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[bookmark: _Toc4548554]Introduction
Customers are the lifeblood of a company. The survival of a company cannot be possible without its customers. In conducting any business, the customers influence in every possible way. It is a big challenge for a company to manage the interaction with the customer long with the company’s specific goals and objectives. In our whole report, we will try to discuss elaborately some important issues regarding customer services like- importance of customer expectations in the relationship between customer and the company, developing an understanding the ways customers build and develop loyal relationship and so on. it is proven by several business practices that customers are the biggest asset for any company. So, customer relationship activity for a business plays a crucial role. The way the business has to choose to provide services which will ensure the loyalty of the customer to the business. A business should have to be directed in such way where it can manage the customers’ expectations by considering the value and the nature of the future relationship. 
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Deloitte is one of the largest professional service networks which is limited by guarantee. It is the largest by revenue and the number of professionals. It was founded in 1845 in London, United Kingdom and the founder was William Welch Deloitte. It provides its services worldwide. The services are audit, tax, management consulting, financial advisory, risk advisory and legal services. Among all the companies in UK, Deloitte had the largest number of clients in 2012. In auditing service, it has market shares among 500 companies in India. £5bn revenue was earned by Deloitte having 28,000 partners in June, 2017. In June 2016, a black color logo written in Deloitte was changed from the color blue (Armstrong, 2010). 
The vision of Deloitte is to develop and enhance the leadership quality and focuses on working together of all the members of partner firms. Their first priority is to be standard of excellence. They believe their reputation is much more important than anything. They express highest level of integrity through their behavior. They are committed to demonstrate a sustainable business practice. Their strength is the borderless culture and they consider it as their competitive advantage over all the firms. Cultural diversity adds value to their people in their growth. They believe that different people of different cultural backgrounds may help them being more professional and enable them in a better understanding (Patel and Rana, 2007). 
Steps of services within Deloitte are given below-

Figure 1: Services of Deloitte (Armstrong, 2014)
Accounts payable Processing
Accounts receivable processing
Bookkeeping
Budgeting
Business Controlling
Management Reporting
Statutory reporting
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In case of customer expectations, one needs to consider the quality, price and time. Customers expects a better-quality product with a reasonable price and faster service. The competitive advantage of a firm lies on the time and quality of the product. 
Value of the customers: It measures the net present value of the customers future profits. Measurement of potential in focused rather focusing on the past performance. To value the customer, planning, performing and strategic decisions are much more important (Stredwick, 2014). So, to value the customers, Deloitte has taken several measures which are given in the following-
· Target the marketing campaigns
· Valuation of the portfolio
· Forecasting the entire business
· Determination of the level of customer services. 
Needs, wants and demands of the customers: To involve more with the customer, a business-like Deloitte needs to-
· Efficiently look after the brand categories by involving in conversation and monitoring the overall activities (Marshall and Johnston, 2011).
· Just selling is not the motto of the business. Content creating development issues, management capacity improvement, educating the customers are some major issues considered by Deloitte. They believe that the loyalty of the customers will be stronger enough when they get the right information from their seller or service providers which creates trust among them. 
· Technological development is also a major concern. It develops the analytical skills and helps to track all the activities at a time. 
· Management of the risk related to reputation is also a need for Deloitte continue their business by meeting the demand of their customers (Hutchinson, 2012).
In nowadays, consumers are more selective in their way of choosing the organization for services. They only trust the most promising one. So, they prefer to go to the direct sources for information rather going directly to the business. Consumers always wants a better service from their service provider in a decent and efficient way. They want to get access of their providers in the nearest possible time. As they pay for receiving services, they can demand for a good quality services in a distinct way as like as Deloitte. 
Discussion of the reasons for using customer service policies: For any organization, the foundation of the control, operational excellence and compliance with the applicable laws depends on the policies, procedures and governance of a company. The policies are communication effectively when they are clearly defined. The policies which are not up to date, unused, hard to read, not governed will not foster a culture of compliance. Reduction of a business operation may be held by the existence of weak policies. Undocumented business and operational processes may result in loss of the specific business knowledge (Peter and Donnelly, 2016). 
So, Deloitte always works developing and improving the existing policies by their technical excellence. Across the organization, they develop the communication skills so that they can add a variety of experience in their workplace which adds value to the efficiency if the business. 
Ethical sourcing, buyer’s decision and issues of sustainability: Sustainable Production pattern and personal consumption are not optional for a business (Armstrong, 2010). For the business model innovation and strategic product, sustainability is one of the primary drivers. The product will be less relevant to consumers and will not affordable for the customers when the companies will neglect such issues. Organizations like Deloitte must respond to such environmental issues which are burning issues in today’s world. Doing things right is good for any business. The companies which ensure honesty and transparency in the past have become the most successful companies in the future. 
Customer experience and supply chain management: 
Creation of effective customer experience strategies is one of the essential elements in managing the business-like Deloitte. Ensuring the customer satisfaction by providing them with right products which they demand in a timely basis and in an efficient manner is called creating an effective customer experience. To gain competitive advantage and to differentiate themselves in a way that cannot be achieved by their competitors, Deloitte use their customers experience consulting services to make an understanding of effective customer experience (Cadwell, 2004). 
The supply chain strategy of Deloitte helps in enhancing the capabilities to align their business strategies with the operating models. They unlock the points between functions and the partners of value chain to make a connection (Buttle, 2015). A tradeoff between cost and flexibility has to be made by incorporating the process, organization, performance measure and technological issues. Supply Chain Strategies services of Deloitte are-
Network designing and global footprint strategy
Vision Alignment
Risk and resiliency
Segmentation & Market offering alignment
Merger and acquisitions
Management of performance and analytics
Operating model redesign







Figure: Supply Chain (Cadwell, 2004)
Vision Alignment: To ensure a broader business strategy, quick assessment, evaluation, quantification and execution and structural issues are very much important (DuBrin, 2011). 
Segmentation and market offering: Increasing the margin and the betterment of the customer service are the main focus of the Deloitte. To achieve this, the company use segmentation supported by analytics to align with customer values. 
Risk and resiliency: The company tries to identify the vulnerable portion of supply chain and develop strategies to addresses the risk. 
Merger and acquisitions: In case of merger and acquisition, company always look for synergistic benefits to reduce cost. 
Management of performance and analytics: Supply Chain Decision are facilitated through real time data analytics and other strategies to understand the cost issues (Cadwell, 2004). 
Redesigning the operating model: Alignment of operating model and the supply chain management come out as the improved efficiency across the value chain. 
Network design and the global footprint strategy: Alignment of customer base, supply chain management, supplier base all other related parties may help the management of current requirements and increasing the growth level.  

Exploration of different factors that drive and influence the customer engagement of different target customer groups for Deloitte:
Target customers group of Deloitte are corporate organizations and urban business houses. They provide services to the corporate customers. They provide their customers with consulting service by short term outsourcing, human capital and technological integration. They provide internal auditing services and it control assurance as well. Their service includes risk advisory and financial advisory services by projecting risk, data quality, privacy, commercial and personal bankruptcy, capital project valuation and so on (Harris, 2014). 
The factors which drive and influence the customer engagement of different target customers are given below-
1. Culture: The culture of the organization is one of the major drivers that will help the firm designing then customer experiences as user friendly. The decisions are made by the management by asking the consumers about their reaction and get the voice of the customers by research. This kind of research and focused analysis will increase transparency.
2. Structure and processes: It should have to be ensured that the customers are getting a proper understanding of all relevant functions and get insights in making coordination of decision making. 
3. Talent: The company should always follow other companies in the industry which are going ahead of time. So, they can develop the talent by observing other companies to make consumer understanding and enhancing the consumer engagement by developing consumer e-services, products, hospitality and so on. 
4. Metrics: This will measure the engagement of the consumers by reflecting the new consumer centric model. These can be increased use of tools and decreasing the use of call center. This will become an alert for the service companies (Hoff., 2013). 
5. Technology: Technology enables in the integration of exchange, reporting, CRM and so on which will increase the engagement of customers for the company. To trace the consumer segment and geographies, technology plays a vital role in deploying the tools. Consumer facing interface should have to be continuous as well. 
Onboarding strategies for different targeted consumer groups:
There are different onboarding strategies for the target customer groups. Some of these are given below-
· Inviting the customers to drive instant adoption where includes both new and existing one. 
· Engagement of customers by sending personalized messages
· Customers experience should be guided by creating, scheduling and automation of the coordination
· Optimization should be possible by tracking customer engagement success. 
The onboarding strategy should offer personalized and seamless experiences to avoid losing the customers. Digital onboarding is now available to make trust of the customer (Giacalone and Rosenfeld, 2013). Technology eases the onboarding process in now a day. 
Evaluation of a broad range of different target group needs and expectations in terms of customers engagement of Deloitte:
If one wants to grow his or her business, it needs to increase the customer base by increasing loyalty. Deloitte makes an integrated marketing research through qualitative and quantitative strategies. They should combine the customers advisory with the research to become more supportive through the stages of the customer management cycle (Stredwick, 2014). 
Entering into the market: To size the market accurately and to provide a clear definition of market positioning, the Deloitte should enter into the market. They should provide a critical insight about the customers like- customer’s introduction, where do they live and what is their habits and attitudes. To make an understanding of the product, price and competitors, appropriate market segment in needed. 
Commercial feasibility: Commercial feasibility includes the usage and attitudes of the customers, design of the product and service, target market and characterization of demand (Martin, 2009). 

Segmentation: There are three segmented areas of Deloitte. These are-
1. Sociodemographic  
2. Phyco-social
3. Behavioral
Management of customer facing operations: The local competitors should have to be involved in the adjustment of the product which are offered to the local needs and wants. Customers and channel expectations should have to be addressed by a local route to market when the effective brand communication is ensured (Jenster, 2015). 
The role of enterprise system in achieving the operational excellence in CRM: 
In enterprise resource planning systems, data has been collected from different divisions of firm and then gathered in a common database for using in nearly all the internal business activities of the firm.  A flowchart regarding enterprise system on how it works is given below-

Marketing and sales
Manufacturing and production
Accounting and Finance
HRM
Central Database
· Orders
· Price Changes
· Forecasting sales

· Scheduling production
· Capacity
· Purchases

· Cost of labor
· Working hours
· Skills

· Cash
· A/R
· Revenue






 



Figure: Enterprise System
Source: Self-developed


The business value of enterprise system comprises increasing operational efficiency, providing an effective flow of information to the firm for efficient decision making, giving access to the customers to the information of the product, enabling rapid response to customer request and evaluating the organizational performance by including analytical tools (Walters and Kerby, 2013).	
Customer relationship management (CRM) is a strategy that deals with managing a company’s interaction with its current and potential customer to improve the business relationship and develop and retain the loyal customers. CRM mainly focuses on driving sales growth by retention of customer and generating sustainable profit for the company. The major aspect of CRM strategy is that CRM system collects data from various different communication channel and sources and applies data analysis about the customer history and assessing their changing needs to develop the company’s product or services with the customer requirement and develop long term profitable relationship with the customers.
Business enterprise system has a lot to do with CRM, Deloitte can use the business enterprise system with customer relationship management to increase their operational efficiency. Business Enterprise system deals with the management of data from sales, marketing, HR and accounting system to organize the data to ensure free flow of information to every segment. Deloitte will use this data to their CRM process to evaluate the customer needs and company’s capacity and combine these two to develop customer friendly product and services and increase the operational efficiency of the company and develop sustainable growth of the company’s revenue (Bowman and Gatignon, 2010).
Systems of creating sustained CRM: 
CRM is basically a system which helps to improve the relationship with the customer. This system is facilitated by the collection, organization and management of customer information. There are several ways to create a sustained customer relationship management. Some of these are given below-
· Improvement of customer satisfaction: Improvement of customer satisfaction can be possible in an organized way. The company can provide their services efficiently when they have a better understanding with their customers. If one wants to resolve any issue regarding a particular customer, he or she can retrieve all the concerning activities by his representative including the past purchases (Hoff., 2013). 
· Improvement of customer retention: Customer retention rates can be improved by using CRM strategy. Retention rate will help increasing the revenue of the company. The strategy will encourage the customers to involve in repeat purchases. 
· Maximizing the performance of business: Increasing the up-sell and cross-sell opportunities can only be possible through CRM. But to avail these the company should have a proper understanding of the needs, wants and demands of the customer. 
· Internal communicative efficiency: To develop a better CRM strategy, the management of the needs to ensure a proper and efficient communicative skill within the company. They should also ensure that the employee’s ability to provide information about the ongoing services to the customer (Harris, 2014). 
· Optimization of marketing: targeted and efficient marketing programs can help the company to enrich its CRM program. Betterment of marketing strategy will enable the company to enrich its CRM. 
Deloitte is such a company which ensured all the mentioned activities in developing their CRM program.
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A customer experience map is created below-
A customer experience map is the collaboration of allowing business to visualize the interaction of the customers. Documentation of the customer viewpoint is only possible by using the customer experience maps. In a customer experience map, there must include eight things. These are given below-
1. Customer profiles
2. Legend
3. Phases of the journey
4. Pain points or barriers
5. Positive experiences
6. Channels and touchpoints
7. Customer goals
8. Combining other customer data
A customer experience map for Deloitte-
Customer journey
PayPal, bank transfer, cash, credit/debit card
Customer reviews, search engine, other website, visit store, company’s website
Recommend, write review, email company, company’s website
Search engine, visit store, check stock, company’s website, other website
Call center, twitter account, message board, visit store

Online, visit store, home, desktop, click & collect, tablet 
Channel, delivery, tech
Other website, company website, discounts, search engine, visit store

Propose
Reach
Adjust
Adjust
Support
Transact
Listen









Figure: Customer Experience Map
Source: Self-developed
Discussion of the customers touchpoint throughout the customer experience to create business opportunities:
1. Growing expectations: Customers expectations are growing due to top of the line experiences. There are several tailored experiences like- flexibility in purchasing option, integration of technology, providing feedback and so on. 
2. Understanding the customers: Customer feedback is one of the best ways to find out the touchpoint in creating business opportunities. The business should focus on the needs, wants and demands of the customers and the data which are useful and can be used separately from the clutter (Harris, 2014). 
There are some other points to consider. These are given below-
· Defining the meaning of value 
· Figure out the most valuable customers
· Testing the value hypothesis to know the bases of the customer
· Tracking the results
· Creation of unique experiences for the customer
These are mainly the touchpoints for Deloitte to create the business opportunities. They follow these points to increase their business value and to maximize their goals. 
Mapping of customers journey across touchpoint: 
At the very beginning of the customers journey, it is good enough to start with the touchpoints of the customers. Customers journey activities are mainly involved awareness, discover, purchase, bonding with the products and use of the products and services. These activities are mainly kept simple due to easily mapped and to discover and define other additional activities.  On the other hand, mapping the customers journey is a typical process which starts from the initial awareness and ends at bonding (Jenster, 2015). The ways this provides journeys in identifying the decision point are given below-
· Minimization of negative customer experience by identifying major steps and decision points
· Improvement of customers retention by making the understanding of the purchase lifestyle of the customers and positive and relevant relationship with the customers which help them to move to the positive decision point. 
· To avoid the conflicting messages, the communication gap should have to be removed which helps n improved decision making. 
· The major points of customers journey path should have to be clearly understood to have a positive decision point. 
So, the ultimate conclusion is to complete the exercise in the view of customers not only from the process and try to use the actual feedback of the customers to choose the path. 

Employment of digital technology in managing customer experience of Deloitte:
As we know, the demands of the customers are changing rapidly. They want to interact in a simple and easiest way. The customer engagement can be improved and advanced by the use of digital technology while interaction with the organization. The integration of human, physical, digital and technology will help the company in defining the customer experience value. There are several ways to measure the value of the customer in Deloitte. These are quality and the nature of interaction, satisfaction level, promotion, spending and the cost of service. Employment of digital technology brings about benefits for the customers (Bly, 2015). 
Evaluation of digital technology in managing customer experience of Deloitte in changing CRM systems to retain the customers:
The ways the company and the customer interact has been changed due to the technical and social shift. the contact and interaction with the customer in easier than before by the rise in social media and digital channels. This portion is about the analysis of the Deloitte that how they deal with that challenges which have been come up with such change. 
CRM basically focuses on the automation and support of the internal business. In traditional way, the management activity of campaign had been developed from the point of view of the organization and it was inward-oriented. The interconnection of the channel was infrequent. But the CRM center is universe today. From the standpoint of the customer, development of customer service and campaigning process will mainly focus on the user experience around all the channels (Walters, and Kerby, 2013). 
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Figure: Traditional CRM
Source: Self-developed
The CRM managers are planning for digitalization of CRM for many years and now they are moreover successful by implementing the technology. Development of digital CRM vision and strategy includes integration of data across the departments, development of the process from the standpoint of the customer, implementation of the dynamic rule, gradual development of the relevant skills and the capabilities. Deloitte digital is such an innovative and strategic leader to plan and implement the challenging issues in a rigorous way. More than 60 studios are run by them on approximately five continents. Their technological and creative capabilities are brought together in a largest consulting firm. So, now they are able to deliver several solutions to grow the influential power all through the digital journey (Harris, 2014.)
Advantages and disadvantages of CRM activities;
	Advantages
· Provide better customer service
· Innovative marketing and targeting strategies
· Centralization of the information
· Promotion of the loyalty
· Accessibility
· Faster problem solving
	Disadvantages
· Price of license 
· Not worked out for all the customers
· Training cost
· Other resistance



Application of different customer service strategies: There are several customer service strategies used in Deloitte. For example- they always focus on the competitive advantage. Differentiation of outside industries comes in when the benchmark of the industry is useful. So, they combine the focus on the functional areas and on industry for bringing a practical insight of their engagement. The company has a deep empathy for their consumers. Their strategies are designed to make an understanding of the consumers need, wants and demands. To achieve a stronger marketing and customer engagement functions, sustainable and organic growth is a must. There are also some precision matters, paramount logic and transparencies, maintenance of aspirational ambitions and so on.  So, these are basically the customer service activities for Deloitte (Bly, 2015). 


Recommendations: 
Deloitte is always dedicated to improve their business activities. They may further improve their services by enhancing their existing capabilities. Some of these are given below-
· Revenue enhancement is one of the crucial elements of Deloitte. Deloitte may take the assistance of their professionals in leading to a substantial increase of their revenue
· For a successful organization, efficient process is a must. Deloitte may improve their operational and organizational processes by applying several theories like lean, six sigma and so on. 
· Optimization of manufacturing is another one. Deloitte may assist the other manufacturer in addressing the challenges and resolving that issues. 
· Analyzing the supply chain management to customers from the suppliers for determining the opportunities of improvement which ensures the reduction of cost is also a major concern.
· The reduction of transportation cost will add value the company and Deloitte may assist the manufacturer by providing the information and suggestions regarding cost reduction (Jenster, 2015). 
Basically, these are the recommendations for Deloitte in the improvement of their operational and transactional efficiency towards the customers. 









[bookmark: _Toc4548558]Conclusion
Deloitte, a competitive differentiator which provides professional services in an increasingly competitive marketplace. Customer engagement is so much important for them. For this reason, they adopt several management and functional strategies to improve themselves more than before which are discussed above. They segment their customer and then provide service to the targeted customers who are mainly any manufacturing company. Customer relationship management shortly known as CRM is one of the burning issues in now a day. So, the management of Deloitte is more concerned about the activities of CRM. Operational map and the management experience services are also important for this report. 
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