimension of tangibles expresses the physical environment of the operation such as the attitude of staff, uniform, equipment, lighting, furniture, food serving style, and decoration. This physical appearance has the power to attract the customers and most of the customers take a decision for choosing a restaurant based on the atmosphere and physical conditions. The OXO Tower restaurant decorated furniture and equipment in the standard way of looking good and taking the customer's concentration. Besides this restaurant confirms the standard uniform and better food serving style for uniquely offering the services to meet the customer’s expected demand (Canny, 2014). Therefore, the physical atmosphere of the operation makes the valuable experience of the customers and increase the values of the services than the competitors in the market.
Customer’s quality services for managing customers’ expectations by The OXO Tower restaurant: 
Measuring customers requires demand: The OXO Tower restaurant identifies the customer's expectations and needs at first. Based on the requirements demand in the market The OXO Tower restaurant decides to serve the customers. By offering in this way this restaurant can arrange facilities and services that the customers searching to consume for completing the demand (Mooij et al., 2004). This also offers competitive advantages and customers are more involved to purchase for consumption. 
Training and seminar for employees: Employees of the operation can perform appropriately through gaining the training from the organization (Solomon, 2004). The OXO Tower restaurant emphasizes on training for the development of the employee's performance and employees can perform efficiently by learning efficient ways of performance through training and seminars. Through the training, employees can enable to know how to react with employees and communication skills to make a standard relationship. 
Employee interaction and communication with customers: Communication and interaction of employees with the customers can help to know the customer needs and it takes arrangements to fill the existing demand. The OXO Tower restaurant employees have enough communication skills and employees interact with the customers in a standard way that offers an amazing experience of the customers (Khan et al., 2015). 
Optimizing quality assurance:  Quality of the services always first preference for any customers and to optimize the quality of the services needs proper combination all of the process of the business operation. For the better quality needs the operational and technical capability (Park et al., 2014). The OXO Tower restaurant manages employee training, proper decoration, equipment’s and communication assists to offer them better services. 

Digital technologies and social media platforms of The OXO Tower restaurant for customer value: 
Digital technology facilitates more extensive services and customers get more facilities for the development of technology. Digital technology and social media platforms ensure the operation achieving the huge number of revenue with the limited number of cost of customers the highest level of satisfaction. For digital technology, it is possible to know all of the information about any operation for upgrading communication system in the online (Zhou et al., 2019). The OXO Tower restaurant covers social media and digital technology for giving the information widely all over the world and facilitate how to gain more valuable services.
Facebook is very popular and a huge number of people are related to the different corners of the world. Through the hotel pages on Facebook and advertisement on Facebook boosting this restaurant information the customers about the services. People can make any complaint on the Facebook page and communicate to get the service in a different part.  
The OXO Tower restaurant makes videos on the different facilities of the restaurant for motiving the customers for taking food and make a valuable experience. This is a very cost-effective way to promote the market and the actual view of the service offering to the customers. 
Digital technology helps to offer interactive technology in the services and customers can take more pleasure from digital technology (Cetin et al., 2014). The OXO Tower restaurant uses the website for the customer's communication and provides information about the services. From the websites, customers can gather knowledge about services and the price of the services. From websites, customers comment on potential customers who can make a purchasing decision. Besides, this restaurant provides online delivery opportunities to the customers and customers makes reservation of the services. By dint of e-commerce and digital technology this restaurant easily can calculate revenue and properly takes the record. Customers can get online delivery food, makes a reservation for specific dates, carries out promotion and serve the food with less processing cost. After all, digital technology gives more opportunities to ensure a greater level of services and more pleasure for the customers.

Value and purpose of customer relationship management (CRM) of The OXO Tower restaurant
Customer relationship management is the process of making and retaining a relationship with the customers for repeated engagement in the business in the future. CRM is required for the business to make loyal and trusted customers by offering different types of facilities to satisfy the customer in a better way than the existing competitors in the market. The main values and purpose of the CRM are to make more values of B2C relationship in the market and for the service operation, this CRM is mostly aided to get number customer for the continuous business revenue in the market. The OXO Tower restaurant works with the vision and for the continuous improvement of the performance, it manages the relationship with the customers before and after purchasing the services from the operation (Solomon, 2004). After selling the services The OXO Tower restaurant communicates with the customers to know about the satisfaction level and if have any complaints about the services it takes action effectively. This restaurant also ensures it will never be repeated in future performance. Through websites and Gmail, this restaurant regularly communicates and tries to convince for repeated buying of the hotel services. Besides this restaurant also provides some extra advantages for the premium customers by less price and other extra services. Satisfied customers recommend others for engaging in the business. Therefore, managing the target sales of the restaurant requires to maintain CRM in the business more enough way.
Importance of quality control and buyer-seller relationship

[bookmark: _Toc10843494]Quality of the product and services is the main factors for being satisfied with the customers. The OXO Tower restaurant managers concern about the quality of the services for reducing the negative perception in the market. For managing the quality of the service this restaurant focuses on food ingredients and serving style at a reasonable price. Most of the customers decide to think about the quality of the services and quality services can completely cover the customers’ needs of the individual. This quality control method can improve the sales volume and improve reputation in the market. On the other hand, the buyer-seller relationship makes impediments to switch off the customers from the organization (Berguson, 2002). The OXO Tower restaurant maintains the relationship with the seller through packages services and price discounts on a particular basis for the repeated customers. Sustaining this relationship The OXO Tower restaurant gradually tries to improve food quality and promise to the customers with the proper communication. 
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Customers set in mind to purchase the services from where they can get their requirements of the demand entirely. Brand service always offers a comparatively reasonable price with the quality services in the market. Wide ranges of the products and unique products of the restaurant can draw the attention of the huge number of customers group and meet with a large number of expected desires demand in the market (Ali et al., 2016). Service quality indicates the proper arrangement of the customer’s expected facilities and amenities to create the proper satisfaction of the customers. In the restaurant business operation filling the customers’ requirements is the way of offering quality services to the customers. The OXO Tower restaurant should emphasize on training for the development of the employee's performance and employees can perform efficiently by learning efficient ways of performance through training and seminars. 
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