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Introduction
Every business is selling something or providing a service, therefore every business has customers to attend to. Some may be negligent to the fact that a businesses success depends utterly upon customer value. Within the last few years all industries have become more competitive, rising quality whilst lowering prices and the market has become one loophole after another with people who are in search of the best fit for them.
In order to succeed we must be aware of what the customer wants. All that matters is dependant on what the customer wants over what they need, your must place most of you efforts into being able to convince that your service is what they need, you need to be able to push your company up without dragging others through the mud, create respect and be respected.
Within the hotel management business, it is crucial that our customer is always satisfied. You can call it the domino effect, if one falls, everything follows after. When a mistake is made, a customer is upset, the service lacks its regular efficiency, it is all down to your relationship with the customer and how much they value your service in order to “let it slide” and not share it amongst the community. The same word that makes you, breaks you. 
In this essay I will be outlining the essential factors of a successful customer company working relationship, what is needed to be done, what is needed to be rescued and what is fine. Everything in business revolves around the customers’ satisfaction therefore all should be done to satisfy. 



Workplace Organisational Context
MCS Cleaning Services is a company of which provides cleaning services for various establishments in London which include hotels, hostels, pubs, restaurants etc. The employees of MCS are a combination of different ethnicities and languages many of whom don’t understand English. In order to be able to continue recruiting staff for their abilities despite the language barrier, encounter a way as a manager, how effective customer services can be provided without having to constantly be in contact with the head office.


The Customer
It has been established without doubt that a company simply cannot survive without its customers, they are a company’s biggest asset (proved by Business practice).(3) A company’s way to conduct business is influenced by its customers therefore it is a major challenge to both effectively manage interactions to satisfy the customer whilst maintaining aligned with evolving business goals of which includes profit and growth. It is crucial to understand that the ability to exceed the customer’s expectation is what will maintain the company alive, a well-established Customer-Company relationship will improve the odds of doing this successfully. 
Customers are constantly changing their minds, in permanent change, becoming more demanding, more profiled, more informed and in most occasions, they know what they desire and what they need precisely, this is an important fact that a business should understand in order to please the customer. Key factors that customers have come to expect, which will make an impact on market competition is; they expect better quality, better price and faster service which for them will demonstrate something of high value. The base of competition within the market is relied upon quality, price and time, these are three criteria that are hardly managed together effectively when placed together. 
When understanding the complexities, it is therefore easier to establish a good customer company relationship, when an existing customer has become a repeat one, then it can be considered a successful customer company relationship. Alongside this, the better the relationship is equal to how likely it is that an old customer will promote your business via word or mouth. With this, loyalty is presented and loyalty is a key aspect within the customer company relationship as this gives you the guarantee that the customer will stick by your business even when something may go wrong. If one is negligent, misunderstanding, careless with a customer it will most likely cause the customer to believe that the service is not worth the treatment, doing things such as not solving an issue rapidly, avoiding emails and delaying meetings are all things that encourages a customer to believe that business lacks professionality and wont be a good fit. On the other hand, when one becomes loyal you can notice as the customer will incline to give a positive referral, repeat business, continue business even when offered the same services with a better price from another company. Loyalty creates customer resistance toward other companies, ensuring they will place your services above any other. 
Our customers are a combination of different people with different personalities which means our customer relations with them has to be specific to each person as they all vary in how they act. The important thing is that they all WANT the same thing: worry free cleaning services. Within this industry it is inevitable to find mistakes, a spot that isn’t reached or staff that may be lazy, this is why we stress the fact that we provide best quality services as we employ our cleaners in regards to their ability and not their knowledge of the English language, but this can become a problem when our customer wants immediate attention and our employees cant attend to them. 
We offer a minimum of one supervisor per location which is fluent in the English language, has been trained to deal with internal problems without it having an impact on the service quality and they deal with all the paperwork for that site which automatically relieves our customers from having to do payslips, document checks, holiday pay etc. We provide consistent support and the area managers can be reached 24/7 when needed,(4) our goal is to ensure that our customers feel open to talk to us about the services and therefore being able to rely on us to get the job finished effectively.




Customer Relationship Management
Customer Relationship Management (CRM) "is the core business strategy that integrates internal processes and functions, and external networks, to create and deliver value to targeted customers at a profit. It is grounded on high-quality customer data and enabled by IT" (Buttle, 2004). CRM is a trading tactic to promote, make out, and sustain long term profitable customer relationship. It involves growing a system to decide on the most valuable customer relationships and working to stream those customers with service quality so as to go beyond their hopes (McDonald, 2010). Recently, it has been shown that the company has given the importance through improvement and effective services. CRM is a new method can be used for the purpose of new customer’s formation and also protecting Customer relationships. Not only that, it also provides support and retain outstanding association amid the organization and customers over the preserving customer loyalty (Shaw, 2009).
According to Peter Drucker (2011), the creation of customer value is considered the main business objective that indicates to the importance of creating new customers and retain them how to develop the relationship between customers and companies. CRM is also recognized as the powerful tool of management that is used to ensure customer loyalty. The organization uses to achieve this help to determine and direct the improvement of customer profitability as well as possible the generation of sales leads and provide quality assistance to plan and implement advertising and marketing campaign through to get a clear understanding about the goals and objectives. In order to survive in a world of business, the issue of competitive advantage must be achieved by the company (Georgi, 2012).
CRM is about the relationship a customer has with a business, it’s a mutual based relationship where both parts expects something from one another in this case being the customer expecting value for their money at a competitive rate whilst companies expect profitable customers and a certain degree of loyalty in exchange for the goods and services. 
A Corporation perspective of CRM is the desire to create a positive experience thereby retaining existing and loyal customers and to do so a business may extend discounts to customers; their friends and relatives. The main goal is to maintain customers and dissuade them from acting in ways that may lead to unprofitable relationships thereon resulting on loss of business. The ideal relationship is where both are mutually benefited. It has to be understood that when a big company is the case, not all the customers may receive the expected attention etc, but to maintain a profitable service, the business should be able to provide better customer services to more profitable groups and thereon. A company also has to be able to realise if the customer will be or not be profitable, if there isn’t profit from the customer why is there such a demand to keep them? (5)
It must be obviously understood what the customer both wants and needs. Their needs are the reason as to why a customer is using the service that we provide, our customers are in need of a cleaning service for their establishment. Their wants are desirable services, for our customers it is the guarantee of top service of cleaning, taking the paperwork off their hands. The purchase decision of customers are always based on their wants, many times we advertise services in such manners that may appeal to them even though they had never wanted it before. At MCS Cleaning services, we offer our customers the opportunity to have best quality services at an accessible price whilst not having to deal with the headache of paperwork for the employees, HMRC, timetables etc. We make this offer appealing as though to say we are taking a huge weight of their shoulders and that’s how we get in. We attempt to offer general services that we know all our customers will have an appeal to. 
To maintain a strong relationship with our customers we provide them with face to face meetings where they able to speak directly with a Manager, ask questions and work through any problems. This personal attention gives our customers the security of our services, there’s a face to the business and they are made aware that we are there for them no matter the occasion. Though we must also understand the differences between customers and the fact that they might prefer different things, in which we will adapt our source of communication. 



Quality Modules & Standards
Every business aspires to strive and be successful within their field, this therefore creates more and more competitiveness within the market.(1) Due to many businesses offering similar services like MCS, we place all our strength in the quality of our service and the price. Many will attempt to give the lowest prices in the market whilst their service quality is no where near desirable, others may announce having the best quality but their prices seem to be more of a luxury than a cleaning service therefore leading customers to be discouraged by this. At MCS we take everything into account, the service quality, the price and the customer value. We attempt to show the quality of the service, present the customer with past reports, references, all that will demonstrate that we know what we are doing, the price therefore comes after, we show a little negotiation and guarantee that the service is worth the price. During the initial time period we stress highly the fact that the customer must have one hundred percent satisfaction which may guarantee their loyalty.
The quality of the service obviously has a great impact on customer satisfaction and there are then factors that should be taken into account. Product quality, service quality, price, specific features, consumer emotions, success/failures, personal factors etc are all aspects which influences customers satisfaction, and it is almost out of reach to be in control of every aspect.
The Five Dimensions of Service Quality:
Industry: Housekeeping Cleaning Services.
Reliability: Arrive on schedule and provide the services efficiently, hygienically and liberate the areas at the expected time.
Responsiveness: Returns calls, emails, attends meetings and responds to immediate requests. 
Assurance: High cleaning services for the provided establishment.(6)
Empathy: Acknowledges the customer by name, location and the supervisor which takes care of that establishment. Has knowledge of past history, evidently knows who the customer is and how they prefer to be talked with.
Tangibles: Office area; reports; plans; uniforms of employees; billing; statements.
In order to maintain quality, there are tools and techniques to drive data collection for all quality measurement and processes.
Check-sheets and Process Instructions are a simple method to keep track of things: check sheets in the workplace encourages organisations and enables both employees and our customers to have ready access to what has been done and what needs to be completed.
Control Plans essentially encourages the assured compliance with high quality standards via creating and managing powerful and effective, highly-detailed process control plans with detailed inspection instructions and check sheets 
Specify sample frequency, control chart type alongside other quality-directed data

Customer service 
Good customer service is proven when your customers come back, when they have the chance to encounter the same service elsewhere, or even if they do, they are satisfied with the way they were dealt with and are happy enough to pass through good feedback. Good customer service encourages our customers to believe we are always happy to help them, that the main goal is to guarantee complete satisfaction and when they are pleased they will very likely recommend services to their acquaintances which may in turn become repeat customers. The essence of good customer service is creating and upholding a relationship with our customers, engage our customers with our service so that they will feel a need to pursue it.
Any good relationship can be established by remembering the true secret and order of good customer service: you won’t be judged by what you say but by what you do. It isn’t difficult to establish good customer service, in its turn it’s actually quite simple, a good customer service will answer the phone, Independent of what is being done, the phone needs to be answered as people are reluctant to be in contact with somewhere that keeps you on hold for hours.(8)
Reliability is key when initiating a relationship with the customer, it is crucial that promises are only made when they will be honoured and kept. Breaking a promise is the equal to breaking a contract, you’re giving the customer reasons to feel distrust and unreliability, this leads some customers to fail to continue to use the service you provide.
The customer has to feel as though they are being listened to, that whilst they are giving the information about the problem, you are continuously making appropriate comments and suggesting possible solutions. Nothing can upset a customer more than to be on the phone for a long period of time and essentially feel as though it hasn’t made a difference. It is obvious that no person likes to hear complains, that humans have a thought reflex by thinking that you can’t please everyone which is true but when In a business it must always be noted that if a problem is given attention and support, you can fix it once at a time.
One of the best ways in obtaining new customers is via word of mouth, so with every opportunity there is to please your current customer, take it, it’s usually worth helping out a customer even when it’s not profitable, the customer gains recognition of what you have done and won’t forget.
It must always be remembered that you staff is the face of you, therefore training them from the beginning to be helpful, courteous and knowledgeable will only help your business grow. Making sure that the employees are distinct in what is good and what isn’t good customer service is incredibly crucial, small details matter and the better your employees are aware the better the customer service will be.  (10)
Taking the extra step is essential, most times customers ask questions when they are really lost, they only take an attitude to get in contact with customer services when they view no obvious solutions therefore it is expected that when asked something that our staff take the extra step and give a little more help than needed. This makes the client feel secure and saves their time. 
Finally, remember to give customers the sensation that they are getting more than they believe they’re getting, whether if its staff training, a discount when recommended, or even a smile. Customers admire the illusion of getting something more.  

Customer Centrality
Customer Centrality is considered a holistic approach to ensure that services and goods are provided for customers, this ensures that customers are given a top notch experience before, during and after they purchase the goods or service. 
Knowing the customer enhances the ability to identify who you want to sell to also being sure about what they want to buy. For example, MCS focuses on Hotel Managers that are aware of the cleaning speciality of the hotel. Previous to contact it is important that our team research as much as they can, whether if the cleaning is outsourced, the reviews and ratings and what is said about cleaning etc. You can also attempt to identify what kind of person the manager will be by the tone of their voice and when well trained, our staff will ensure that the customer knows they are the centre of the business. We take on one to one meetings and tailor the contract and services to how they desire therefore they are aware that we are indeed placing them as a priority, showing that they are being listened to. 
Buyer Seller Relationship
There are either short term or long term buyer and seller relationships, both have advantages and disadvantages. With MCS, we provide cleaning services therefore we have a range of different offers that a customer might need, for example a short term relationship would be when a customer desires a deep clean in their establishment. This short term relationship comes with the benefit that it is fast and essentially more rapidly profitable, there’s less paper work amongst staff and no contract needs to be set thereon relieving any stress from either side. (2) The negative is that we need to either find new efficient staff for the project and train them but employment is only for a short period or we have to move our employees around from other establishment which will cause imbalance and isn’t worth the trouble. A long term relationship would be a new contract based client, a benefit of this is steady income for the time period, inclined profits for the following months whilst also growing the value of the business. Negatives are that the initial period is a time of adjustment, where we strive to be able to work efficiently side by side, when new habits are created and sometimes paperwork prolongs the beginning of the actual service being provided.
A strong buyer which is usually a customer that has been present for a longer period of time, ensures both trust and honesty, there has been a stronger relationship built and they know they can rely on you for the services the same that you can rely on them for correct payments. 
Managing Customer Expectations
The best way to maintain a customer happy from beginning till end is the ability to manage the customer’s expectations from beginning to end. One factor this includes is the ability to openly discuss solutions which means that the customer service should be prepared and previously aware of any problems that may show up which means that there should be a prepared solution for mostly every expected issue. The ability to openly discuss any possible solutions with a client highlights the fact that you are painting them a clear picture of the reality, what may happen and what wont therefore providing truth and thereon managing their realistic expectations.
Another way to do so is providing a clear timeline. When given a date, the customers expect you to comply with the date and therefore honouring and fixing whatever issue there was on time. It is much easier to manage a customers expectations by providing a clear timeline as to when the issue may be resolves or how long a particular task will take. 
Transparency and honesty is the key feature a successful manager may obtain in order to successfully manage customers expectations. By remaining honest and disclosing things in every possible situation, the customer will grow to both respect and believe you. The ideal way to manage a situation is to be completely open about it, avoiding secrets and that way you avoid placing false hopes on the client.
It is always ideal to remain both optimistic but realistic which means that representatives should remain aware of company policies, the complexities of certain problems and the workload of their team members. It is more important to be realistic with a client in disclosing the reality other than pretending there isn’t an issue, but a reminder is to guarantee that the best will be done to encounter a solution.
Lastly, following up regularly with customers, clients do expect a business to follow up with them, whether if its personally, via phone call or email, it is important for the customer to realise that the business is still keeping tabs and are still effectively doing their job in managing all aspects of a relationship.






Customer Value

The definition of Customer value is the difference between what a customer gets from a product and what they have to give in order to get it. It is a fact that a business revolves around customer value as without it there would be nothing the service for, as mentioned by the textbook (BD, 2009) “as marketers, we should be committed to the proposition that the creation of customer value must be the reason for the firm’s existence and certainly for its success.”(7)
(CVP) customer value proposition should be the overall amount of benefits that is presented by the supplier in exchange for the payment made for its services. It is therefore an evidently precise statement that is expressed as to persuade customers that this certain service may add more value than competitor’s service.
Distributing value necessitates a profound insight into the art of value creation, by selecting the best value for its customers and delivering that value in an effective and efficient manner.
 (J&W, 2004, p.3). It can be strongly argued that customers are one of the utmost significant qualities any business can obtain therefore making customer value a must for both employers and employees. On the other hand, there are many businesses that fail to acknowledge this and therefore don’t recognise their success via customer value.
“Service, quality, image and price: the essence of customer value.” I believe than if one shall achieve greater customer value then they must implement competitive advantage. “a market-oriented culture provides a solid foundation for these value-creating capabilities, which will greatly enable a business to consistently deliver superior value to its crucial customers.” This marketplace is essentially collected of three major substances that consist of competitor focus, cross-functional coordination and customer orientation that are essentially measured as long-standing in vision also profit-driven. The act of evolving a solid tie through customers may certainly generate constancy that drives to high customer retention rates. Therefore, value motivated marketing tactics support organizations in the subsequent areas “understanding customer choices, identifying customer segments, increasing competitive options, improving service quality, strengthening communications, focusing on what it is meaningful to customers, and building customer loyalty amongst others.” -Johnson and Weinstein (2004). 
Consequently, via structuring a solid connection between market orientation and numerous measures of business performance of which include sales growth, , customer retention, new product success  and profitability, the organization would not only be focused on ensuring excellent customer value, but nevertheless considering as a pedestal for success in business, “a market-oriented culture is necessary to build and maintain the core capabilities that continuously create superior customer value. Recent work in service management, quality development, and new product development points to the necessity of being market-oriented for success in these key strategic activities.” (Narver and Slater, 1994).
I contemplate that for organizations and people, the vision of being passionate about bringing greater customer value must be engrossed on understanding what the customers desire, for exceeding those hopes is the foundation of durable customer loyalty. Therefore to build customer loyalty, businesses is obliged to form a long-term commitment to comprehend their customers’ expectations, how they change, stimulate employees to view customer satisfaction as a main objective, monitor customer satisfaction recurrently, and stay in touch with customers afterward the service is provided.
Example of Customer Value Proposition (CVP) :
BMW’s value proposition is “the ultimate driving machine”. BMW fabricated luxury vehicles for those who could afford them. When other companies began to manufacture luxury cars as a rivalry to them, BMW felt the need for distinguishing its creation by adding a value proposition. They added a customer value proposition “No cost maintenance”, this plan provides the owner of the car with a no cost maintenance for the first four years / 50000 miles of use. No other competitor provides with this kind of service.

Conclusion
MCS orbits its customers, whether they are of more value or not, there’s the belief that we must live up to our reputation and that is to be the best for all, big or small. It is of upmost impossibility to obtain a successful business when the customers aren’t made the centre of the company. It is crucial that when we gain a new customer, we will do all in our reach to stress the fact that we care about what they want, the establishment shall be cleaned to their requirements and they will take upon our services not because they need it but because they want o work with MCS. 
One problem that affects our customer relationship is the quantity of non English speaking employees that we obtain, the fact that they’re efficient for the job becomes invisible when our customer attempts to speak with them and they have no clue on what is happening. In order to improve this within all our establishments there will be at least one supervisor that will be fluent in English therefore there is always someone efficient, trained and on site to assist with problems. Our quality will remain the best but our customer value will increase due to the extra consideration that is being taken toward the client.
Our company works so that our service is of high value, that it is both respected and desired by the customers, therefore ensuring that they believe they are getting what they are paying for after all, without our customers there is no business.
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