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[bookmark: _Toc6419646]Introduction
In service industry, it is required that employees as well as employers are knowledgeable to customers need to provide better service and increase productivity and resulting profitability. This kind of approach is called customer service. Generally, customer service refers to the process by employees where they do their best to ensure customer’s satisfaction with the purchased product or service while buying. But, in modern broad spectrum terminology, customer service is the provision of satisfying service during, after purchase of products to make sure that customers are retained overtime (Goodman, 2009).This assignment will be a discussion over various associations and requirements to ensure customer engagement to the business of Lime Indian takeaway in Ilford, London as according to my experience from working there. The business of the restaurant is booming and have high expectation of profits as well as equal competitions in the field. Hence, I will aim to deliver on recommendations that can help adopt customer service strategies to attract customers by understanding and engaging customers to the business through their experience. 
[bookmark: _Toc6419647]Company Background/overview of service:
Lime Indian takeaway is a cosy Indian restaurant that specializes in serving healthy Indian food and cocktails at bar. This restaurant is situated at Ilford in London and serves customers daily with fresh foods and cocktails, craft beers, wine, etc. It has been established by Mr. Aktar Hussain. 
The restaurant ‘s vision is to entice customers with its low lit and comfortable environment and helps them enjoy their leisure and meals with decent connections and great tunes. The restaurant like any other provides quality restaurant dining experience with its trained employees.    

[bookmark: _Toc6419648]Value and importance of understanding the needs, wants and preferences of target customer groups
Maximising customer value refers to aligning organizational offerings to customers’ needs based on perceived internal measures direction customers own values in quality definition. To asses these values, it is necessary to understand the needs, wants and preferences of the targeted customer group and prioritize and value these differences tastes through business operation. Needs are the reason behind their purchase of certain service or product, while wants to refer to desire for these goods or service (Christopher, 2013). Preference on the other hand is the situation where customer wants a lot of things but need to prioritize their need over wants. However, it has been established so far through various studies and practical business application that purchase decisions are often based on wants rather than needs in this present consumerism-based environment. So, different business organization are usually concentrated to evoke their needs of own products form the service to make them want those.
Business organizations survive on their popularity among customers and their increased association to the organization makes the business more profitable. Hence, customers are the driving force in influencing business operations in organizations. Thus, valuation and importance of understanding needs, wants and preferences of customers according to each target group is essential. This understanding helps effectively evaluate required business process to both appease customer demand of service or product as customer relationship is learned from their own perspective as well as achieving organizational goals. 
In modern times, customers have been demanding and informed after dynamic shift in societal needs and wants change and they can easily profile own needs and wants (Gentile, 2007). Form consumer preference triangle, it is evident that customers deem a business service if it meets their wanted quality, can meet their timely need and is at better price to be preferable. So, accepting that customers are organizations asset, learning on their available information helps retain loyal customer and so valuing their needs and wants comes first.
In our service to customers at the Lime Indian Takeaway, we also value customer needs and wants above all and provide them with all five-dimensional needs namely- reliability, assurance, tangibles, empathy and responsiveness as can be identified from SERVQUAL. We decide that we need to be adequately skilled in supporting customers value and integrate it in our own valuation of customer needs and preferences when deciding on market segmentation, supply chain management, employee training, etc. We may also follow Gap’s model of service equality that can help in identifying customer expectations and the gaps form actual service to close on those gaps by better valuation of their needs and wants. 
[bookmark: _Toc6419649]Reasons for using customer service policies
Customer service policies are those regulatory processes in organization that are specifically followed to know the customer and then properly address and work on the different ways of customer interaction to business (Frow, 2007). My experience for the Lime India Takeaway provide that customer service policies help attain standard quality of service to maximise customer value in the business and hence, the following are the reasons for customer service policies in my opinion: 
· It helps retain loyal customers for a long time in the business by accumulating and analysing of customer data form all aspects of the business of organization. 
· The loyal customer helps spread the word and advertise the business to new potential customers through word of mouth. 
· Customer service policy as emphasizes on satisfying customers with organizational service helps earn increased revenue.
·  The customer service policies also help establish a single enterprise view of the customers in the system, while also ensuring that all customer touch points are in specific placement within the system to entice the customers toward the business of the organization. 
[bookmark: _Toc6419650]Ethical Sourcing, Buyer Decisions and Issues of Sustainability
Ethical sourcing refers to the process of acquiring raw materials that upholds environmental concerns to lessen pollution and adversities of future environmental safety and security (Harrison, 2005). Few of the ethical sourcing requirements can be- use of seasonal produce in production range as well as vying for locally sources products, creating lower environmental impact for sustainability, keeping animal welfare in mind, fair trading, waste reduction by recycling and lessening non-renewable products in operation.
In present timely context, consumers have become conscientious as became increasingly aware of the impact of organizational operations and are more demanding of foods that are safe and high quality and products manufactured from ethically sources materials. According to a research by Mintel Press, ethical sourcing has been affecting customer decisions in buying products from all the businesses as they feel responsible environmentally and socially to create less adverse impact on their surroundings. Consequently, around 45% buyer say that they feel good buying ethically sources products while 52% goes to the length of saying that they wound boycott any products and respective companies using unethically sources products. Hence, buyer decisions in purchasing products or service from business organization can be chalked up to the customer values such as conformance of product or service at own requirements, product quality, pricing and brand value, value-added service and experience from previous relationship with the business.
Ethical sourcing to influence buyer decisions to be favourable for business also works toward the issue of sustainability for the business organization (Reinartz, 2018). In my opinion, there are several other factors of sustainability of the restaurant as transparency on food preparation is customer right and makes them increasingly affectionate if meets standard consistently. Also, showing humanity and Fairtrade in operational function also hep this issue. Issue of sustainability for business organization can also identify business conforming to their social responsibility by providing better employee opportunities and wages and preserving life.
[bookmark: _Toc6419651]Customer Experience
Customer experience surpass beyond normal business-to-customer relationship. Customer experience is the unique events to engage customers to the business that creates lasting memories and offers distinctive customer service by designing, promotion and serving and selling on these inventive ideas. 
So, according to my opinion, there are few distinctive stages to create customer favourable experience from the business such as creating service that customers feel connected to and desired for, driving these experiences through different touch points, better care for customers need and time, prioritizing customer need according to targeting and segmentation, honing on excellence and designing events according to customer preferences. All these combined can help customers feel connected and valued to the maximum limit and create the experience that compels them to opt for the same service over and over. 
[bookmark: _Toc6419652]Supply Chain Management
Supply chain management (SCM) is the process of business organization for procuring, transforming and distributing materials to cope the need for manufacturing new products or service that are preferred and wanted by customers of the business organization. Hence, SCM is the ability of business organization to respond to customer requirement efficiently (Ruskin-Brown, 2005). One important advantage of the SCM is that it reduces cost of operation manifold. However, if the organizational network is managed inefficiently can waste up to 25% of operational cost for production. So, for better SCM, it is required that raw material and components are at right place at the right time and leave the counter to be served at effective time. This just-in-time strategy is followed in our Lime Indian takeaway as supply chain for service. Thus, the SCM for a restaurant service includes planning of the system, demand analysis of service, quantifying inventory, identifying transportation mode and managing the flow of products. For example, in Lime Indian takeaway we need to carefully apply SCM when using meats stored in Kensington branch. For this, we specifically use pull-based SCM since seasonal change in demand is seen in the restaurant, while regular operation is moderately push based. 
To effectively utilize our SCM, we need to ensure that the supply matches demand and inventory is also matched. Also, delivery service improvement is required as better asset management and increased sales will result in the faster dispatch of service. But we need to ensure that safety stock causing inflexible approach and bullwhip effects causing information distortion over demand is never occurred within our SCM.  
[bookmark: _Toc6419653]Factors that drive and influence customer engagement
From Lime Indian takeaway work experience, I have found that there are several factors in the business functions that effectively drive and influence different target customer groups and create strong customer engagement to the business. The followings are those factors:
· Products 
Products are the main component that serves customers and drives their preference for the business. When quality of product is standard, it helps drive for customer preference of organizational products and influence them to purchase more of it in future (Lemon, 2016). On the other hand, products with specific features that appeals to customers also influence their buying decisions as they feel compelled to try these novel features. For example, in our restaurant we offer high quality halal beefs, and this attracts many customers to buy from us. 
· Service
Service quality of the provided service in the organization is as important as the product itself. Although frowned upon in past, present business industries recognize this aspect and in service industry like this restaurant, service quality defines standard of the organizational operation and attracts more customers. Different service features have become attributes to measure service success and failure as well since online order process is being held moderately effective compared to traditional ones these days.   
· Price
Pricing of product and services also drive and influence customer engagement as observing standard pricing for sold products help customer determine that the business is trading fairly and makes them feel good to trade with them as well. 
· Customer’s perception and emotional connection
Just as with pricing, when customer’s feel that the business shares their responsibility toward employees, society and environment properly, they tend to perceive the business as fair and just and consequently can engage more and feel the urge to continue the process in future. Also, personal and situational factors such as family or co-worker’s connection tend to build up consumer emotions and compels them to engage with the business over time. 
Once the factors are in place in customer service process it can be sustained with less cost and help innovations in the business (Berguson, 2002). If internal process for each segment group is identified properly, a digitized and autonomous system can save much time and effort in solving customer query in the business.   
To engage customers, it is necessary to highlight the specifically appealing factors of influences while marketing the product. These target groups are selected and segmented after gathering information and predicting their behaviours. The business of Lime Indian takeaway also uses this factor as this are defined in the on boarding strategy. For example, young target customers usually prefer pricing and quality of product and service, while older customers come on-board by emotional connectedness and perception as well. 
[bookmark: _Toc6419654]Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is the mutually beneficial relationship between business and customers. While customers want quality service or product from the business, business needs customers’ monetary support to sustain operation and make profit (Hoyer, 2018). Hence, CRM is the strategy for devoting to management concepts that help appease customer demand. CRM is thus expected to be truthful, affordable, reliable, personable customer service.
However, CRM’s goals is to capture and manage attentions from good customers who stay loyal and help the business as opposed to the trouble makers. CRM provides information to customers and customers hold expectations of the business and it service based on this information, while the loyalty effects as observed for the system can help predict customer behaviour.  CRM therefore increases customer satisfaction, reduces direct-marketing cost with better effectiveness in capturing attention of customers, increases sales volume resultantly and helps indicate growth of customer base for the business. 
Operational excellence in CRM can be achieved if the Enterprise system can be implemented for the operations of CRM. Enterprise system or the Enterprise Resource Planning (ERP) is an integrated software that uses a central database for collecting all relevant data of the organization and processes these for useful purposes (Gentile, 2007). The following figure delineates the way Enterprise system works: 
[image: A diagram depicts the working of enterprise systems. The diagram shows the centralized database connected to various components as follows. Finance and Accounting, includes Cash on hand, Accounts receivable, Customer credit, and Revenue. Human Resources, includes Hours worked, Labor cost, and Job skills. Manufacturing and Production, includes Materials, Production schedules, Shipment dates, Production capacity, and Purchases. Sales and Marketing, includes Orders, Sales forecasts, Return requests, and Price changes.]
(Source: Shakya, 2018)
Enterprise system increase operational efficiency by organizational learning and effectuating changes. It also helps with total organizational management and data standardization. The costs can be switched easily since organisation wide information are made available for effective decision making and helps rapid processing of requests as technological and business processes are changed to deliver faster service (Frow, 2007). It also help with analytical decision making for organization’s betterment. However, adopting it is costly. So, we do not use this for our restaurant branch exclusively. 
Creating a sustained CRM
Creating a Customer Relationship Management system follows these strategic stages:
· Identifying the target customer groups of the business and segmenting these group properly. 
· Targeting these customers with proper material and contents to pique their interest for the business.
· Managing the interaction through CRM with these marketing contents and managing communication between customer and business.
However, to create a sustainable CRM that effectuates better customer service through technological implementation needs three distinctive approaches. The strategic approach requires to design right tools to apply for better CRM system operation, while tactical approach allows for improvement of employees by hiring and training them to sustain better customer service in business (Goodman, 2009). Also, practical approach to implement both above approaches help continuation of the sustainable CRM system.   


[bookmark: _Toc6419655]Customer experience map in restaurants
Customer service map refer to a complex process to visualize customer interaction to the business from initiation to end of dealing for service or product sales (Moore, 2010). In our restaurant, customer mapping shows that customers get to acquaint with our business though advertisements in traditional and social media as well as word of mouth from other loyal customers. They may search further for service equality through our website or create a query channel in website, email communication or phone line. They then avail our service and practically experience the service to repeat the cycle over time while sometimes they can give valuable feedback to help improve the service.
We use different touch points to help their experience to be joyful ad memorable as well as for collecting data over target customer needs and wants. Although touch points like traditional media is not able to extract information form communication, we can always use other means. But efforts are lost if the customer is not deemed an asset being a repeating customer or representing them. Our customer touch pints include website, face to face interaction in the restaurant, mail, phone call, etc. In pre-purchase phase we use website, phones and mail, at purchase phase face-to face interaction form trained employee make them feel connected and afterward we keep in touch by asking them for performance surveys at post-purchase phase. Our touch points at face-to-face meetings are very effective as many customers have found us to be friendly and feel comfortable to frequent our place. However, our CRM is somewhat ineffective in delivering on detailed query, so improvement of the CRM system might be helpful to better entice customer through this touch point. 
[bookmark: _Toc6419656]Digital technology in customer experience management
Customers when uses digital means to contact a business organization wants to feel connected on human level rather than mediocre information sharing (Moore, 2010). Hence, digital technologies need to be organized so that customer experience over a phone call or email conversation can maintain level of interface.
In our restaurant, we follow the following digital technology to manage quality customer experience:
Mobile communication: Our restaurant always have people manning the reception and query desk. So, we provide all time phone conversation facility as customer service throughout the operational hour. 
Credit care machine: We also use credit cards to let customers purchase without cash which helps them say secured on road and they feel more technologically advanced using the means and it has been seen form the CRM that customers feel more attracted to the business now more than ever. 
Email and online chat: We use such means to connect immediately over digital domain. However, it is necessary to understand tone of message from written format. We also use the collected ideas, complaints and suggestion in integration to CRM to provide better quality experience to customers in future. 
Website: We use the website as means to deliver detailed information of the business of the restaurant that helps customer to decide on their preferences and saves their time. This means is also helpful in determining traffic and clicks on specific functions to use it for future CRM.
The digital technological implementation in customer service provision has led to better profitability for businesses as has been found that after 80’s the customer-centred service has been helping business organizations expand rapidly. 
Digital technology has been seen to change the business performance and emphasize shift very rapidly so it is only fair that CRM systems re also changing to accommodate the need. Today’s customers need better price bargaining and so the CRM system is changing to ask feedback over such issue to help determine new pricing strategy for the business to attract more customers (Hoyer, 2018). Now, CRM system has become proactive in identifying problems and help employees to work on them. CRM although costs a few at beginning has become increasingly cost efficient and the factor response is also seen. Most importantly, CRM has changed to identify segmented customers and engage them with predetermined techniques effectively during digital technology. 
[bookmark: _Toc6419657]Advantages and disadvantages of CRM systems
Customer relationship management system is the technology-based process in organization that helps acquire consistent, repeatable and measurable results (Payne, 2012). The following are the advantages of CRM system as observed by me in my workplace at Lime Indian takeaway in Ilford:
· The CRM system is totally customer centric. Thus, helps attract customer by providing better service and ecosystem by engaging and marketing, connecting them to business sand allowing for feedback. 
· It helps customer service to be provided 24*7 relentlessly being omnipresent all the time.
· The operational cost for using CSR for customer service is much less and benefits company (Berguson, 2002). 
· The service is very fast in response than actual men. Also, the interaction are usually very effective for usual queried of customers making customers feel satisfied with the service and business.
· It can help with additional information for customers’ convenience. 
· It also makes enhanced data collection possible and resultantly customer service I well informed with high volume of necessary data while interacting.    
The following are the disadvantages of CRM system as observed by me in my workplace at Lime Indian takeaway in Ilford:
· There is trust issue when dealing with business using CRM system. Since, CRM is mostly associated to electronic means and extracts information of customer, customers can feel overtly sensitively about own information being stored in company websites.
· Also, customers also feel like their information can be misused when company ownership changes and their information is also shared among these entities.
· Some customers are also alert on internet hackings and feel threatened to sue the system for contacting business due to lack of trust for internet security.
· CRM also as a technological implementation limits customer interacting with actual people from the business organization and may make them feel detached (Hoyer, 2018).
· CRM can sometimes be insensitive to customers as can over market products and services as well as providing too much information.
[bookmark: _Toc6419658]Customer service strategies in Lime Indian Takeaway
Customer service strategies are those specific plans and their implementation that influenced the service quality to be better and more customer centric so that customers feel satisfied with the service and remain loyal to the business (Christopher, 2013).We use customer service strategies in Lime Indian takeaway as well. These are:
· Just like when CRM is interacting with a customer, the customer service representative have access to similar data to interact in similar manner with similar information to help customer get ahead of any confusion. For example, we always have timeline for discount offer from the business and when interacting we specifically describe the dates of operation of the service to avoid customers feel that they are not facing Fairtrade.  
· We also use the strategy to prioritize old customers over newer ones since it has been proven that maintaining relationship with an old customer is much more fruitful and sustainable for our business. That is why we use special loyalty cards for regular customers of our restaurant to allow them discounted price on products as well as providing complimentary services. 
· This strategy is also further utilized when we encourage customers to have word of mouth campaign of our business with special offers and loyalty offers. Also, new customers join with a mind set to return in this manner.
By following well planned customer service strategies, it is easier to serve customers to their like and needs since it allows for improved data collection over their preferences. Consequently, customers experience form the restaurant becomes more satisfying to avail the service in future and hence help attain organizational goal as well. 
[bookmark: _Toc6419659]Recommendations for improving customer experience quality
Customer experience quality if increased with better service strategies and provision can be effective in helping customer fulfil their need from the business organization as well as helping business reach own goals and objectives (Gummesson, 2002). The followings are my recommendation for improving customer experience quality as per my observation from workplace at Lime Indian Takeaway:
· The company data base if filled with relevant information about the regular customer’s needs and preference helps take appropriate proactive steps in ensuring customized customer experience by adopting better interaction and preparation.
· So, we need to collect information in every opportunity possible over customers’ needs and wants, although being discrete and sensitive is required.
· We can also adopt a feedback taking policy from which customer may opt out if wishes and employees may be trained to encourage customers in delivering it upon which analysis can help with better quality customer service next time. 
· We should create appeal of our services by marketing our fair-trade policy, energy consumption successes, water conservations, recycling planning and implementation, etc.    
[bookmark: _Toc6419660]Conclusion	
Customers are the priority for any business since their association to the business and their contributions provide the business with sustainable growth prospect. But, to make sure that customers feel the appeal to associate themselves with the business, the employer and employees of the business organization need to take several steps for better customer experience throughout their operation as well as a lasting impression. This is possible through understanding target customer groups and their needs and ensuring that these means are available and maintained in a timely manner (Lewis, 2012). This report has been an effort to discuss these issues in that practical example of my experience in Lime Indian takeaway in Ilford as an employee. CRM and other necessary processes to engage more customers to the business was evaluated and discussed and consequently recommendations have been made to improve quality of customer experience from the business.
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