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[bookmark: _Toc521353792]Introduction 
[image: ]In case of any organizational perspective, customers are normally considered as the key actors because any company’s success or goal accomplishment depends on retaining or acquiring customers. Rupik, (2015) refers that, customer experience can be defined as the gained perceptions from the customers’ business activities conducted within any specific business surrounding. Sometimes organizations offers some sorts of extra facilities so that customer’s retention increased and the total amount of sales can be amplified. In addition to, customer engagement is the matter of customer retention through which the remain close to any organizational buying or selling procedures. In this 21st century, organizations are trying to be more customer oriented as they are very vital stakeholders on whom any organizational success is depended mostly. In this case, organizations in UK are trying to have more customer experiences or interaction so that the organizational authority can analyze the business motive of the customers and they can take strategies to make the customers engaged to their organizational business process. In the form of conducting this study, Marks & Spencer organization has been chosen. It’s a major multinational company in UK retailer market with its very sorts of quality and diversified products like garments products, beautification materials, beverage (wine), gift & hampers. In 2017, the total amount of revenue earned by Marks & Spencer is £10.622 billion, the net income is £115.7 million. All these things have been possible for adopting effective customer experience and customer engagement strategies (Marksandspencer, 2018). In this study, we are going to discuss about critical analysis of the factors that impact on the organizational ability to maximizing the customer’s values and critical understanding of the organizations quality processes and its effectiveness in meeting customer requirements in the light of the organizational setting of Marks & Spencer. 
[bookmark: _Toc521353793]Task: LO
[bookmark: _Toc521353794]Critical analysis of the factors impact on organization ability to maximize customer values
[image: ]Basically customer value can be referred as the matter of having satisfaction by employees by buying and sorts of products or services from any particular organization like Marks & Spencer. In this case, it can be highly said that, there is very close linkage between satisfaction and customer value.  In case of determining customer value of any particular purchaser, price or quality of the already purchased products or services are not the only concerning matter rather it is the calculation of perceived value by the customers after purchasing and using the already purchased products (Lax & Mau, 2013). In case of Marks & Spencer, if any customers find out any sorts of satisfaction after buying and using the organization produced shirt or beauty care services, the Marks & Spencer can say that, they have achieved required customer value. Now we are going to discuss about critical analysis factors that have impact on organizational ability in maximizing customers’ values. 
Factors impact on maximizing customer values:
Firstly, some factors for maximizing the customer values in case of Marks & Spencer Company have been illustrated below in light of one of the most used service delivery model; TVC model. 
· Time: Time can be considered as very vital factor impact on organizational ability to maximize the customer value. There is close relationship of time with the matter of achieving expected customer value. If any particular organization takes lots of time in case of product or service delivery, then the dissatisfaction level of customers can be highly increased and less customers value can be achieved. On the other hand, if any particular organization becomes efficient in case of giving fast service or product delivery and the customers get their required product on time, then the customers’ satisfaction level is automatically increased highly. In this case, Marks & Spencer always try to ensure service delivery on time. 
· Cost: Cost is the regarded as the most vital factor for influencing in achieving customer value in a great extent indeed. In any organization become efficient properly and can ask relatively low cost comparing to the service or product quality be taking proper cost cutting strategy, then customers can have satisfaction so much in conducting business activities with the particular organization. On the other hand, if any organization charge so much cost in against of service or product selling, then customer may have strongly dissatisfaction with the particular organizational business activities. In this case, Marks & Spencer always try to make cost cutting in service delivery. 
· [image: ]Visit: There is close relationship of number visit of customers for having any sort of service or goods from any particular organization. For example, if customers want to have a particular designed gifts from Marks & Spencer by giving an order and the organization can give the delivery of the product on time, then the customers can have maximum satisfaction on the other hand, if the customers cannot have their expected products or service by making one visit to the particular organization, then customer values can be lessened (Marksandspencer, 2018). 
· Quality: Quality is the first and foremost thing for having maximum customer satisfaction by any sort organization like Marks & Spencer. If Marks & Spencer cannot give the required quality of any particular product or service selling, then the customers can be dissatisfied and lose customer value can be achieved greatly. So, high quality can ensure high customer value. 
· Brand value: Brand value of any organizational business activities impact on increasing the customer value in a great extent. If any organization does not have any sort of reliability to the customers and there is no any particular brand value, then the customer value rate can be lowered. Because they can have doubt of having their required product in the expected manner. 
· Service consistency and responsiveness: In order to have highest amount of customer value, services should be consistent enough as well as responsive. For example, if any buyer want to buy many garment products from Marks & Spencer by some slots (Kotler, 2017). Then if the company do not provide the service consistently and in responsive manner, then the customers can be dissatisfied with the organizational business processes.  
These are actually the most highlighted factors those determine whether a customer will have satisfaction or dissatisfaction from the way of business dealing by any particular organization. Marks & Spencer always want to increase customer value by considering these factors. 
Theoretical perspective of the factors maximizing customer values:
In below discussion we are going to relate various sorts of models or theories with customer value. 
· LHBS Customer Value Model: Creating customer value is the core competency for any sort organization. This model says that, the rating of any particular company is fully depended on how the company’s employees judge it and how the company is close to them. There are four aspects of this model, those are narrated in below. 
i. Product: Customer value mostly is depended on how a particular organization create any sort of product that can best meet the customer requirements. Customers should be delivered products according to their specifications. For example, a particular size or design of shirt. 
ii. [image: ]Services: In order to achieve customer value, the service quality for any particular organization should be such that, that can simplify the lives of customers can be worked as their problem solution. For example, customers can buy air cooler from any outlet and if the product can diminish the stress of customers, the customer value can be achieved. 
iii. Communication: Product design or service contents should be set by making proper communication with the customers (Medium, 2018). In this case, the product model can cover all the requirements or choice of customers and it can best meet their demands. 
iv. Experience: The customer experience for example how a certain segmented customers have got experience in using any particular product or service or how they show their comment in the form of feedback, all these issues should be considered and these can assist in increasing customer value. 
These sorts of things are the key theme for LHBS customer value model.
· [image: C:\Users\Shohan\Desktop\download.jpg]Assimilation-Contrast theory: Through making integration of both assimilation and contrast theory, this theory was developed. In case of this theory, price of products of services not only determine the customer satisfaction but also there some other sorts of things in a great extent indeed (Coen, 2008). In this case, for having good customer experience and customer value, value of the products or services should be prioritized greatly so that more customers can be retained in a large extent. In this case, this theory refers that, there a certain quality standard for a particular product like world class design for Marks & Spencer made T-shirt. In this case, if the range of the quality is not met up then, customers will not willingly accept the products or services of the particular products.
These are the relevant theories and models liked with customer value applicable in Marks & Spencer.
Relevant activities focusing on maximizing customer value:
It is known to all that, customers are the main actors on whom organizational success depend mostly. In the previous discussion, we have already focused on some sorts of factors those can enhance organizational ability to maximize the customer value. The other relevant issues on maximizing customer value is illustrated in below in the light of organizational setting of Marks & Spencer.
· Knowing the drivers for customer value: In Marks & Spencer, the organizational authority basically conduct various sorts of business research in order to have clear view or understanding about getting information how the customers are satisfied with the organizational internal business processes. Customers are taken as respondents in the form of taking feedback about how the organizational products or services are satisfying them by meeting their expectation. After getting information, customers are served accordingly. 
· [image: ]Win-win pricing system: In order to have, required customer value, win-win pricing system should be fixed properly. The pricing should be set in such a way that it can be consistent with the product quality or specifications so that customers are not to think so much about buying the product from the particular organization (Kreitner & Kinicki, 2013). For example, Marks & Spencer always try to adopt satisfactory price in line with the product quality. 
· Customers’ facilities: In order to acquire required customers’ facilities by particular organizations like Marks & Spencer, customers’ facilities can be broadened in a large extent. In this case, customers should be given enough amenities like discount, facilities on purchasing by customers, rewarding the most valuable customers etc. (Marksandspencer, 2018)
· Customer value management through technological means: Business organizations should make customer value management using technological means. In this case, by making online poll, social media posts, online feedback taking, the customer value can be managed. Because of doing this, the details out about what they actually demands can be known and organizations can take required initiatives to meet their demands. 
These are the additional factors those can be considered as the way of maximizing customer satisfaction in the organizational perspective of Marks & Spencer.
[bookmark: _Toc521353795]Critical understanding of organizations quality processes and its effectiveness in meeting customer requirements
In the arena of business organizations and internal business processes, quality refers to some sorts of specifications sought by customers so that their demands or requirements can be fulfilled properly. In case of organizational setting of Marks & Spencer, they are always concerned about how to maintain proper quality and that can best meet the customer requirements. Understanding of these matters are analyzed in below. 
· Processes for maintaining quality in Marks & Spencer: In order to meet the customers’ demands and needs to the organizational products or services, Marks & Spencer always want to maintain quality, the ways of maintaining quality of products or services in Marks & Spencer are discussed in below. 
i. Strategic human resource management: The human resource department of Marks & Spencer always manages human resources very technically. They are recruited, selected, promoted or motivated by doing proper qualification judgment or performance appraisal etc. By doing so, employees can take part in organizational internal business processes very actively so 0quality of products or services is ensured properly. 
ii. Focus on customer preferences: The term ‘quality’ differs based on circumstances. In case of any sorts of business products or services, quality refers making products based on customers’ preferences (Guinane, 2012). What actually customers wants from Marks & Spencer, those things are tried to be made by this organization. So, the quality is mostly achieved. 
iii. Technological usage: In order to maintain proper quality and achieving customers’ requirements, automation technologies are encouraged in Marks & Spencer organizational operation. In this case, the company use artificial intelligence in case of making massive production by maintaining the already ordered quality specifications. As modern technologies are used in all spheres of internal & external business process, so the amount of errors are seemed to be decreased in a great extent. In production, marketing, sales, human resource, research & innovation and all sorts of organizational department, technological usage is prioritized very highly. 
iv. Personal & professional development: This sort of thing is conducted by the organizational authority of Marks & Spencer so that employees become efficient and innovative so that they can contribute to the organizational proper output production and quality maintenance. Organizational authority gives various sorts of both on the job and off the job training so that employees can understand the market requirements and they can apply their job knowledge and experiences in order to meet the quality specifications of products or services.
v. Surveillance and service tracking: The IT & research department of Marks & Spencer always maintain surveillance system so that they can track or monitor about how the organizational service delivery is going and how the quality matters are being ensured highly. This sort of system about organizational processes assist greatly in achieving customers; preferences and achieving quality specifications. 
vi. Minimizing management errors: In case of any kind of organizational business processes, technical errors or various sorts of mistakes are occurred. Regarding this matter, Marks & Spencer try to remain concerned and aware about minimizing the level of errors so that normal production or internal business processes cannot be interrupted. In this case, the organizational authority follow Six Sigma performance model so that the errors cannot be happened highly. By maintaining this sort of things, the organization can easily meet up the quality requirements as the whole processes can be conducted based on the organizational goals and objectives. 
Basically, these are the all sorts of processes through which quality regarding production, service delivery, management is ensured highly in Marks & Spencer.
· Effectiveness of organizations quality processes in meeting customer requirements: In the light of organizational perspective of Marks & Spencer, effectiveness of organization quality processes are illustrated in below. 
i. Achieving customer requirements: Organizations quality processes basically are conducted in line with the customers’ demands and wants. The quality actually is referred to the thing within products or services that can make happy and satisfy customers (Miner, 2011). So, the current quality processes within Marks & Spencer can really meet the customer requirements as their choice is reflected to the particular sought products or services produced by Marks & Spencer Company.
ii. Durability: Quality in the produced products or services by Marks & Spencer basically sustains long time. As customers want to have maximum utilization by using a product or service from Marks & Spencer, so products of this company can sustain for a long time. In this case, customers’ r requirements are met properly in a large extent indeed. 
iii. Cost-cutting: Quality of product also depends on cost cutting in production or organizational management procedures. As Marks & Spencer can produce better products by giving less resource, so cost-cutting is ensured despite producing customers chosen goods. In this case, it can meet the customer requirements properly. 
iv. Design: Quality of any sort of goods or services also depend on producing goods by maintaining standard and customers’ expected design so that it can be more attractive and worthy to customers. By maintaining such sort of quality specification, customers can be happy by purchasing and using the products like unique design for female garment products produced by Marks & Spencer. 
By analyzing the above mentioned discussion, we can easily come to know about how Marks & Spencer Company conducting its internal business processes to ensure quality and how it effectively meeting up the customers’ requirements and specification in a great extent indeed. 
[bookmark: _Toc521353796]Theoretical perspective about customer value in Marks & Spencer: 
Customer value is really about having customer satisfaction and happiness by achieving quality requirements of customers. The organizational authority of Marks & Spencer always try to maintain proper quality in case of products or service delivery management, so that customers’ value can be managed properly. The required theoretical perspective about customer value in Marks & Spencer is illustrated in below. 
· [image: ]Total Quality Management: Total Quality Management is about having success of organization by ensuring customer satisfaction. In Total Quality Management process, all sorts of employees participate in production or organizational management procedures so that quality in every sphere of organizational internal business processes can be maintained properly. In addition to, quality management strategy is for the customer-focused organization who improve the quality of services by accumulating integrated effort of all levels of employees. For example, the human resources recruit employees asked by the production, marketing or sales department so that their each of the departmental employee needs can be fulfilled properly. In this case, specialists from each of the department can formulate a quality goal setting and works in order to make the goal accomplishment (Samani et al., 2017). There are some core elements which are tried to be ensured by the organizational authority of Marks & Spencer in their internal business processes, those are illustrated in below. 
i. Process oriented: TQM is basically process oriented in an effective and efficient manner. In this case, Marks & Spencer start working within the organizational workplace by making an integrated thinking and goal setting. In this case, inputs as advices or consultation from each of the department is taken and then employees are instructed to accomplish all the assigned activities properly. 
ii. Total employee involvement: In the form of ensuring quality in the organizational products or service delivery through applying total quality management, all sorts of employees, line managers and staffs are gathered in a common platform so that they can cooperate each other by sharing their own skills and experiences. Total quality management is not something in which only some employees from a particular sector will work rather employees from all sorts of sectors or departments work in this thing. 
iii. Customer focused: In total quality management, nothing is quality beyond the customers’ preferences. In case of managing quality, customers’ expectations are highly tried to be fulfilled so that they can have their expected service or products from the organizations and be happy. By making customer focused management and production, quality can be managed very effectively and efficiently. By doing so, Marks & Spencer maintain their quality. 
iv. Strategic and systematic approach: Total Quality Management speaks about how to effectively achieve organizational mission, vision and objectives in order to meet the customer’s satisfaction so that the criteria of quality service or product can be achieved in high extent indeed. So, Marks & Spencer follows and apply various sorts of strategic and systematic approach like producing alcohol free beverage by Marks & Spencer.
v. Fact based decision making: Total Quality Management speaks about how to increase quality of the services or products by ensuring controlled and integrated decision making greatly. In this case, the organizational authority Marks & Spencer often conduct various sorts of survey in the form of business research to collect data from the stakeholders about the current organizational performance, customers’ feedback and the output of the taken strategic approaches (Lambin & Schuiling, 2012). By doing so, organizations can find out the existing weaknesses and can work in order to mitigate weaknesses and ensure proper quality in a great extent. 
vi. Communication: Effective communication through internal communication channels really assist in ensuring quality and organizational performances in a great extent indeed. In this case, organizations have to manage such a communication that can connect all the employees working their internally and they can share their professional views or problem solution by consulting or interacting. So, by developing and managing proper communication, employees from all classes can come closer and they can contribute highly in the matter of quality management. 
These are the details outline about all the aspects of quality management. By applying all these elements and aspects, Marks & Spencer is working hard so that they can ensure quality in every sphere of organizational management processes and can achieve required customer value. 
· Customer Satisfaction Model:
This model is about determining factors regarding how the customer satisfaction is being increased and how the organizational authority is working in order to manage it. There are basically two sorts of factors which contribute to ensure customer value and achieving customer satisfaction by making them happy with the organizational services or quality products, the things are illustrated in below. 
i. Price is a determinant of satisfaction: This aspect of Customer satisfaction model speaks that, prices are the key matters in the matter of ensuring customer satisfaction through selling quality products or services. This model tell that, distributing products to the customers not only include the production price but also customer’s value creation should be included. The products should not be produced only to sell it but should think about how the products can be worthy to the customers and how they take the products. This sort of thing can really assist in accomplishing organizational mission and vision by ensuring customers’ satisfaction. 
ii. Service quality is the determinant of customer satisfaction: In case of ensuring satisfaction and meeting the customers’ satisfaction, service quality should be ensured properly. In this case, customers’ emotions, their quality specifications, demands, customers’ preferred way of giving service should be met up properly (Haaften, 2018). Not only quality or price of the products or services may not make happy customers, but also there are some sorts of issues which can make them happy and satisfied like the distance of organizational outlets, time of taking services etc. efficiency assurance to these issues can assist ensuring customer satisfaction in a large extent. 
These are the issues related to achieve customer satisfaction by making them by ensuring either fare pricing or meeting customers’ requirements such as their emotions, level of demands or maintaining the way through which they actually feel comfortable. By maintaining all these issues any sort of organization can really be successful in terms of having good organizational output by achieving organizational goals or objectives accomplishment. Marks & Spencer Company is really trying hard and formulating policies about how to achieve customer satisfaction by maintaining these models or theories in a large extent indeed. 
[bookmark: _Toc521353797]Conclusion:
In the finishing stage of this study, it can be referred that, customers are the life for any sort of organization. Organizational success and efficiency are mostly depended on how the customer value is being achieved. In order to achieve customer value within any organization, customer engagement should be ensured. By analyzing how the employees are being engaged with the organizational managerial processes, strategies can be formulated and applied in order to increase the customer engagement. Among the strategies for increasing the customer value and customer engagement, quality management is the first and foremost thing. In this case, the organizational goal setting and internal businesses should be unique and satisfactory in terms of the goal setting, production, marketing, sales, human resource management procedures etc. In this study, we have tried to discuss and illustrated all these issues in the light of the organizational setting of Marks & Spencer. We have also tried to discuss about matters regarding customer value and engagement, factors regarding customer value, theoretical perspectives of customer values, organizational quality management processes, how the organizational authority is working in line with that and how the organizational customer values are being increased due to adopting various sorts of quality management strategies.
[bookmark: _Toc521353798]References
Coen, C. (2008). Contrast or assimilation: choosing camps in simple or realistic modeling. Computational and Mathematical Organization Theory, 15(1), pp.19-25.
Guinane, C. (2012). Improving Quality in Outpatient Services. CRC Press.
Haaften, R. (2018). Customer satisfaction models. [Online] Van-haaften.nl. Available at: https://www.van-haaften.nl/customer-satisfaction/customer-satisfaction-models [Accessed 4 Aug. 2018].
Kotler, P. (2017). Customer Value Management. Journal of Creating Value, 3(2), pp.170-172.
Kreitner, R. and Kinicki, A. (2013). Organizational behavior. New York, NY: McGraw-Hill/Irwin.
Lambin, J. and Schuiling, I. (2012). Market-driven management. Houndmills, Basingstoke: Palgrave Macmillan.
Lax, A. and Mau, N. (2013). Customer Value and Value for Customer – Retail Sector’s Need for Transformation. Journal of Marketing Research and Case Studies, pp.1-12.
Marksandspencer.com. (2018). Welcome to Marks & Spencer. [Online] Available at: https://www.marksandspencer.com/ [Accessed 3 Aug. 2018].
Medium. (2018). A pragmatic approach to defining customer value – LHBS Collection – Medium. [Online] Available at: https://medium.com/lhbs-collection/a-pragmatic-approach-to-defining-customer-value-2fe1c50ff289 [Accessed 3 Aug. 2018].
Miner, J. (2011). Organizational behavior. Armonk, NY: Sharpe.
Rupik, K. (2015). Applying the Customer Engagement Concept in the Fashion Industry. Zeszyty Naukowe Uniwersytetu Szczecińskiego. Problemy Zarządzania, Finansów i Marketingu, 41, pp.141-154.
Samani, M., Ismail, N., Leman, Z. and Zulkifli, N. (2017). Development of a conceptual model for risk-based quality management system. Total Quality Management & Business Excellence, pp.1-16.

image1.jpg
Customer

Engagement

Customer

Experience





image2.jpg




image3.jpg
r\"/




image4.png
Customer
Value

Communication | Experience





image5.jpeg




image6.png




image7.jpeg




