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THE DISCUSSION – PART 1
EXECUTIVE REPORTS

This discussion is about a critical analysis of the factors that influence my organisation’s ability to maximise customer value and a critical understanding of my organisation’s quality processes and its effectiveness in meeting customer requirements. My objective is to demonstrate the ability to critically analyse the factors that impact on my organisations ability to maximise customer value; a critical understanding of my organisation’s (Formidable Security Services UK Ltd.) quality processes and its effectiveness in meeting customer requirements.

1.0 INTRODUCTION

Understanding customer experience is very important and so equally is taking customer on a pleasurable journey over time for a business is very important. In the modern world we live today, there are arrays of technology that provide fast, reliable, informative and comfortable touch points in various forms and social media. To meet customers’ needs and to continue to have competitive edge over competitors, businesses must integrate multiple business functions and as the case may require probably get external partners in creating and delivering good customer services which in turn will meet customers’ ever increasing needs. To accomplish these complex missions, there is a need to constantly appraise customers’ historical journey not just in the market but also including the industry in which the business thrives. For example, Tesco and Sainsbury’s are supermarkets, but they both operate in the supermarket industry. Therefore, focusing on their own customers alone is not enough but in addition must focus on their competitors.
It is the areas businesses needs to focus on regarding understanding and engaging in the customer experience that I am tasked to explore and explain in the following report..
1.1 CUSTOMERS
Customers for the purpose of this discussion are those whom we are responsible to. This simple definition indeed took into consideration on one hand: Economic, Social and Environmental responsibilities and on the other and as indicated in Health and Safety Act 1974 is referred to by Walker, A. (2017 4th Edition Pp.15) as “Duty of Care”. Understanding and engaging in the customers’ experience involve Customer Relations Services.
1.2 CUSTOMER RELATIONS SERVICES (CRS)

Customer Relations Services (CRS) according to Harris, E. K. (2014 Sixth Edition Pp. 9) is “anything we do for the customer that enhances the customers’ experience”. Customers’ experience must match customers’ expectations which in turn are identified to include: Quality of products or service, Price, Timely delivered Action and appreciation.
1.2.1 QUALITY OF PRODUCT AND SERVICE
Thinking in terms of a customer means empathising with a customer. Hence I expect the service that I perceived is appropriate for the level of purchase of goods and services I am making.

1.2.2 PRICE FOR THE PRODUCTS AND SERVICES

I will expect the value of the products and services I obtained from the seller and provider of the goods and services merit the price I paid.
1.2.3 TIMELY DELIVERY OF PRODUCTS AND SERVICES

I believe campaign must always come before election rather than the other way round. Under normal circumstances, I like every other customers will only demand and pay for products and services when I need that products or service. As such I expect the goods and services to be delivered at the time of need. 
1.2.4 ACTION AND APPRECIATION

Human interactions are never perfect. Imperfection in humanity will always lead to un-satisfaction of others. It is the action taken by the organisation to address the customers’ problems or queries when they do arise that will go a long way to meeting customer’s satisfaction. Customers’ overall feelings of satisfaction depending on the industry will depend on customers’ engagement. In my own organisation – Formidable Security Services (UK) Ltd operates in the Security Industry under Security Industry Act 2001. 

Customers’ engagement includes: Listening to what customer says, Creating useful contents, Humanised services brand, Customers’ experience, Personification of customer’s communication, Being fanciful of brands on social media and Moderations of comments.
1.3.1 LISTEN TO WHAT CUSTOMERS SAY
Social media such as twitter is a good platform to encourage feedback from customers. The feedback must be read in time and adequate, honest and satisfactory explanation must be given immediately. No need for unnecessary excuse. Queries must be fixed immediately. For example: Security officers did not turn up at client’s premises on time and customer raised concern, a standby replacement must be sent immediately with apology.
1.3.2 HUMANISED SERVICES BRAND:
It is only appropriate to understand customers’ needs and that they can understand our brand. This can be done by enlisting an employee in the company who is famous among the clients who can promote the company’s brand on the company’s website, YouTube, Twitter and other social media. This must be designed to broaden clients’ experience and in turn leads to satisfaction.
1.3.3 MAKE USEFUL AND EXCITING COMMENTS ABOUT SERVICES ON 
         SOCIAL MEDIA

It is a good thing to maximise exposure of company’s products and services and brands on the social media. This awareness must be designed to encourage interactions from the social media followers.
1.3.4 MODERATION OF COMMENTS ON SERVICES AND PRODUCTS

Company’s representatives must be careful not to get carried away with success and make hopeless jokes or comments about the company or its products and services as such jokes may be misconstrued by the customers and audience. For example, years ago or so, the Managing Director of Gerald Ratner, successful jeweller retail outlets in the UK was responding to an interview from the press as to what made them successful more than any others in the country. The MD’s comment was, “it is because we sell pure craps”. Within weeks of such catastrophic comment, sales halved and the business was forced to close down. The same scenario was observed in the case of Tommy Hilfiger of America fashion brand wears. Mr Hilfiger was interviewed as to what made his brand of fashion clothes famous especially with youngsters around the world? He said, “My children would not wear it”. The sales went down. 
My company – Formidable Security Services (UK) Ltd because of possibility of unhelpful comments that could send unsavoury tastes to stakeholders ; including customers, has introduced in its induction and training of employees to avoid company negative comments about the company’s services, interests and staff.

1.3.5 APPRECIATION:

Customers anticipate they need to be valued for their loyalty for the purchase of the company’s goods and services. For example, saying thank you is a verbal appreciation. Other forms of appreciation my company adopts include Religious and Seasonal Greetings such as Christmas and Muslim Aid. Others include informational newsletters, greetings when telephone calls are received form customers such as, “Thank you for calling Formidable Security Services (UK) Ltd, how may I help you”. 
1.3.6 BASIS OF COMPETITION

Organisations aiming to maintain a balance of customers’ expectations such as Quality, Price and Timing of Delivery must also consider basis of competition such as: Online Services, Retail Services or combination of modes. This means in the compilation of Customer Relationship Management (CRM) data, careful considerations must be given to Data Security and Privacy Concerns. Such policy is guided by General Data Protection Regulations 2018

1.4.0 DATA SECURITY AND PRIVACY CONCERNS
Compilation of data will: Enables customers decided on what online sites they can trust. It will allow a trade-off customer’s details. Any change of ownership of online companies will allow a simple but useful updates of data. It may also leads to more profit from data sales than on the actual sale of services. While CRM data base remains a useful platform for organisation efficiency; hacking; systems breakdown and unauthorised data transfer or usage remain a serious concern.
1.5.0 CUSTOMER RELATIONSHIP MANAGEMENT TOUCH POINTS

The Customer Relationship Management (CRM) Touch Points are the various channels customers contact and interact with organisation’s brands, businesses, products, price, services and deliveries. Touch points exists because of consumers’ purchase intentions which in turn emanates from consumers’ interest or willingness in services or products Publication, (2018 26 July).
The development of social media such blogs, discussion forum, chats, posts and internet technologies such as Google, Yahoo and Bing create a platform upon which products and services can be advertised and marketed. Over all, touch points must be: Relevant, Meaningful, appropriate and enduring to all stakeholders involved in the touch point interactions. An adequately structured organisation should have a carefully structured Customers Relationships Management (CRM) database systems base and will include: Online Business and Retail Shops.
1.5.1 ONLINE BUSINESS:

Online business involves interactions between businesses and customers with the media of technologies and includes E-mails, Website, Twitters, Facebook and YouTube. 

1.5.2 RETAIL SHOPS: 

Retail shopping involves face to face in the shop or in an office, Face meetings, Calls, Faxes and Emails

My company – Formidable Security Services (UK) Ltd. adopts all of the above touch points.
1.6.0 TOUCH POINT KEY STAGES

Touch point is believed to go through three key prominent stages. These include: Pre-purchase Touch Point, Purchase Touch Point and Post Purchase Touch Point.
1.6.1 PRE-PURCHASE TOUCH POINT
Pre-purchase Touch Point involves awareness of goods and services by words of mouth, news, advertisements, Emails and Social media. 

1.6.2 PURCHASE TOUCH POIN 

Purchase Touch Point involves awareness of goods and services through Events, promotions, sales person, websites retails and many others.
1.6.3 POST PURCHASE TOUCH POINT

Post purchase touch point involves interactions after the goods and or services have been acquired by the consumers. This includes support team, surveys, forums and many others.

1.7.0 TOUCH POINTS AND TECHNOLOGIES
Touch points and technologies in this modern day of suppliers and consumers are invaluable and cannot be separated. Satisfactions by both customers and consumers can be hugely improved with the Efficiency and effectiveness use of technologies. There are advantages and disadvantages of touch points.

1.7.1 ADVANTAGES OF TOUCH POINTS WITH TECHNOLOGIES

1.7.2 Touch point technologies helps to communicate information about 

         products and services;
1.7.3 It helps in the comparison of products’ prices;

1.7.4 It helps in a better understanding of consumers’ perceived benefits, 
         perceived satisfactions, perceived benefits, perceived risks and trusts 

         influencing buying customers;
1.7.5 It helps in the comparison of customers’ services;
1.7.6 It helps understand the Technology Acceptance Model with the ease of 

         use in online shopping.

1.8.1 DISADVANTAGES OF TOUCH POINT WITH TECHNOLOGIES
Some disadvantages of Touch Point and Technologies can be identified as:

1.8.2 Data Protection Risks – Touch Point requires Technology to compile 

         and store Customer Relationship Management database systems.

         There is a risk the data may fall into the wrong hands or may be

         misused by unscrupulous staff members.

1.8.3 While there are powerful software security programmes encrypted to 

         guide against hacker criminals, as read about North Koreans and

         Russians, Systems are still being hacked into by the enemy nations of

         the Western Countries.

Adequate, advanced and constantly changed password identification could alleviate the fears listed above.

1.9.0 THE LOYALTY EFFECTS

The loyalty effects is identified as the quality of staying firm in an interaction with a company over its services or products regarding brands, businesses, prices and customer services. It is therefore a model that can be used to predict customer behaviours based on some of the factors that positively or negatively affects customer behaviours. According to my lecturer Dr Nting, 18 (July to 24 August 2018), factors that can affect customers’ behaviours include: Products/Service; Price; Convenient (Timely Delivery). Others are identified as Return Policy, Product information, Financial Risk and Delivery Risk. If customers are happy with the above modes, may equally lead to the overall customer satisfaction.
1.9.1 BENEFITS OF LOYALTY EFFECTS

Benefits of loyalty effects can be identified as: 

1.9.1 LOW STAFF TURNOVER:
Reducing staff turnover means costs are saved on wages paid during training and has no value to the company in the short run. Values of training become invaluable to the company in the long run provided staffs are encouraged to stay.
1.9.2 CUSTOMERS’ SATISFACTION
Long term employees know customers, know what customers need, serve them well and are better at retaining customers.

1.9.3 EFFICIENCY AND EFFECTIVENESS

Stable employees are more efficient and effective in carrying out their jobs and thus requiring minimal supervision at meeting customers’ needs.

1.9.4 POTENTIAL EMPLOYEE REFERRALS

Stable employees’ workforces are likely to generate good job applicants in the future hence requiring minimal costs to advertise and to recruit staff.
THE DISCUSSION - PART TWO
CRITICAL UNDERSTANDING OF MY ORGANISATION’S (FORMIDABLE SECURITY SERVICES (UK) LTD.) QUALITY PROCESSES AND ITS EFFECTIVENESS IN MEETING CUSTOMER REQUIREMENTS

2.0 INTRODUCTION

The empirical understanding and engaging in the customer experience will be examined at my company Formidable Security Services (UK) Ltd. The company is a security services focused organisation and operates in the UK security industry; training and supplying security officers on: Security Officers – Guarding, Security Officers Door Supervision, Security Officers Cash and Valuables In Transit (CVIT), Security Officers Public Space Surveillance (PSS) / Closed Circuit Television (CCTV) Operatives and Spectators Safety Officers to various organisations across the UK. It conducts its operations in a standardised interactions with customers based on stringent regulations through British Government laws otherwise known as the Security Industry Act2001. This law restricts certain people and certain companies from joining the security industry in the UK. There are very few similar retail companies in the industry in the UK. The customers and because of their strict security needs, work in collaboration with businesses requiring huge but secured information. This has brought about the need and the creation of a secured Customer Relationship Management (CRM) database from the organisation perspective. The company; with the help of software company has designed, built and maintain a broadly based business systems – Customer Relationship Management (CRM) database systems to manage the company’s relationships and interactions with current and potential customers and assists stay connected to customers, helps keep adequate management streamline processes in keeping and maintaining records of phone calls, emails, meetings, conversations, quotations and allow these invaluable information to be shared with fellow employees in the company thereby improving profitability. Please see below my company’s (Formidable Security Services UK Ltd.) Organisational Charts.
2.1 CUSTOMERS

The company considering the multi-ethnicity, multi-racial, multi-cultural and multi-religious believes and with Equality Act 2010 in mind, identified three types of customers. Walker, A (2017 4th Edition P. 34) identified customers in the security industry as: Internal Customers, External Customers and Diverse customers.

Fig. 1 Formidable Security Services (UK) Ltd. Organisation Chart 
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2.1.1 INTERNAL CUSTOMERS

Internal customers according to Walker in his views of Health and Safety Act 1974, “Duty of Care” are those we work together in the same office such as: my Managing Director, Managers, Supervisors, Secretary, Payroll Accountants, Sales person and frontline security officers.

2.1.2 EXTERNAL CUSTOMERS
Walkers, A. refers to external customers as those “people who come from out there into our office premises with economic, social and environmental responsibilities and of course members of public who just wandered into our building.

2.1.3 DIVERSE CUSTOMERS

Walker, A. (2017 4th Edition P. 35) identified diverse customers as, “different people with differing needs and expectations”. These types of customers are composed of 2.1.1 and 2.1.2 above.   
2.1.4 COMPANY’S CUSTOMER RELATIONSHIP MANAGEMENT
The company’s Customer Relationship Management is about Quality of Service with honesty, competitive and reasonably priced Services, Reliability, Personable and good customer services. It is designed to keep good loyal customers and customers in return develop expectations based on information that they get through company’s touch points. Among the company’s touch points is E-CRM which is the process that helps the company to maximise sales to the existing customers, encouraging continuous relationships through the use of digital communications technologies such as operational databases, personalised web messages, customers’ services, e-mails, e-commerce and social media such as use of Chatterbots enhances 24 hours available of services, user controls, high information density, affordability, self-documentation, cross sales, eco-friendly and ensures immediate access. This loyalty effects in turn helps forecasts customers’ behaviours in the future. 
2.2 MODERN EXPECTATIONS
Modern expectations in the millennium involve using modern and advances technologies to deliver goods and services to customers in the most fast, efficient and effective manner.
2.2.1 MODERN TECHNOLOGIES
In today’s highly dynamic economic and commercial world, modern technologies such as internets, websites and information technologies have allowed both customers and suppliers easy access to up-to-date information which is mutually beneficial to all parties.

2.2.2 CUSTOMER FOCUS SERVICES

Customer focused services involves that all aspects of the business; putting its customers’ overall satisfaction first and keeping both internal and external customers in mind at all times. Engage in proactively addressing customers’ needs and concerns. Cooperate with all stakeholders and customers to achieve their joint overall goals through application of their own knowledge, skills, experience and coordination to ensure a consistent customers’ satisfaction.
2.2.3 NEW TECHNOLOGIES
New technologies help my company in the planning of Markets, Interactions with customers through Relationship Marketing and Management. Discovery of knowledge through education of the relationship and company Performance and Recruitment and Analysis through segmented customer identification have helped company to improve on recruitment of the right people into the work-force and a better customer service.

2.2.4 GOOD CUSTOMER RELATIONSHIP MANAGEMENT

Formidable Security Services (UK) Ltd Customer Relationship Management database systems help keep accurate records of interactions such as phone calls, e-mails, meetings, conversations and quotations. All of these help company to share information with colleagues, plans ahead and offer customers with the required support. It enables the company to set up follow ups between employees and helps reports on call activities and project sales forecasts. 

2.2.5 GOOD RECRUITMENT OF EMPLOYEES
The good Customer Relationship Management (CRM) database already created by the company is being utilised to carefully identify key posts in the company  (Education, 2011) - With the help of VARK Learning Styles management tools questionnaire from Fleming and Mills (1992) “Visual, Aural/Auditory, Read &Write and Kinesthetic” the company is able to employ the right people. VARK provides the company with recruitment platform for Job Description and Employee Specification. These are helping the company in equality unbiased selection process.
2.2.6 TRAINING OF EMPLOYEES
The company’s training structure includes: Induction followed by Initial training; Remedial training which includes Continuous Professional Development (CPD); Developmental training which involves awareness of new products and Ongoing training which involves perfecting employees’ skills.
2.2.7 ADEQUATE INFORMATION
Adequate information derived from Job Specification and Job Descriptions help the company on how to hire the right people for the company.
2.2.8 QUALITY SERVIVES AND PRODUCTS
Offering quality products and services to customers in conjunctions good customer care and other factors associated with products bring about customer satisfaction, otherwise customer loyalty effects for the company.
2.2.9 PRICE

Internet and social media present customers with platforms for price comparison. All other factors being equal, price often brings about customer loyalty effects for the company.

2.2.10 TIME

Customers are short of time and therefore have no time to waste. The timing of the delivery of security services to customers is a great determinant between customers being able to keep their invaluable lives and their hard earned belongings or lose one or both together. Customers feeling safe and secured with their life and property will reward the security company with their Customer Loyalty effects.
2.2.11 EQUIPMENT

Criminals are becoming sophisticated in their activities to evade detection and capture. The old school traditional security provisions for customers and their properties thus present solid foundation for security operations. But that is not enough in this modern day society. Modern equipment such as CCTV, Intruder alarms, Two ways Radios, Mobile phones such as I-Phones with navigation and e-mails services, Body Worn Video Cameras for a deterrent attack and protection of personnel is necessary to motivate employees to work with dedication and may also bring customer loyalty effects to the company.
2.2.12 MOTIVATION

Modern equipment will not alone itself bring enough motivation to security officers who are constantly worrying about criminal attacks or even death on a daily basis. They also worry about competitive remunerations in terms of better pay and better conditions of services. “A happy cow will always produce more mild”, thus says Maslow, A. hierarchical of needs in Armstrong, M. (2012 Twelfth Edition P. 281). Other satisfying remuneration includes: Good supervision, good evaluation procedures and performance appraisal leading to recognition. All of these means customers are well served by happy employees and may also lead to Customer Loyalty Effects.
2.2.13 CUSTOMER PERCEPTION OF SERVICE

Customer perception of services is measured in terms of customers’ fulfilment response. It is the conclusiveness that the services and or products meet a pleasurable level of consumption related fulfilment. This process of fulfilment includes: Reliability of the company through the performance of their employees leaving the customer with no gap between perceived and expected service; Needs of the company’s customers with prompt services, Willingness to help customers, Readiness to respond to customer’s requests and keeping customers informed; Assurance involves company employees giving confidence to the customers through their performance and their expertise; Tangibles, that is offering and delivering products with modern equipment, up-to-date equipment and visually appealing facilities; and giving Empathy which means that employees of the company must always put themselves in the shoes of the customers – Walker, A. (2017 4th Edition P.107).
2.2.14 CUSTOMER SATISFACTION

Customer satisfactions comes in various forms and are measured in terms of perceived benefits which are positive outcomes related to behaviour in response to a real threat. These include: Convenience, Financial Values, Risks and Easy interface, Products information, Return Policy, Product Performance, Perceived Risks, Product Performance Risks, Financial Risks and Delivery Risks.
2.2.15 SERVICE QUALITY 
Service quality means total customer satisfaction through provision of what is nationally recognised as standard performance in the security industry in the UK and is generally accepted in the Security Industry by the government, Corporate, Retail, CCTV and CVIT. This will result in 5 dimensions of Services Quality and reliability because customers feel safe and no loss to their belongings. It means company and its employees are Responsive to the customers’ worries – No criminal attack, no death, no loss or destruction to their properties. This leads to Assurance that assured their personal safety and the security of their properties through the efficiency and effectiveness of company and its employees. Empathy will come in whereby customers decides, “Well, I am happy and therefore will instil my loyalty to the company”. And finally Tangibles will surface through constant Security Awareness Policy Programmes and well sourced security operations.
2.2.16 OUTCOME OF CUSTOMER SATISFACTION
When customers feel safe and their properties secured, they will feel free to go about their daily lives with confidence. Customers continue to devote their loyalties to the company by not switching to another company. No negative publicity to the company. There will be less insurance claims both by the customers and by the company. 
2.3 CRITICAL SERVICE DELIVERY

Critical service delivery will involve constant research to keep abreast of ever changing customer needs. Critical Service Delivery can be designed to include: Adaptability; which means company must constantly respond to up to date customers’ needs, Coping; which means customers’ needs are always within company’s reach, Spontaneity; which means that the company and its employees do not wait before offering appropriate help to customers and at the right time and Recovery which ensures Business Continuity Plans – Walker, A. (2012 P.32) “that ensures that a business can survive if it is affected by an internal threats such as fire on the premises, flooding, earthquake, gas leak or external threats such government policies, Economy, Terrorist attack and Brexit . 
2.4 THE COMPANY OPERATIONS AND ETHICAL SOURCING
Formidable Security Services (UK) Ltd in its business operations puts in place considerations for: Health and Safety, Environment, Fairtrade; Human Right, Bio Diversity, Pollutions and Animal Rights.

2.4.1 HEALTH AND SAFETY AND RIDDOR

As a matter of Quality Assurance and with regards to Health to Health and Safety Act 1974 – “Duty of Care”, the company places high priority on the Health and Safety of its employees, its customers and that of the society it thrives. Because of this the company has its own Health and Safety Quality Assurance and Health and Safety Policies Procedures in place to address all necessary health concerns. We ensure that reportable incidents and accident is met under Reporting of Injuries, Diseases and Dangerous Occurrences Regulations – RIDDOR.
2.4.2 
ENVIRONMENT
 Environmental Sustainability is a major worry for the company. This is why the company puts in place policies that recognise a state in which the demand by the customers and the company’s operations in trying to meet its clients’ demand placed on the environment can be met without reducing its capability to allow all people in the society live well, now and in the future. We identified three aspects of sustainability as environment, social and economy. The company’s policy on environmental, social and economy is designed to encompass overall reduction in C02 emissions and to stop rainforest destructions by inducting and training all company employees to: Switch off redundant lights in their offices, use less water when washing hands or when flushing toilets, switch company’s vehicles’ engines off when stationary for more than 3 minutes, use environmental friendly cleaning products, minimise use of stationeries by sending messages and memos by E-mails and Intranets and keep noise to minimal at all times.
2.4.3 HUMAN RIGHTS

The company undertakes in its Company’s Human Rights policies and in conjunction with Human Rights Act 1998, to respect employees’ and customers’ Human Rights at all times. The company also undertakes to observe Equality Act 2010.  
2.4.4 ANIMAL RIGHTS

The company appreciates and support animal rights and welfares. The company also recognises that animals have values aside from their usefulness to human beings. We put in place policies that prevent the company and its employees from subjecting animals to suffering and unnecessary death.

2.2.5 BIO DIVERSITY

Formidable Security Services (UK) Ltd. considers the variability among living organisms in the land, marines and other sources and therefore puts policies in place to ensure continuous bio diversity. The principles for ethical in the above explained factors are: fairness, humanity, needs, social responsibilities, transparency and sources.

2.2.6 FAIR TRADE

The company has a written policy on Fair Trade. Its stated goal is to help developing countries achieve better trading conditions. The company’s policy on fair trade advocates the payment of better prices to exporter and importers and improved social and environmental standards. We play active roles in operating our fair trade policies by working with civil society, British Government, Businesses, Parliaments and other stakeholders.
2.2.7 POLLUTIONS

Formidable Security Services (UK) Ltd recognises pollution as the process by which land air, water and the environment is dirty and is not suitable to human use nor for human survival. The company also recognises that pollutions are done through directly and indirectly introduction of contaminants into natural environment. The company puts in place policies to minimise pollutions into air, water, land and noise.

2.3 BARRIERS TO ETHICAL SOURCING

While the company has policies in place to ensure: Environmental Sustainability, Recycling, Fair Trade, Human Rights, Bio Diversity, Pollutions and Animal Rights; the company also acknowledges challenges. The challenges for ethical sourcing are identified as:
2.3.1 Lack of adequate funding from the government
2.3.2 Disagreement between countries and government around the world. For 

         example America under Donal Trump just recently pulled out the Paris 

         agreement on Global Environmental Sustainability.

2.3.3 Lack of knowledge of some customers especially in the developing 

         countries.
2.3.4 Lack of critical research into ethical sourcing
2.3.5 Misunderstanding among people, companies and countries around the 

         World.

2.3.6 Contradictions among world pressure groups.

2.3.7 The power, the influence and finances of rich business people around 

         the world campaigning to disprove and as such to discredit the effects of

         ethical sourcing.
CONCLUSION

The slower a business evolves, the quick it becomes extinct. Customers are short of time, therefore, any unsatisfactory customers service is a waste of customer’s time, money and aspirations and a total recipe for disaster. Meeting customers’ needs require what is known as “CLOSING GAP”. Services or products supplies must learn what customers expect. Organisations must establish quality standard services, ensure performances meet needs. Organisations must set the right standard price and set timely delivery. To encourage and to ensure customer loyalties, two important factors must bond with each other. Namely: Rising expectations involves a business not just meeting customers’ needs but also providing quality varieties at competitive prices and timely delivery and therefore providing customers with experience that is unique more than their competitors.  Management commitment involves not just making their mission statements and advertisements unique to that of their competitors but also management anticipating customers’ expectations and supply chain requirements.
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