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Module: Understanding and Engaging in the Customer Experience
Introduction 
We live in a constantly changing world. Globalization and technological evolution have had an enormous influence in the economic and financial sector, making customers more and more demanding, always charging the highest quality in the products offered in the market. Besides looking for convenience, they also seek quality in the services provided. Responding positively to these requirements is a major challenge to be overcome by all companies focused on maintaining customer satisfaction. The relationship between the seller and the buyer does not end after the purchase of their products or services, companies should focus on maintaining the same relationship and customer satisfaction to ensure that the customer re-buys and their products. 
"Create, maintain and enhance strong relationships with customers and other stakeholders. In addition to devising strategies to attract new customers and create deals with them, companies strive to retain existing customers and build profitable and long-lasting relationships with them. Marketing is now seen as the science and art of discovering, retaining and cultivating lucrative clients. "Kotler & Armstrong (2003, p.474)
Satisfy a customer is to reach their expectations in a shopping experience. There is a greater possibility that a customer satisfied with the product will re-purchase the same product than a less satisfied customer will once again opt for the product or service of that company. Failure to meet customer expectations and needs, generates dissatisfaction with the product or service. For services that surprise positively, the satisfaction can be enormous and charming. Satisfaction is intimately tied to feelings of ambivalence, in which there is a mixture of positive and negative experiences involving the product or service. Therefore, it is dynamic, highly influenced by many factors and evolves over time. Whenever contact occurs with the service or use of the product, the perception of satisfaction may vary. The more often this action is repeated, the more intimacy and knowledge are attributed to clients, and experiences (pleasant or otherwise) have significant impacts on satisfaction.
In the development of this assessment, we will consider some factors that directly influence clients' ability and values. And it will be critically analyzed two of these factors and their impact on the organization of company.
Five factors that influence organizations ability and value
· Quality

· Faster Service

· Marketing 

· Prices
· Time

 Quality – “Customer satisfaction depends greatly on the quality of the services that are consuming and the quality they expect from the services”. Paulins (2005), reports that the perception of customer satisfaction with the quality of the services received is directly proportional to the possibility of failure of their expectations, that is, the lower the customer expectation, the lower the dissatisfaction with the level of quality that he will perceive.
The quality is very important because all the customers looking for the best quality of the product. If the products have a low quality the customer may lose interest in that product. “The customers' expectations about the products purchased are visualized with the continuity of the purchase decision process. A satisfied customer is able to return to place of purchase at various times and to positively expose the company's image in its chain of relationships”(BENNETT & BARKENSJO, 2005).
Prices -   Everyone like low cost product, even if that product does not matter that person. This point makes the price very important in the business field.  There are many factors that make a difference to a company success and one of them is pricing. Defining well how much to charge for the products or services is very important for the growth of the business, and those responsible for this have to consider certain details.

Key factors for gaining customer satisfaction
Companies use various tools to retain and attract new customers, a task that requires a lot of strategy for those who want to stay in the market, lead the segment, and serve as a benchmark for their competitors. However, organizations have to work and manage their resources that are increasingly scarce, to achieve an excellent level of satisfaction and effectiveness. But this requires great planning to achieve its results, even because the organization has a commitment to its internal and external customers, where one of the main objectives is to maintain a good relationship with suppliers, employees and consumers, offering the best service and product in the market.
We know that this kind of link with the customer is important, and also that many companies are poor in some situations, not taking into account the small details that can compromise the quality process, both in services and products, especially when employees are working under a lot of pressure, having to meet the goals established by the organization, or, when the team is unmotivated, ceasing to care about good service and quality service, even allowing personal problems to interfere in this process, placing relationship with the client. How many of us have heard those famous phrases that make us uncomfortable
We know that in some cases, personalized service is part of the company's strategy, both for the dissemination of new products and for filtering some information and directing the customer to the right person, the one who will "solve your problem", but the which happens in this case, is that the customer often has to listen to the system twice to identify the item that person attends to, taking up to a few minutes to actually be attended to, and when the problem is exposed, he is not the most indicated to solve it and will have to move to another extension. All this causes the customer to lose time, and is dissatisfied with the service, especially when his problem is not solved.
When we talk about quality both in service and in the provision of services, we have to be careful about the small details so as not to compromise the service process; a satisfied customer may be able to indicate the services to others, so it is important to pay attention to this factor since word of mouth marketing still works, and very well. Things change very fast, the requirements are all for yesterday, many people do not have time to do market research to identify a good supplier, although this practice is correct and widely used, there are people who prefer one or two business indications, to make a simple comparison of prices and services, without wasting time in the decision, however, running some risk in relation to it. In view of the issues addressed in the text, I consider some important factors for service providers to ensure quality.
Customer service - the company has to maintain a good relationship with its client, it has to serve it in a personalized way, with quality, speed and with focus on its necessity.

Qualification - the team must be prepared to do a good job, it is important that the company invest in training to develop the skills of its employees, making them excel for quality.
Motivation - it is important to motivate the team to ensure a quality service, so it is essential that it be encouraged, recognized and know how important it is to the company. Give attention, challenges, gratifications, career plan, benefits, invest in quality of life, in short, everything that can make employees stay motivated to wear and sweat the company shirt.

Organization - undoubtedly this factor makes the difference when it comes to service, the service company must show that it has full control of the situation, knowing how to manage, control, organize and re-allocate its resources effectively, according to the needs.
Problem solving - when a particular task is outsourced is because the company does not want to have problems in relation to this task, and needs suppliers that meet their urgencies, very efficiently, guiding, analyzing the critical points of the borrowing company, and proposing improvements so that the problems do not interfere with your production process.

Customer focus - the customer has to be treated exclusively, he wants to be noticed, wants his supplier to respond with quality, speed and safety; so that the client does not waste his precious time, and is guaranteed that his problem will be solved.
Feedback - all factors that have been cited, I consider this one of the main. When the supplier provides any type of service to an individual or legal entity, he has to know how the performance of his work is, what is the perception of the borrower in relation to the services provided. Feedback is very important for quality maintenance; it is through it that companies do a survey of the positives and negatives, applying corrective action when necessary to continuously improve their processes. There are several ways to get feedback from your client: through questionnaires that address issues that may impact on service and quality of services; oversee the services performed to ensure customer satisfaction; or even a simple phone call to see if the problem has been resolved. This makes the supplier have credibility and a good relationship with its customer.
There are many factors that can compromise quality in the services and services of a company, often small details that could be avoided, and that go unnoticed, for lack of feedback, which is good for one, may not be for another, the company you have to watch out for these factors. The company also has to invest in new tools and quality management systems to reduce defects and maintain the excellence of its products. In the current global scenario, it is difficult to retain and attract new customers, because the profile of companies and consumers change according to their relationship with the environment, there are many requirements to choose a good partner, the service has to be excellent to arouse interest in the partnership, and if the supplier wants to remain competitive in the market, will have to worry about making a good service.
Critical Understand of Organisations Quality Systems
I have been working at McDonalds restaurant for over 3 years and I can conclude that the McDonalds system is one of the most effective business networks in the world. They invest heavily in employee training, customer service, marketing and new technologies. These are some of the factors that make McDonalds one of the largest business systems in the world.

From the analysis of the production for the consumption inside the stores of McDonald's, it is possible to verify how the work is carried out by the employees of this interaction team, being they consumers and employees. The service and the programmed and controlled activities are developed from the pace within the logic of the consumption of the brand, thus translating into the famous fast food concept.
The established order starts at the counter, where the smiling employee receives the customer's order. The rhythm of requests is that it sets the pace of the first worker, as well as of all others in the production line. The one who starts the preparation, puts the amount of elements (bread, hamburger, salad, sauce) needed, and the second worker, the assembler, prepares his delivery to continue the process. Then, the employee positioned ahead, is responsible for removing the product from the conveyor belt and deliver immediately to the customer, respecting all the times presented in the system Therefore, the materiality of McDonald's production is present in the spaces of its stores, but still hidden, as much by the control of the manager and the training processes, as by the deletion of the product as elements assembled and delivered for consumption. The visibility of the production refers to the imaginary fast of brand experience, which packs the goods with the standardization and the fast and practical delivery for immediate consumption.
The best way to achieve consumer satisfaction is to always be close to it. The customer who establishes a relationship with a company on an ongoing basis is invaluable to the venture. For this, it is important to keep the customer loyal. After-sales actions and continuous improvement of services or products are things that can be done to win over the customer. Fulfilling the agreed deadlines, practicing fair prices, having a differentiated service and opening communication channels are also ways of approaching the customer.
Much is said about the importance of product quality that is delivered to the content marketing customer. Yes, this is a decisive factor in maintaining customer base as well as strategies to optimize customer results. Establishing a healthy proximity to your customer is the best way to ensure that everything will go well throughout his or her business cycle.
Sale Opportunity 

If a customers need is identified that is not being met and you have an opportunity to help you improve, a healthy relationship will be the best way to do it. For example, if you work with differentiated products and services and your customer is in a simpler model, by closely monitoring your growth you will know exactly when it is time to offer more services or products to him. That is, an excellent opportunity to increase that customer's revenue within your business. Remember that keeping is cheaper and easier than winning. But you have to be very careful at this time, because you should only do it if you really have what the customer needs. Keep in mind that if you offer something that will really help you, you will increase his satisfaction and with that, the success of the strategy will only sky the limit.

Whoever works with content marketing knows that in this field, networking is fundamental. Everything works on the basis of the indication, especially when we talk about clients that fit the profile of what our business is. We must bear in mind that if we serve a client in a way that makes him feel well supported, he will point out his services to colleagues, professionals who know or who cite the need for something similar.
The way we deal with a variety of subjects and customers at the same time can sometimes call us on the 'automatic' and the way we manage to manage the day-to-day tasks end up following the same tone. We should always pay close attention to all the communication you have with our customers, since it is important for them to have the feeling that you are really interested in helping them.
We can have multiple customers coming in and out of your business, but there's bound to be nothing better for your company than returning customers. They are the ones that usually offer the best return for any business. In order to create this type of relationship, however, it is necessary to invest in quality of care.
From watching whether the company's website contains the information necessary for your customer to contact you when they need it, and in a simple way, even if the products you are offering are even relevant to him. It may be disappointing to realize that a seller is forcibly trying to guide you towards the purchase of certain services or products.

For this to not happen, put yourself in the shoes of your client and their needs and see if what you are really offering makes sense without thinking only of the sum of your results at the end of the month. Attitudes like this guarantee long-time clients. Otherwise, he may never want to return.
One of the golden rules of good customer relationships is listening to them very carefully and treating each of them as if they were unique. The need of each person is different from any other that you have attended to. If you can see this subtlety, you can be sure that you have already taken the lead. This, in fact, is a good tip to make your work routine always exciting.

Seeing new challenges in each account or client, you will have different challenges to solve at all times of the day.
When it comes to customer service, it is important to keep in mind the business of your client, to know which words to choose and explain why this strategy is better than that. Be assured that it is being made clear and that you and the client are speaking 'the same language' to avoid any inconvenience in the future. Nothing like a truncated conversation to generate misunderstanding and undue charges later. Have you ever had the feeling of entering a store and waiting for an eternity to be attended to? Try to remember how you felt. Did you give up and go to another store? Or stayed on site but the lousy experience made you feel that you would never go back there? Well, this happens when you are the customer. You may have waited only a few minutes, but the feeling is that the wait was too long.
No one likes to wait, even more so in this world of run. Try to remember that when dealing with your customers and always respond to them immediately, do not keep them waiting. This can create an unnecessary negative experience for your business. If you cannot pay attention to that second, talk to him and explain it. Give the option to wait or slow down a conversation later. The important thing is contact, communication and attention. Remember that today's troublesome customer can become tomorrow's success case. It all depends on the attention you will give him. So if you are just delivering material to your client, it is time to reflect on what kind of relationship you are establishing with him. You have to dedicate yourself, because taking care of the relationship gives work, but do not worry, the results will be worth it! Find out how a good relationship with customers affects customer retention in your agency.

CRM optimizes customer relationships
CRM - Customer Relationship Management. It is software that manages the relation with the customer aiming its satisfaction and loyalty from the automation and organization of the processes, helping to reduce costs and increase the profits of the business.
Benefits of Using CRM

1. Business overview - One of the biggest problems for a manager is having a limited view of the processes and actions that your team needs to perform on a daily basis. If you do not have clarity to see what happens around, how will you make the best decisions and get the best results? Impossible. Fortunately, CRM brings this far-reaching vision. 
As through resources such as the centralization of information, available to all employees, at any time and on different devices. All this contributes to a more agile decision-making, even in projects involving various sectors of the company. 
So you can coordinate, for example, a marketing team, while simply and transparently accompanying the actions of sales people. With this, in addition to knowing exactly how you and your collaborators are doing, you can easily align your actions with the efforts of other areas. Going a little further, it is possible to identify solutions to problems that hinder the company from achieving the objectives outlined. In other words, CRM helps you see the business with "eagle eyes" and act on it quickly and accurately.

2. Sustainable Productivity

Productivity is one of the most recurring goals in companies. Doing more with less is every manager's dream. But of course this is only beneficial when productivity is sustainable, that is, it is maintained over time. The opposite happens when the team seems to yield a lot more by running out, which is problematic quickly.
CRM promotes exactly that sustained productivity gain. This is due to the improvement in communication, the creation of more efficient processes and, again, due to the centralization of information about customers. You can say without fear that a good CRM is capable of multiplying the productivity of a business, because it greatly optimizes the hours worked of each employee.
3. Control of sales follow-ups

It is very rare for a sale to be made on the first contact, which makes follow-up a vital step in a successful business process. On the other hand, it is precisely the time to follow up the opportunities that many sellers get in the way. Whether it is because of a lack of organization or the fear of being too intrusive, many professionals leave a lead after one or two contacts, which represents huge losses in terms of revenue. No less than 80% of the contacts need 5 follow-ups before the sale, which proves how much follow-up the customer during the buying process increases their chances of success. And CRM helps this in a concrete way by putting in front of you the resources you need to fully track your leads.

4. Intelligence in strategic 

Planning Strategic planning defines how much a company can do and how far it will go with the resources it has. This requires teams to use current and relevant information to guide decision making and serve as a basis for possible change. And CRM software is basically an information center. Some data that you can store in CRM that directly contribute to smart strategic planning are: 
· history of customer interactions; 
· contact information; 
· history of purchases of each customer; 
· performance of a sector (or individual professionals);
and many others. Is any of this information harmful to the team, on the contrary, all data available in CRM helps maintain transparency and good communication. Even with different responsibilities, everyone can share ideas and helpful suggestions for the progress of the team, and the company as a whole.
5. Real-time performance monitoring 

Business health does not always give clear signs of weakness without the need for a detailed analysis of some key metrics, and CRM is perfect for doing this follow-up work. And I'm not talking about generic reports that say nothing important. CRM gives you a realistic and accurate view of performance. You can evaluate even very specific information, such as the number of leads that each salesperson can convert into customers. In this way, CRM gives you all the resources you need to achieve great results, but it goes further and shows everything that needs improvement so that your relationship with the client will be perfect.
6. Increase in sales and average ticket

I know what you were hoping for was even to know if CRM has a positive impact on sales, and by now it was clear that it did. It's impossible for a tool to increase productivity, help with strategic planning, and improve the sales strategy that has no effect on your business vaults.

Stop to think about why CRM exists. I said at the beginning that without a good relationship, nothing is sold. Therefore, the purpose of this system is precisely to make you sell more.

This becomes clear in functions such as the ability to know the best channel to serve each customer, complete sales history and reports that show the best direction to increase sales.

But it is not only on the first sale that the system is useful. The name of the game for those who want longevity is loyalty. And, in case you do not know, a loyal customer spends twice as much.
7. Strengthening the brand

How is your company branding? If you do not even know what that is, it probably goes bad.

This is the brand positioning, that is, how the brand is seen and seen in the market, both by customers and by partners, competitors and attentive observers.

And branding is a kind of indirect effect that CRM can bring about, which is very positive. But how does this happen, anyway? 
CRM will help your business convert more customers, right? After that, by following the customers, it will help them to have good results with the product.

In case of any problem, the service team will be able to solve the situation quickly.

And to top it all, important decision-making will always be data driven. What kind of reputation will such a company build?

Obviously CRM alone will not be responsible for making everyone notice a company, but it is an important part of organizing processes and allowing the brand to position itself better.
Keeping the project scope and timeline under control can be challenging if the client always changes his mind and asks for new things. Establishing this limit is essential for the development of the company.

However, in this process of trying to limit the requests for last-minute adjustments, some small claims end up being beaten.

Something that was simple to solve could become something more serious and leave the relationship unsustainable. Problems in the relationship generate loss of engagement, both the client and the team. The customer begins to become more aloof and his team can become less dedicated in deliveries and results. 
To avoid getting to that point your agency needs to be more proactive, identifying noise and proposing necessary adjustments along the way. Invest in a successful client team.
The customer often does not know his full potential to solve the problems and ends up looking at the competition. When you can increase the customer's lifetime within the agency, you should try to offer the mix of services in a more confident and structured way.

Organize services in packages, think about the customer's shopping journey, and stimulate the recurring purchase of services over time. The more he buys, the longer he stays with his company.
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