Understanding and Engaging in the Customer Experience 


By Irene Kauzeni (1604186)
Lecturer: Dr Rexon Nting







Table of Contents
Introduction	1
1. Critically analysis the factors that influence Argos ability to maximize customer value	2
Providing a competent and critical analysis of factors impact on customer value	2
Theories supporting various points	5
Awareness and knowledge of relevant activities of Argos	6
2. Critical understanding of Argos quality processes and its effectiveness in meeting customer requirements	8
Quality process of Argos and Meet Customer Demand	9
Relevant theories about the quality control process	12
Conclusion	14
Reference(s)	15


17

[bookmark: _Toc519998107]Introduction
Customer experience is the developed between customer and organization with business relationship through product and service. Customer experience is gathered when the customer use the product and service from the organization. The good customer experience means the organization can enable to fulfill the customer expectation. The essay helps to understand the customer needs, think and want from the organization and keeps them well. The customer range will be also disclosed in this study. This is also going to show the critical analysis of significant factors to increase customer values. Then it will show the understanding of quality process and its effectiveness on meeting customer requirements. 
I was employed in Argos Ltd. Argos is the British retailer company that conduct business in UK and Ireland. Argos is the subsidiary organization of Sainsbury's and this has physical and online shops to conduct the business. It has more than 845 retail shops and the number of customer is more than 29 million yearly bases. Argos has also franchised shops in other country such as China. This organization was started to business from 1972 and later 1979 BAT Industries had purchased this organization (Argos, 2018). The main target of Argos is to ensure the better customer experience from giving goods and services with quality. The good customer experience creates the loyal customer. 








[bookmark: _Toc519998108]1. Critically analysis the factors that influence Argos ability to maximize customer value
Argos is the more potential organization that has captured the market share from top FTSE 100 Index in London stock exchange. The revenue was £4,095.3 million in 2016 that proved the organizational ability to increase the customer satisfaction (Argos, 2018). There are many factors influencing customer satisfaction in operation. The more influential factors of organisation increase the customer number and growth the business area. The customer value is to meeting the customer expectation from the organization. The customer value measured from ordering to get in. 
[bookmark: _Toc519998109]Providing a competent and critical analysis of factors impact on customer value
Customer value is not easy to expose in one word where as it has many interpretations. There are two aspects are related to the customer value such as the customer desire value and perceived value. The desire value means the customer expectation from the service and goods. The perceived value means the customer belief receiving from the service and goods from purchasing. Customer value has different levels such as lower level in product attributes and higher level in emotional payoff and achievement. There are few factors that influence organization to increase the customer value. These factors are as following-
Product Quality- The product quality increases the customer value. Argos deals with various products because this is the retailer organization. Argos has physical and online retailer shop. Customer buys product from physical shop or online retailer shop. The product review and after purchasing information says that the product quality is good. If the any issue can get from the customer Argos takes immediate action to mitigate the problem as well. Argos ensures the product quality and reached the customer expectation. This increases the customer value (Chang, et al., 2009). As Argos is not product manufacturing organization, it may face some problems on product quality. The problematic product and low quality complained from customer has stopped to sell in the shop. 

Service Quality- The service quality is also met the customer expectation level in Argos. Argos ensures the better service quality. Argos has refund and return policy if the product is not preferred to customer after purchasing. Argos also gives after sale service to particular product to customer (Argos, 2018). This refunding, replacing and after safe service increases the customer belief on Argos. This increases also the customer value of the Argos. Service quality judgment comes from the customer and the customer expected service from Argos. 
Price- Argos is concentrate to the product price. The product price of Argos is reasonable and the quality of product is also good. This factor increases the customer satisfaction level. In market segmentation, the market has segment according to the customer affordability to buy a product. Customer expects their desirable product with low price. So the pricing strategy is helpful to increase the customer satisfaction on Argos. 
Specific Product or Service Features- The particular product and service feature help to concentrate to the customer. Customer can compare his expectation level from the service and product feature. Product feature is disclosed the benefits and characteristics of the product or service of Argos. Argos deals with many products and every product’s feature added to product description. Customer can access the information through vising the website of Argos and physically going to the shop (Argos, 2018). For example- Argos has sold a product that has the feature of self-cleaning, warranting, alarming and other capability. 
Consumer Emotions- Customer emotion is related to the customer expectation. The emotion of customer has impacted on judgments, evaluations and decisions on the product of the Argos. The Customer value in higher level is related to emotional payoff. Customer emotion influences to buy product and this is related to the psychology (Hanif, et al., 2010). Argos has concentrate to the customer emotion that is impact on the customer value. 
Attributions for Service Success or Failure- Argos have given the explanation toward customer about the attributions for service in case of failure and success. There are many incidents occur in Argos that has to need explanation. The explanation makes clear about the service and product. This increases the customer satisfaction and the customer value is increased through this activity. 
Other consumers, family members, and coworkers- The customer buys product from taking suggestion from the near people such as consumers, family members, and coworkers. The word of mouth has great impact on the impact on the sale and buying decision. The existing customers are satisfied from the Argos because day to day the market share is increased (Williams and Soutar, 2009). This can increase the customer value and the loyal of the customer is also increased. 
Personal Factors- In buying decision, personal factors have great influenced where Argos gives concentration to every customer. There are various types of people and every people have particular perceptions, attitudes and behaviour. There are many similar products in the Argos retailing shop but every product distinction from one another. This variation is arranged based on customer preference. Economy class and Premium class product is the example of the customer personal factor. This personal factor is increase the customer value of the product. 
Situational Factors- The situational factor is related to particular situation analysis. This situation can be season, time, incident and others. For example- Argos has offered to the customer various club jerseys in the football season. In hot summer day, Argos arranges cooling fan and other hot minimising product for customer. This increases the value of the customer (Williams and Soutar, 2009). 







[bookmark: _Toc519998110]Theories supporting various points
To maximize customer value, there are many theories and models are related that supports the point. Argos is the more prominent retailing organization and it gains the market share more rapidly. In the operation of the business, Argos has followed these theories as following- 
Total quality management: In the operational activity to product and service delivery, Argos applied the total quality management. According to this theory, the holistic way has to apply in organization where the top management and lower level of employees distance can be minimised. The employees are tried to ensure the highest service to the customer with best service quality (Goetsch and Davis, 2014).  Following the supply chain management, Argos can gather entire inventory from the main area. Organization has given the high amount of inventory to bring product in store. The quality of the product has checked after buying bulk amount of the inventory. After sale, Argos tries to fast delivery the product to the door of the customer. The research and development department of Argos is enriched and conduct research on customer information about product. The product quality is the concentration with effective pricing strategy. 
Kaizen with Six Sigma: This is the term that means the ‘Continuous improvement’. The research and development department of Argos has commented to improvement continuously. Argos has added many new products every day. Argos has improved the service quality every day to find out the problem. Six Sigma is the concept that is minimise the defection in production and delivery system. As Argos has retailer organization it has tried to decrease the service delivery time (Isixsigma, 2018). Argos has improved the existing processes. The cost savings in Six Sigma is the small improvements, standard maintain in operation. This process can be interrupted without the proper monitoring and improvement systemically. If Argos has followed the combined system of Six Sigma then it helps to make the process better (Kaizen) to get better outcome. This is the on-going process of improvement. 


Just in time: This is the model where Argos promised to the customer to deliver the product in time. Argos has taken time for delivering from customer in the time of ordering the product. Argos tries to fast delivery to the door of the customer within given time. Argos has two options of product delivery and collection of the product. The inventory management has controlled from the central database and management. 
Lean production: This is the system that ensures the more output where the input is minimal. In operation of Argos, the manager can gain the lean production if the business area is large. When the Argos can deal with large amount of product and service then the service cost will minimise automatically (Pettersen, 2009). Argos has conducted the business in large area as it has more than 845 shops in various locations and bought bulk amount of inventory. For this reason, Argos enjoys the facility in service and business operation cost. This also impact on the revenue gaining. 
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Argos has the positive growth in business world and the market share is increasing day to day. Argos has the target of maximising the customer value and makes strong and reliable customer relation. The value chain system of the organization ensures the customer value. There are few awareness and knowledge of relevant activities in Argos as following- 
Customer segmentation:  Argos has segment the market into small portion based on the personal customer behaviour. The market has segmenting by making assumptions about the customer similarity from getting average data conduct by research and development department (SuperOffice, 2018). 
Tracking Customers Movement- Argos has tracking the customer data to understand their behaviour. It is included the cohort analysis and customer lifecycle analysis. In this situation, Argos does not determine the customer about the segmentation of the customer regarded to particular situation and particular product. For example- Before Christmas Day, the demand of particular product is increasing where market segmentation is less important. The tracking of the customer movement helps to increase customer value. 
Customer lifetime value (LTV): The customer value model has to be calculated with the use of customer lifetime value (LTV) based on the taking decisions by every customer (Kumar, et al., 2010). This will help to earn the short-term revenue as the customer help to bring the organization. 
Marketing Action Optimization- The marketing department of Argos has to know about the metrics and marketing action for every customer to make long term value (Post Funnel, 2017). 
Clear Customer Experience Vision: The organization has to clean customer focused vision to conduct with the customer and communication. This will help to guide principle on customer oriented where Argos can operate the business considering the principal. Employees maintain the principal to give the best effort and developed through training. 
Emotional connection: The best customer experiences easily gained if the employees become devoted and make connection with a customer. For example- On the time of returning the product, the employees takes it cordially and ensure the dealing well. The employee deals the matter as the problem faces the employees. More than 50% customer experience gains from emotional connection with the customer (Post Funnel, 2017). The customer turns into loyal with the help of emotional attachment and they feel it using the product and service. 
Real Time Capture Customer: The customer feedback has to take in real time by taking survey about the service for improvement. This real time feedback can take trough phone calling or email surveying. The calling is more effective to take feedback. 
Employee Feedback and Opinion: Employee feedback and opinion is essential for organization to conduct the operation. The survey on employee team can ensure the exceptional service delivery to customer (SuperOffice, 2018). The decision making based on taking opinion is also effective for maximising customer value.  


Technology development: Argos is the online and physical retailing shop and it needs to apply advanced technology. The modern technology and database management software helps to manage inventory and analysis the data about the stock and product demand (Shen, et al., 2014). Technological development is also helpful to manage the information in operation. 
These are the awareness and knowledge of relevant activities of Argos. The research and development department has to be more active for suggesting the operation department. In online retailing shop, research and development department has great important. 
[bookmark: _Toc519998112][bookmark: _Toc518746259]2. Critical understanding of Argos quality processes and its effectiveness in meeting customer requirements
Quality is known is the subjective matter of Argos retailer and product and service has to meet the final user expectation. The quality management is regarded quality control, service and product development, quality improvement continuously and ensuring quality to sustain the competitive market. Quality processes is the part of the Quality Management System where the product and service standard is certified by ISO 9001 to purchasing (Hoyle, 2017). The customer wants the best product from marketplace. There are many competitors in the marketplace and the market is controlled by the customer. The market is customer oriented where organization focuses on customer needs and requirement. Meeting customer requirements are difficult without low quality of the production (Bizfluent, 2018). The quality process of Argos and meet customer requirements is as following- 
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Quality Process of Argos
Argos is the retailer organization that has both online and physical shop and Argos has customer oriented business operation. The product quality of Argos is good and gives their best effort to ensure the best product and service to the customer. The organization has also the strong relation with customer and day to day new customer gains from the selling product to meet customer demand (Bergman and Klefsjo, 2010). The customer turns into the loyal customers and the rate of revenue is increased day to day. The main target is to increase customer value and gain revenue from the customer. The product and service quality process of Argos is as following- 
Product Delivery System: Argos is the British retailer company that conduct business in UK and Ireland. Argos has physical and online shops to operate the business. The order of the product is service is taking from both online and physical presence of the shop. In the product delivery option, there are two methods. The first method is collection of the product that does not take delivery charge (Jie, et al., 2015). The product delivery method delivers the product to the door of the customer. In product delivery, Argos has taken few strategies. Argos has used standard package to product delivery with logo of the organization as the strategy of the advertising without cost. This box and packaging is protected from external hitting and ensures the product safety. In product delivery system, Argos has taken back the product if any problem found in the product or does not meet the customer demand. This is the way of promoting the service and product quality. Argos is also concentrated to the total quality management in operation and distributing the product. 
Product Description and Feature: Giving the priority to the customer, Argos has followed the quality management in operation. The product description and feature is mentioned in the product page before ordering and levelling the feature of the product on product external packaging and website. Argos has also maintained the quality as the mention of the product feature and description where quality control and inventory management are also maintained. The organization is responsible to the product quality and due to any defect, the organization offers customer to take back product or change. In this way the quality is maintained according to description and feature (Walker, et al., 2010). 
Quantity of Order:  As Argos has online order system and option to order the product, it has option to make big order or small order from the online retailing. Argos is responsible to deliver the order and the customer gets facility from this. The order size can be customised as per the requirement of the customer (Tradegecko, 2018). The stock of the product is checked from online before ordering. The product service performance experience can take to use a product where large order is happening after being the loyal customer. This advantage helps to increase the customer value.  
Delivery Scheduling: The product delivery time is called the scheduling when the customer is available to accept the order from the supplier about the required product. Argos has followed the delivery scheduling (Sawik, 2009). Argos has followed the inventory management and Lean production where these help to inventory management and supply chain. If the organization is failed to follow the scheduling, the inventory management and supply chain will be collapsed. The product delivery will not be effective without following supply chain and inventory management. In supply chain network, Argos manages the system smartly to maintain the service quality. 
Way of Meeting Customer Requirements
As the market is customer oriented, Argos has to follow customer demand and their requirement to present the product and services. The management of the organization is concentrated to the product quality and revenue gains from the good service quality and meeting the customer demand (Rummler and Brache, 2012). The way of meeting customer requirements as well as demand as following- 
Knowing Customer: Research and development department has gathered information about the market customer. The customer personal factor, customer buying behaviour, frequently buying and other behaviour are trying to understand their needs and requirements. The social indicators or factors are also exposed the customer requirement and enquires about the products or services. The various quality of the production can meet the customer requirement. The product has to be designed considering all types of customer. 

Understand Customers' Needs: In market every customer has different perception about the service and product. To make the customer as the loyal customer, organization needs to good service quality and products. Before arranging and developing product, the customer needs has to be exposed (Infoentrepreneurs, 2018). The expectation level of the customer can vary market to market and customer to customer. The target market research can help to ensure good quality service to meet the demand of the customer. 
Core commitment: The core target of the organization is to meet the customer requirement and increase the customer value. This commitment toward customer helps to give better service quality and production. Customer demand and requirement has to be core concept of commitment (Walters, 2008). The employees give their best effort to fulfil the commitment about the product and service of the customer. The employee is selected from the candidates who are devoted to work and proper training ensures this.  
Corporate culture: Argos is the most popular to UK and it has more than 845 shops in different locations. The culture of the organization is distinct where it main target is to ensure the best service and product quality for meeting the customer requirement (Kotter, 2008). The culture of the Argos is to build a good relation with consumer. For better customer relation, the employees get training on effective communication.  
Brands and Customers:  Argos always concentrated to the Brand value and the customer value. Organization is always focused on the relationship of brand and customer. Customer focuses on the band before consuming the product and service (Dev, et al., 2009). The brand value is increase with the quality production and service. Argos offers the quality production and service to customer. 
Customer Opinion:  Argos has also taken the customer feedback and suggestion about the product idea and service that will be effective to fulfil the customer requirement. The good idea can be implementing to the business for better outcome and quality product and service providing.  


Standard Product quality: The controlling and monitoring production system ensures the best production quality where Argos always gives their best effort to service quality. Organization maintains the product quality and taking test after bulk amount of the inventory that come from the supplier (Hoyle, 2017). The product quality is always maintained. 
After Sale Service: This is applicable for particular product if the product has defected. Organization is responsible to give after sale service and this is effective for the organization (Rigopoulou, et al., 2008). This is the requirement of the customer at competitive business world. 
Business records: Business record is also helpful for organization to analysis where calculates the numerical values about order, complains, website visitor, trend and others (Berg and Kilambi, 2014). This record is helpful to ensure better product quality and service where customer gets better service and product. 
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There are many models and theories that deal with the quality control process in organization and meet the customer demand. This is as following- 
EFQM Excellence Model: This means European Foundation for Quality Management that follows the private and public sectors in UK. This framework has made with cooperation, collaboration and innovation that help to reach the organizational objective. The organization needs to monitor and control by analysing the previous outcome of the organisation. If the outcomes are same then no development is possible. To meet the standard level organization needs to focus on previous result. Customer is the asset of the organization as organization has segmented the market and makes target customers. The market segmentation identifies the customer requirement and demand (Tlu, 2018). Revenue has made from customer so that organization always concentrates to customer. The product quality has increased by promoting and monitoring the budget of the customer. 
The product quality is also maintained through increasing the employees’ skill and competence. Skilled manpower ensures the effective product and service delivery. The learning process has to be continues that improve every employee. The developing the partnership can also develop the quality of the production (Tlu, 2018). The organization has to fulfil the social responsibility in various times such as Flood, natural disaster, charity setting up, donation and others that increase the image toward customer. 
Deming Theory: This is the total quality management theory that is developed by Edwards Deming where he said to adopt the appropriate principles of management for increasing the quality of production and minimise the waste and cost of the production. According to the theory the quality is increased in production by employee working effort. 
On Quality Management, this theory has discussed on 14 point as the core concept to apply the quality management (Asq, 2018). In quality management, a set of management practices has increased the quality and productivity. The point is as following- 
[image: Deming's 14 Points for Total Quality Management]
Figure: Deming Theory
Source: Asq (2018)
There is the constancy purpose for improving products and services in Quality Management. The new philosophy has to be adopting for better service quality. There are few cases are related to review to achieve quality. The management has to concentrate to the pricing where single supplier helps to minimise the cost of the product and service. The improvement has to be constantly and forever for service, production and planning. The training facility has to arrange for the employees. Developing the team and small group of employees can give better performance. The fear has to be drive out and taking challenges. The top management and the employees have to break down (Asq, 2018). The slogans, exhortations and targets have to develop for the organization. The management has to calculate and reserve the numerical data for reaching the goal by various analyses. The employees reward system can increase the performance. The motivational program has to arrange for employees motivation and quality management. Everyone engagement ensures the accomplishing task easily. 
These ideas for the quality management have to implement for the Argos for effective quality management. 
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In concluding remark it can be said that the world market is customer oriented and customer control the market. Argos is the leading organization and it follows few factors for increasing or maximising the customer value. Total quality management, Kaizen with Six Sigma and others are important theory of measuring the customer value maximization. Few strategies are showed that is related to awareness and knowledge of organizational activity. Organizational quality processes has an impact on the customer as they fulfil their requirements from organization. By following the theory and model organization has to run and specially concentrate to the continuous improvement of produce and service to sustain in the competitive market. 
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