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[bookmark: _Toc520666417]Introduction
Customer experience can be referred as perceptions that are perceived from customers’ interactions accomplished in business organizations. So, customer experience represents level of customer relationship within any business organization. There is plethora of offerings that are offered to their customers and from customers experience their feelingsabout the service of the organizations can be reflected through it(Bruhn, 2012). When customers remain engaged with any business organization or company then it can be called as customer engagement. In case of business organization customers are considered to be the most important stakeholder. For that reason it is also very much important to attain more customers by fulfilling the customers’ expectations. As a consequence, by assessing the customers’ experience it is possible to add more value so that it can positively impact on adding customer value by ensuring high level of customer engagement. For this study Marks & Spencer has been selected as the chosen company. Clothing, luxury food products and home products are the core products of Marks & Spencer. The net income of the company is worth £115.7 million (Marks and Spencer, 2018). A range of factors will be explored for maximizing customer value as well as for fulfilling the customers’ requirements will be explored in this study.
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Customer value can be defined as the level of satisfaction that a consumer feel after purchasing any product from any service provider in respect to the factors that are given up for receiving the product. So in general sense it can be understand that the difference between perceived value of any products or services before purchasing it and the value that a customer gets after purchasing can be categorized as customer value (Estrella-Ramón et al., 2013). Satisfaction is directly connected with customers’ value. As a matter of fact business organization like Marks & Spencer tries to uphold customers’ satisfaction to maintain customers’ value and in this way more customers are attracted towards the organization.
Basically money is not the only actor that determines customer value in the organization. There are also myriad of considerable actors that can add value for satisfying customer needs and expectations. In the following segment the factors that can impact on the customer value of Marks & Spencer are explored here.
Factors impact on customer value:
Money:In any organization level of customer value increases if the cost of the product decreases or relevant benefits increase. From this point of view, money is considered to be one of the most important factors that can increase or decrease customer value(Lax &Mau, 2013). As for example, if the cost of any product of Marks & Spencer is increased in proportioned to its quality, then it can impact over customers by reducing their satisfaction. 
Time:Since customer value is the benefits that is divided by cost of the products, so benefit from the purchasing of products or services cannot be determined only by money. Time is also another important factor.If the delivery of service is not accomplished in time then due to delay customers may feel dissatisfied. For this reason time management is very much important to avail customers’ satisfaction.
Service delivery: The services that are delivered to their customers will have to ensure proper quality. The service providers will have to be cordial enough. A smile in the face while delivering services can add more value to their customers and thus customers can also dignified.
Reliability: Reliability another important factor for maintaining customer satisfaction. Marks & Spencer is a well-known organization that provides clothing, luxury food items and home product(Schmitt, 2013). As a consequence when customers will take service from here they are well aware of the reputation of the organization. On the contrary, if services are taken from new source then some sort of chance still does exist whether the consumers are being cheated or not. In this way customers value depend on the reliability if the organization.
Responsiveness: When the service is provided within the appropriate time in a faster way and there is a scope for customer service in case of necessity then it can be defined as responsiveness. In order to satisfy customers and attain customer value responsiveness can help to bring it out. In marks & Spencer there is provision of delivery of service is a responsive manner and for that reason customers feel hopeful towards the service of this company (Soman & N-Marandi, 2010).
Service consistency: From any business organization or service provider if services are rendered in a consistent way then customer will feel satisfied with the services. Consistent service has the capacity to sustain customer value by upholding their level of satisfaction.
In this way these factors can influence on customer value of Marks & Spencer.
There are myriad of theories and models and on the light of those theories customer value can be explored. In order to specify customer value the level of satisfaction of the customers will have to be identified (Martelo-Landroguez & Martin-Ruiz, 2016). By categorizing discrepancy between expected value and perceived value if the outcome seems positive for the customers then it illustrates level of satisfaction for the customers.








Assimilation-Contrast Theory:
The satisfaction of the customers is directly linked with the performance of the products and services. There some specific range of acceptance for the customers for any sort of products and services. Hence, if the performance ranged within the level of acceptance but decline in the level of acceptance then that product will be accepted by the consumers. Since pricing is not the only factor that determines customer value for that reason by considering other variables customers will remain satisfied.
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Fig: Assimilation-contrast theory
Source:(Glowa, 2014)

On the contrary, if the performance fails to avail the level of acceptance range then the level of discrepancy will be higher. As a matter of fact due to exaggerating difference from the acceptance range the performance will not be able to satisfy the consumers. In the way the products and services will be taken into account as unacceptable since it doesn’t ensure customers value.
There are some business organization in which the performance and expectations from the products is obscure. Then by the help of this theory, acceptance of the products can be identified. Eventually, that explores the level of customer satisfaction. Moreover, by analyzing from customer experience and engagement, customer value can be addressed(Kenett & Salini, 2013).


In respect of Marks & Spencer the organization tries to maintain their certain standard. However, there is any deviation from the expected standard from customers’ point of view then there are some additional mechanisms that are followed to maintain the balance. If the products lack desired quality then other benefits are considered to be rendered. As a matter of fact the consumers accept the products and services. There is a provision in Marks & Spencer that if there is any defect in any product like clothing or luxury food then to uphold customer satisfaction special offerings are provided.
Relevant activities focusing on maximization of customer value:
In Marks & Spencer there is plethora of activities are accomplished to avail customer value to reach its maximum level. Customer value can be determined by observing the level of customer experience and customer engagement with the business organization (Aksoy, et al., 2014). In order to increase customer engagement the level of relationship with the customers are tried to make in a strengthen position. In the following segment the activities will be explored that are carried out by Marks & Spencer for maximizing their customer value.
Proper understanding of the drivers for value of customers: In Marks & Spencer in every year survey is conducted over the preferences of the customers. From the feedback of the customers the desire and expectation can be understood (Rao & Chandra, 2013). Hence the information about the level of satisfaction can also be understood. If the benefits obtained from purchasing products outweigh the cost that is spent over the purchasing then that product is customer friendly and can be termed as having customer value. So from the actions and reactions of the customers it is possible to identify the strengths and weakness of the services providers like Marks & Spencer and then appropriate procedures are taken to uphold customer loyalty towards the organization.
Understanding of value proposition: Value proposition can be referred as the assessing the value of any product that is expected by customers and perceived by them after purchasing it. If customer gets benefit from purchasing the product than the cost then it can be considered as value for money for the customers. Then by focusing on the benefitted sector more emphasis are given over upholding the quality of the products. Basically for the business organization like Marks & Spencer it is not necessary to lower the cost every time (Miller & Washington, 2010). There are other factors too. By delivering the service in time, maintaining good behavior of the employees can help the organization to accommodate their value proposition. In this way by assessing the value that is received by consumers can enhance profit maximization by increasing customer value. Customer relationship management can also be improved by following this mechanism as well.
Win-win pricing system: The pricing system will have to be set in such a way that the business organization will get financial benefit however the consumers will also be satisfied with balanced price. Hence the pricing system is set for the products in accordance with the quality. So while setting the price Marks & Spencer emphasize on the expectations and preferences of their customers. So, the price is set by considering the economic value of the consumers. In this way after purchasing the products consumer’s feels satisfied with the quality of the products as well as price. On the other hand by setting standard price Marks & Spencer earn their profit by satisfying their customers’ interest (Soman & N-Marandi, 2010).
Investment focused on valuable customers: In every business organization there is plethora of loyal customers who will take products from their organization. In this way in depth survey are conducted by Marks & Spencer for their customers to understand the preferences and choices that their customers have from them. So, after identifying those criteria then emphasize is given upon those area. In Marks & Spencer there are myriad of customers who purchase clothing from their outlet in every year when new dresses are arrived. Besides, there are also different sorts of offering are also rendered to their customers to enhance their customers value by satisfying their preferences (Bruhn, 2012). If there need to take any change or modification in any sector of their production or delivery of services indicated by the customers preferences then that are also given priority and capital is invested upon it.
Focus on strengthening of brand loyalty: In this present age branding is a vital issue for marketing and doing business. In case of Apple their customer are willing to stand in the line to get new iPhone when it is arrived in the market (Kazanjian, 2013). To the consumers this brand means a great value to above all. For that reason to uphold the name and fame of the brand appropriate steps are followed by Apple to maintain the specific standard. Similarly, in case of Marks & Spencer there are also numbers of customers who are loyal to the products of this organization. So to keep up the brand loyalty and image of the brand differ sorts of strategies are conducted. Various offerings, system of providing discount, differ sorts of incentives for the engaged customers can make them more loyal to the organization. Besides, maintaining quality by keeping the price balance can help the organization to strengthen their brand loyalty in a great extent indeed.
Internet based customer value management: There is a sector in Marks & Spencer that deals with value management of the customers and conducted by the help of internet. By the help of internet and modern information system it is possible to identify the need and aspirations of the customers. By identifying the lacking and weaknesses appropriate focuses are given. In this way the arena in which focus should be given for attainment of consumer satisfaction that are conducted by Marks & Spencer. In Marks & Spencer the records of their sales products are kept in a proper way. At the end of every year in depth research is conducted so that the company understands the area in which their customers are dissatisfied. So by emphasizing on the selective area customers satisfaction are tried to be attained and thus customers value are is ensured (Doligalski, 2016). These are the activities that are accomplished in Marks & Spencer for maximizing their customer value.
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In Marks & Spencer customer value is a vital issue. To keep customers value the company focuses on customers experience and making strong relationship with their employees to enhance customer engagement (Wiegandt, 2009). However to keep sustain customer value appropriate quality is ensured in the products of Marks & Spencer. Hence for maintaining proper quality processes that are accomplished within the business environment of Marks & Spencer will be explored here elaborately.
Processes for maintaining quality and ensuring effectiveness for meeting customer requirements:
Proper utilization of human resources: For any kind of business organization like Marks & Spencer human resources play vital role to customer requirements in an effective way. Efficient human resources can perform their designated task properly and thus can enhance the performance of the organization. Efficient human resource department have the capability to recruit new employees who are eligible in their specific area. Since, in every year lots of clothing the produced by the organization so skill employee can help the organization to new strategies that might be overlooked by the leader (Wiegandt, 2009). So to avoid the conventional designs new designs are to be prepared and implemented. However the attractiveness of the design depends on the efficiency of the human resources. In this way organizational effectiveness can be enhanced by fullest utilization of the available human resources.
Focus on customers preferences: The choice and preferences of customers are not constant. Rather with the passage of time preferences are changed. For that reason the traditional strategies and mechanism for keeping the customers satisfaction high is not possible by any kind of business organization. Generally customers’ satisfactions remain connected with maintaining proper quality in the delivered products and services. So, by emphasizing on the preferences of the customers the area in which appropriate quality is not ensured that can be amended by ensuring quality (Kaul, 2017). Besides, by maintaining good quality in the preferred products and services of the customers can enhance organizational effectiveness and thus consumer requirements can be fulfilled.
Track down mistakes: Business activities are accomplished in various sector of the organization in Marks & Spencer such as planning, manufacturing, packaging, designing, marketing and so on. So from the initial stage to the implementation stage the mistakes that might look very small but will have to be identified. If the weaknesses cannot be specified properly then appropriate quality cannot be ensured due to appropriate identification of the limitations (Fulfilling customer requirements, 2011). However in order to maintain a certain quality in the products and services there are some benchmarks that are set by ISO which stands for International organization for Standardization. Hence by tracking the mistakes it is possible to improve in those aspects. By following this procedure appropriate quality is ensured in Marks & Spencer.
Investment in training: The provision of training can enhance the capacity and productivity of the employees in large extent. The newly recruited employees might not be aware of the activities that are performed for the production and other purpose properly. So, to provide appropriate information and improve their skill and efficiencies training is provided to the employees so that they can conduct their activities properly by ensuring expected standards. Moreover the system for continuous improvement process is also maintained in Marks & Spencer and that is ensured by providing continuous training system (Vanitha, 2012). In different stage of the organization the range and scope of the activities are different and complex. So, to cope with the situation and to provide quality service investment in training purpose in very much significant.
System for organizing quality circles: Quality circles can be categorized as the group of individuals from any business organization who will perform the monitoring and maintaining of quality, productivity and efficiency. Members within the quality circles are included from every corner of the organization. In this way the members in this group are well aware of every sector of activities performed in the company like Marks & Spencer. In order to carry out the activities of the quality circle there has to be the own agenda of the group so that the members can carry out the activities and perform their roles accordingly (Marks and Spencer, 2018). Basically this concept was evolved in Japan and then modified by United States. The activities of the members’ within the group are carried out by voluntary participation.
Appropriate use of technology: At present it is the age of science and technology. By the blessings of science differ kinds of modern machineries and equipment are invented to ease our difficulties in performing activities. By the help of machine lots of time is saved and complicated tasks are accomplished easily. However in order to operate modern machineries skilled and efficient personnel are required. If machines are operated by unskilled person then proper quality cannot be ensured (Schmitt, 2013). So for ensuring proper quality and enhance organizational effectiveness the man behind the machine is very much important and its role cannot be denied at all.
These are the processes that are performed by Marks & Spencer so that proper quality can be ensured. Moreover, organizational effectiveness is enhanced and thus customers’ requirements are fulfilled.

Total Quality Management Model:
There are plenty of models and theories by which the quality maintained in the products and services in business organization like Marks & Spencer are assured. Among them TQM or Total Quality Management is one of the most effective models by which it can be understand that the quality assurance program is successful to maintain appropriate quality or failed to avail certain standard. There is plethora of elements in TQM if that are ensured properly the quality is properly maintained. However, different organizations have different strategy, culture, management procedure and so on (Poornima and Charantimath., 2017). As a consequence, the quality management strategy might vary one organization to another however there are some specific set of elements ate have to be present within the business activities of Marks & Spencer. The core elements are explored here.
· Process of thinking: In order to ensure high level of quality it will have to be maintained in every stage within the organization. Before initiating any program appropriate planning is needed. So, planning will have to be accomplished with thinking strategically. In this way from thinking to implementation of the planning presence of quality is mandatory.
· Customer satisfaction: For any sort of business organization customer satisfaction is core basis on which the foundation of the business is dependent. Without satisfying customers it is not possible to make profit (Oakland & Morris, 2013). Customer satisfaction is ensured by delivering quality services, setting win-win pricing system and so on. To ensure TQM customer satisfaction is greatly needed.
· Employee commitment: Commitment of the employees depends on their loyalty and engagement. Employee engagement supports the organization to produce more customer friendly products. Employees will be committed when quality products and services are delivered consistently to their customers. By employee commitment depth of employee relationship can be assessed.
· Team work and quality chain: The activities are to be set on the basis of giving priority over managing quality. To enhance quality in the products and service teamwork is very much important (Teamwork, 2009). In team work if any individual face any difficulty then by the help of others complicated tasks can be accomplished.
· Strategic and systematic approach: The approach for manufacturing the products as well as means to implement them will have to be carried out in a strategic way. By perceiving future outcomes planning are made in a systematic way. Strategy along with systemic approach quality is ensured (Burnes, 2009).
· Integrated system: The system of accomplishing business activities of Marks & Spencer will have to be integrated. All the activities like planning, manufacturing, production, packaging, and marketing and so on are to be conducted by maintaining proper quality. If there lacks any quality then that might fail to ensure total quality management model.
· Fact based decisions: There are plenty of decisions that are taken in the business culture to maximize profit earning. For that reason ensuring quality in delivering products and services by Marks & Spencer facts related maintaining customer value and satisfaction will have to keep in mind by the management body of the organization. 
· Continuous improvement process: To eradicate conventional strategy and mechanisms that are followed in Marks & Spencer continuous improvement process is noteworthy. Without continuous improvement process it is not possible to sustain with the existing market. In order to maintain this process continuous training system will have to be maintained. Hence the employees of the organization will be more capable and thus be able to exert their maximum output(Goodman, 2009). 
· Effective communications: Business organizations like Marks & Spencer are diversified. Different sorts of activities are conducted at various stages. So, in order to exchange information communication system can play effective role (Martelo-Landroguez & Martin-Ruiz, 2016). Without effective communication the decisions will seem to be ambiguous to the employees. Thus they might fail to interpret in the right manner. From this point of view it can be said that there is no other alternative of effective communication.
· Training: Training system is mandatory for improving the quality of the delivered product and services. Proper training can develop the capability of the employees. On the contrary if there no such provision for training then improvement in the business activities is possible (Kozlowski & Salas, 2011). 
In this way the system of maintaining quality in Marks & Spencer can be assessed in the light of TQM model. Hence, it is possible to identify the lacking and strengths. Then by focusing on the weaknesses it is possible to emphasize on enhancing quality for achieving customer value.
[bookmark: _Toc520666420]Conclusion
In the end it can be said that, to ensure customer value, customer satisfaction is necessary. There are several aspects that are preferred by customers. If those are fulfilled then customer engagement is enhanced and thus by ensuring customer requirements attainment of customer value is possible. By understanding the need and expectations of the customers, they can experience good level of customer value form the organization (Bruhn, 2012). In this way factors influencing customer value, range of theories related to the concept, relevant activities performed for achieving customer value, processes for ensuring quality and so on are explored in this study.
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